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PIERPONT COMMUNITY & TECHNICAL COLLEGE 
BOARD OF GOVERNORS  

 
Advancement and Public Relations Committee Meeting 

 
Tuesday, September 23, 2025 

1:30 PM 
 

Pierpont’s Advanced Technology Center (ATC) 
500 Galliher Drive 

Fairmont, WV 26554 
Room 216A 

 

 
AGENDA 

I. Call to Order 
 

II. *Approval of Minutes – May 13 and June 17, 2025      Tab 1 
 
III. Foundation Update 

(Kathy Hypes, Pierpont Foundation Director) 

 

IV. Day of Giving Planning  
(Kathy Hypes, Pierpont Foundation Director) 

 

V. Website Vendor Proposal 
(Stefanie Moore, Director of Marketing) 
 

VI. Marketing Plan Update 
(Stefanie Moore, Director of Marketing) 

 

VII. Adjournment 
 

























Committee Meeting Minutes Continued 

 
Mission Statement: To provide accessible, responsive, comprehensive education that works 
Vision:  To empower individuals and strengthen communities through exceptional training and 
educational pathways 
Tagline:  Education that works! 

 
1. Increase enrollment 
2. Boost brand awareness 
3. Host and participate in events 
4. Increase website traffic 

 
The primary target audience includes first-time freshmen and adult learners. Secondary 
audiences include parents, high school counselors and educators, workforce partners, and 
displaced workers. Tertiary audiences include alumni, community leaders, media, and press. 
 
The marketing team is in the process of updating Pierpont’s brand personality and voice to 
humanize the brand and foster deeper connections with stakeholders. As part of the brand 
refresh, the team will update the brand style guide and provide training for faculty and staff. 
The rollout will be strategic and gradual, prioritizing lower-cost but high-impact initiatives. 
Focus groups will be conducted over the summer to gather feedback. 
 
Regarding the Day of Giving, there was discussion about moving the event to April 1 to align 
with the college’s independence and allow more time for campus engagement. The goal is to 
raise $65,000. Plans will be announced during the August Meet and Confer, with a finalized 
plan in place by the end of August. 

 
IV. Adjournment 

 
There being no further business, the meeting adjourned.  

 

Respectfully submitted by Amanda N. Hawkinberry 

 
 









TARGET AUDIENCES
TERTIARY

Alumni (Ages 25–65+)
Profile: Graduates with certificates, associate degrees, or transfer credits—mostly local,
some national.

Community Leaders & Local Organizations (Ages 35–70)
Profile: Civic leaders, nonprofit directors, and chamber members invested in regional
development.

Media & Press (Ages 25–60)
Profile: Local journalists, bloggers, and editors covering community and education
stories.

The tertiary audience will be focused on the three primary categories, alumni, community
leaders, and media.

OBJECTIVES, STRATEGIES, TACTICS
Objective 1 Summary: Grow Enrollment by 6% by Fall 2026

Goal: Increase new student enrollment by targeting adult learners and high school students
across the 13-county region.

Key Strategies:
Digital Advertising

Multi-platform campaigns (Google, Meta, TikTok, YouTube, Spotify, Hulu)
Geofencing around schools and events

Co-Branded Content
Collaborate with 10+ high schools and five workforce partners
Share flyers, videos, and toolkits through trusted local channels
Highlight dual enrollment and career training programs

Traditional Media
Newspaper, radio, and billboard ads in key locations
Align placements with enrollment cycles and community events

Why It Matters: This integrated, full-funnel approach ensures Pierpont reaches and converts
both traditional and adult learners, building awareness, trust, and enrollment momentum.



OBJECTIVES, STRATEGIES, TACTICS
Objective 2 Summary: Boost Brand Awareness by 20%

Goal: Strengthen Pierpont’s identity and visibility through a refreshed brand, compelling
storytelling, and community engagement.

Key Strategies:
Brand Refresh

Update logo, colors, and messaging
Launch a cohesive brand style guide
Train faculty and staff on  the new brand identity

Storytelling & Social Media
Share monthly video profiles of students, alumni, staff, and faculty
Launch “Get to Know Pierpont” and “Why I Chose Pierpont” campaigns
Increase engagement with interactive content and live Q&As

Earned Media & PR
Secure 20+ media placements with local outlets
Pitch human-interest stories and sponsor community-focused segments
Distribute a professional media kit and branded content calendar

OBJECTIVES, STRATEGIES, TACTICS
Key Strategies (cont.):

Alumni Engagement
Allocate 7% of  the media budget to re-engage alumni
Launch “Where Are They Now?” video series
Collect contact info before graduation for ongoing connection

Student Ambassadors
Launch referral and ambassador programs
Use pop-up events and branded merchandise to build buzz
Highlight student voices in newsletters and campaigns

Why It Matters: A strong, consistent brand builds trust, drives recognition, and connects
emotionally with students and the community. Empowering students and alumni as advocates
amplifies Pierpont’s reach and reinforces its role as a community-rooted institution.














