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Your Program



In Today’s Session

• Who is your primary audience

• What we know about marketing to them

• Types of media

• Public relations and local media
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Who are GED Students?

25
Average Age

61% 
Communities of Color
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92% of GED® students use 

some form of social media
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86% of GED® students own a smartphone



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



Don’t Just Promote Your Program; 
Promote the End Result
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http://../Documents/GED_Resume_RobertV_v01.mp4


Our Audience Does Not Want to Be Sold To
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Vs.



Tips for Paid Social Campaigns
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• Boost top performing 

organic posts for greater 

reach

• Remarket to existing email 

lists, address lists, or 

website visitors

• Create look-alike audience 

from existing lists

• Test multiple sets of ad 

copy 



Create Content Students Are Seeking
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14,800 searches per month

GED classes near me 12,100 searches per month

Free GED classes 5,400 searches per month
GED programs near me   4,400 searches per month



How GED Creates Content
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GED Student Example

GED Partner Example

History Example



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
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Talk About Available Resources
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Talk About Available Resources
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Leverage Your Supporters
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Campaign Objectives

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

• Celebrate graduates -- encourage 
them to post their own celebratory 
message

• 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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GED Grad Day 2020
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7.6K
Event Responses

42K
Video views

20K
Event Page Views

1K
Grad Posts



Use Video To Tell Your Story
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• Keep your videos short 

(ideal length is 1-3 

minutes)

• Include text or captions 

because most people 

watch videos with the 

sound off

• Reach out to local 

community college or high 

school digital media 

departments

• Capture authentic 

moments with your 

students



Maximize Your Content
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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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Paid Media Earned Media

Owned Media

Paying to place ad 

or content. 

Includes:

• Print 

• TV

• Radio

• Out-of-home

• Direct Mail

• Paid Search

• Banner Ads

• Mobile

• Paid Social

Content promoted on your 

own channels. Includes:

• Website

• Blog

• Social

• Email

• Events

Others 

promote/share 

your content. 

Includes:

• Reviews

• Social

• 3rd Party 

Blogs

• Press 

Mentions



Public 
Relations 
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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

● Press mentions in the newspaper, online or 

on television



Creating Your 
PR Plan and 

Strategy
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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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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



Cultivating your stories
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● Your “sources” are your students, 

graduates, educators and partners

● Think about how our national research 

directly relates to what you want to 

share

● Find out how those in the community 

get their news

● Highlight milestones and 

achievements



Story Ideas

• Promotions and discounts

• Online Proctored GED Test option

• GED graduate milestones

• Class enrollment information

• Profiles of adult educators and program staff

• Highlighting virtual learning options

• Graduations/program events

• Interviews with current or former students

• Highlighting program data (success rates)
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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:     
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● 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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eliza.wong@GED.com

danielle.wilson@GED.com


