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Educational Attainment in Arizona
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National Average: 
62 percent

Arizona: 
47 percent

• Less than half of Arizona high school graduates enroll in some form of postsecondary education.

• Arizona consistently trails the national college going rate by 15 percentage points.

• Only 30.3% of AZ high school graduates successfully complete 
any postsecondary education.



Attainment Solutions

1. AZ Promise Program

2. Dual Enrollment

3. AZ Transfer

4. Message Collaboration

5. FAFSA Completions

6. ECAP Curriculum

7. College Ready AZ
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College Ready AZ Goal + Guiding Philosophy

• Increase knowledge of college readiness and planning among students and families to drive
educational attainment in AZ.

• Create a one-stop shop website (English/Spanish) that provides content to helps Arizonans gain 
the knowledge needed for college readiness at AZ public universities (ASU, U of A, NAU).

• Use research to understand barriers to and motivations for going to college and to inform: site
content, useability, user experience, communications, marketing and outreach.

• Develop the website as a hub and resource for statewide attainment initiatives.

Guiding philosophy – meet users where they are in their journey; help educators and counselors with
information they need to support students and families.



Research

• Use research to inform
site development, refinement

• Conducted a series of surveys:

• Mixed-mode survey of teens and 
parents

• Parent focus group – parents of
teens ages 13-15 and 16-17

• Teen triad focus groups from 
Phoenix metro, northern and 
southern Arizona regions – 13-15 
and 16-17 age groups.



Research – Barriers

• “Getting a college degree is a large time commitment.”

• “College is expensive and I’m not sure how to pay for it.”

• Male teens and first-generation students are more likely to 
say they need to make money rather than go to school; 
question their social/emotional preparedness for college.

• Parents worry about available resources and safety to 
support their child in college.

• Parents are concerned their child won’t “use” their degree. 
There is a missing connection between the value of a
degree beyond the major field of study – the understanding 
that the degree has unlimited value for life.

Source: Public Opinion Strategies.
(2024, April). ABOR College Motivation Survey.



Research- Motivation

• “Happiness” is a critical goal for teens. College-likely teens are more likely to 
believe they can achieve happiness through work.

• Happiness (76% teen / 86% parent) and getting a good education (69% teen/ 
68% parent) scored higher than having lots of money (44% teen / 19% parent).

• These parents want a different life for their child, one with less struggle and 
more passion for what they do.

• A large percentage of teens (72%) and parents (79%) say they would view the
College Ready AZ website.

Source: Public Opinion Strategies. (2024, April). ABOR College Motivation Survey.



Research – Getting to College

• Family and friends are most important resources for teens to communication
with about college.

• First-generation students feel more encouragement from counselors/teachers.

• Parents attach less importance to college right after high school than counselors.

• Parents value earlier communication to avoid “panic.”

• The majority of teens and parents believe a college degree means
“I can get into a career I enjoy” (71% teens; 64% parents).

• Parents who have not attended college feel slightly less confident in their approach 
to college for their student but are still proactive in the process.

• 51% of teens believe they need to work to support their families; only 17% of parents 
believe this.

Source: Public Opinion Strategies. (2024, April). ABOR College Motivation Survey.



College Ready AZ Tone/Personality/Visual Identity

• Adopt a welcoming tone and 
convey positive, motivational and 
inspirational messaging.

• Simplify messaging and eliminate 
“overwhelming” feeling when 
approaching the website.

• Tailor content for audiences –
from students and families just 
starting their planning journey, to 
educators and counselors - The 
Basics, Get Ready, Next Steps



College Ready AZ

https://collegereadyaz.com/


Sharing the message

• Social media

• College Ready AZ ambassadors

• Outreach

• Marketing

• Counselor curriculum

• Mental health awareness

• Third-party partnerships

•

•

• Cactus League Partnership 

Department of Economic Security 

AHCCCS

Source: Public Opinion Strategies. (2024, April). 
ABOR College Motivation Survey.



Reach and Engagement: College Ready AZ
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• 494,000 site views since launch.

• 6,000 requests for information.

