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In Today’s Session

• Who is your primary audience

• What we know about marketing to them

• How to reach students & what they care about

• Types of media

• Public relations and local media
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Who is your primary audience?
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GED Students by the numbers

25 Average age

61% Communities of color

23% 12th grade not graduated

24% 10th grade not graduated

25% 11th grade not graduated

28% 9th grade not graduated
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GED Students by the numbers



What Are Adult Learners Concerned About
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Source: Adult Charter School Learner Survey, 2020



What we know about 
marketing to them

7



Our learners are receiving information at 
their fingertips...

8 Source: Adult Charter School Learner Survey, 2020

92% use some form

of social media

86%
own a 
smartphone​

Social media is an incredible way to 

connect directly with your audience.



They Do Not Want to Be Sold To
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Instead of selling to them, 

promote the end result.

If they found your program, 

there’s already interest. 



How to reach students & what 
they care about
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Paid Social Campaigns
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• Boost top performing 

posts for greater 

reach

• Create look-alike 

audience from 

existing lists

• Test multiple sets of 

ad copy 



Create Content Students Are Seeking
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Talk About Available Resources
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GED+TM

Everything you need 

to earn your GED



Videos, videos, videos

• Social video generates 1200% more shares than text and 
image content combined. 

• Viewers retain 95% of a message when they watch it in a 
video compared to 10% when reading it in text.
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Source: World Stream

86% of businesses use video 

as a marketing tool.



Video Content Ideas

Tap into the power of your graduate network to spread the positive 
word about earning a GED

✓ Celebrate graduates -- encourage them to post their own celebratory 
message and reshare on your platform

✓ Build awareness among potential GED test-takers using positive graduate 
messages -- encourage them to start their journey at GED.com

✓ Motivate current test-takers to sign up for final test(s) to graduate
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Storytelling

Storytelling in marketing aims to make the 
viewer feel something.

You want to inspire them enough to take 
action.

For the GED, the best storytellers are our 
graduates.
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My name is Rogelio. I am 

45 years old. With the 

GED, you can do it. It’s 

never too late to reach 

your goals. Thank you, 

GED!



Be Authentic

GED brand voice and persona: a coach

• Friendly but not goofy

• Warm but not gushing

• Directive but not bossy

• Informative but not verbose

• Motivating but not pushy

• Empathetic – we understand your fears

• Accessible as a favorite teacher would be

18



When Marketing Your Program

• Promote the end result

• Don't sell to them

• Create content students are seeking

• Be authentic

• Talk about available resources

• Leverage your supporters

• Use video to tell your story

• Maximize your content
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Multicultural PR 
& Communications
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Defining “Who We Are”



22

Multicultural communications is:

• Tailored messages to engage and converse 

with diverse groups

• Messaging that is targeted and relates to 

diverse identities and cultures

• More than just translating your content into 

other languages; requires you to adjust your 

writing methods and your strategies



Creating Your 
PR Strategy
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What is Earned Media?

Earned media is when people start talking 

about you (usually in a positive way) for free.

Examples:

● A blogger writes a story about your adult ed 

program or testing center

● Social media followers share one of your 

posts

● Public statements

● Press mentions in the newspaper, online or 

on television



Key Questions

• What do you want to 
achieve?

• What are your measurable 
goals?

• Who is your target 
audience?

• What communication tools 
will you use?

• What is your timeline?
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Additional Questions to Consider

• Is your communication written by or, at the 

very least, reviewed and commented on by 

your intended audience? 

• Are you the right person to be writing for a 

multicultural audience? Be reflective, do you 

have an authentic point of view that 

resonates with your reader? 

• Have you considered all aspects and all 

audiences who might read your 

communication?



PR Plan At-A-Glance

• Goal

• Objectives

• Strategies/Key Messages

• Target Audience(s)

• Tactics & Ideas

• Channels

• Logistics/Execution
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Press Releases 
and

Media Coverage
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Why using press releases is a great 
idea for your program:    
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● Inexpensive

● Attracts the attention of 

journalists and the public

● Great source of documentation 

about events and program 

milestones



Press Release Essentials
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● Headline/ Subheadline

● Date

● Lead Paragraph

● Quote(s)

● Supporting info/background

● Call to action

● Contact information
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Pitching Your Story     
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● Define your objectives

● Do your research

● Know your audience

● Think like a reporter

● Be personal, passionate and 

engaging

● Be consistent and persistent



Media interview tips:     

33

● Ask for details

● Prepare your key message points

● Practice

● Be authentic and enthusiastic

● Follow up and promote your story



Sign up for InSession!
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Q&A
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victoria.velez@GED.com

danielle.wilson@GED.com