• 200,000+ views of social reels, appx. 2,000 followers

• Supports Arizona Promise Program marketing – 99M impressions;
400K CTR – Jan-May.

• FAFSA completion efforts – 16M impressions; 55K CTR – May-June.



Next Steps

• Continue development of College 
Ready AZ Ambassadors.

• ECAP curriculum

• Implement College Ready AZ web-bot.

• Expand website content – community 
colleges

• Expand communication engagement
with visitors.

• Expand partnerships.

• Create pages specifically for
counselors/educators.

• Launch marketing campaign.



ILLINOIS BOARD OF 
HIGHER EDUCATION



Upskilling IL’s Early Childhood Education Workforce

José García | Wednesday, August 7, 2024
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• Legislative charge – July 2021

• Convened by the Illinois Board of Higher Education and Illinois Community 
College Board

• Collective of higher education institutions working together to increase access, 
persistence, and completion of credentials and degrees for the early childhood 
workforce in Illinois

• 62 Institutions

• 11 Public Universities

• 41 Community Colleges

• 10 Private Non-Profit Institutions



Access, Persistence, & Completion

• Direct Student Supports (100 Mentors and 30 Navigators)

• Scholarships

• Debt Relief

• Redesigned Programs



The ECACE Effect – Marketing Campaign

• Objectives

• Inform early childhood education workforce of the benefits of continuing their 
education and how ECACE can help.

• Educate stakeholders about the positive impact ECACE has had on current ECACE 
students, and how their support will continue to benefit early childhood education.

• Target Audiences

• Primary

• Current early childhood workforce

• Early childhood education students

• Secondary

• Early childhood education employers

• Higher education institutions

• Partners



















OVERALL

• Smaller banners received the most impressions and clicks (320x50 and 728x90)

• Email drops - using testimonials - surpassed industry benchmarks

• 23% Open Rate (Goal: 19.4%)

• 11 % Click through Rate (Goal: 2.8%)

• Testimonials performed better than stock creative

• Videos performed better than static creative

• LinkedIn – Best performing social media platform



OHIO DEPARTMENT 
OF HIGHER 
EDUCATION



FAFSA Messaging



ItsForYou.org



New Messaging



Posters for Campuses



Op-Ed with Dayton Daily News



News Release



NCAN Campaign



FAFSA TV Campaign
July & August 2024





TENNESSEE HIGHER 
EDUCATION 
COMMISSION





TENNESSEE CONTEXT

The FAFSA is required for 

Tennessee state aid, including TN 

Promise, the Hope Scholarship, 

and TSAA.

Last year, Tennessee awarded 

$485.8 million in state financial aid 

– most of this aid requires the 

completion of the FAFSA. 

In Tennessee, FAFSA submission 

“season” is tied to the TN Promise 

deadline:

Application Due – November 1

FAFSA Filing Deadline – March 1

























PANEL DISCUSSION



HOW DID YOU IDENTIFY 
THE STAKEHOLDERS 
NECESSARY TO SUPPORT 
YOUR WORK AND BUILD A 
NETWORK OF 
CHAMPIONS?



DOES YOUR AGENCY 
CONDUCT RESEARCH 
REGARDING STATEWIDE 
CAMPAIGNS AND/OR 
COMMUNICATIONS? WHAT 
MECHANISMS ARE IN 
PLACE TO SHOW THE 
EFFECTIVENESS OF YOUR 
CAMPAIGNS? 



HOW CAN NON-
COMMUNICATIONS STAFF 
AT YOUR AGENCY HELP 
WITH BRAND 
MANAGEMENT?



WHAT UNIQUE WAYS HAVE 
YOU FOUND TO HELP 
PROMOTE YOUR AGENCY’S 
MISSION AND INITIATIVES? 



WHAT ARE THE LARGEST 
CHALLENGES YOU FACE IN 
YOUR WORK? 



AUDIENCE Q & A



THANK YOU!

ILLINOIS

José García

garcia@ibhe.org

TENNESSEE

Jessie Greene

jessie.greene@tn.gov

ARIZONA

Sarah Harper

Sarah.K.Harper@azregents.edu

OHIO 

Jeff Robinson

JRobinson@highered.ohio.gov
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