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NOTICE OF A MEETING OF THE 

Marke�ng Commi�ee
OF THE BOARD OF TRUSTEES

HOUSTON CITY COLLEGE

August 5, 2026

No�ce is hereby given that a Mee�ng of the Marke�ng Commi�ee of the Board of
Trustees of Houston City College will be held on Wednesday, August 5, 2026 at 3:00 PM,
or a)er, and from day to day as required, 3100 Main Street, 2nd Floor Auditorium,
Houston, Texas 77002. The items listed in this No�ce may be considered in any order at
the discre�on of the Commi�ee Chair and items listed for closed session discussion may
be discussed in open session and vice versa as permi�ed by law. Ac�ons taken at this
Mee�ng do not cons�tute final Board ac�on and are only Commi�ee recommenda�ons to
be considered by the Board at the next Regular Board mee�ng.

I. Call to Order

A. Opportunity for Public Comments

II. Topics For Discussion and/or Ac1on:

A. Marke�ng

III. Adjournment to closed or execu1ve session pursuant to Texas Government Code
Sec1ons 551.071; 551.072 and 551.074, the Open Mee1ngs Act, for the following
purposes:

A. Legal Ma9ers

Consulta�on with legal counsel concerning pending or contemplated li�ga�on,
a se�lement offer, or ma�ers on which the a�orney's duty to the System under
the Texas Disciplinary Rules of Professional Conduct clearly conflicts with the
Texas Open Mee�ngs Laws.

B. Personnel Ma9ers

Deliberate the appointment, employment, evalua�on, reassignment, du�es,
discipline or dismissal of a public officer, employee or board member to hear
complaints or changes against an officer, employee or board member unless the
officer, employee or board member who is the subject of the delibera�on
or hearing requests a public hearing.

C. Real Estate Ma9ers

Deliberate the purchase, exchange, lease, or value of real property for Agenda
items if delibera�on in an open mee�ng would have a detrimental effect on the
posi�on of the System in nego�a�ons with a third person.

IV. Addi1onal Closed or Execu1ve Session Authority:

If, during the course of the mee�ng covered by this No�ce, the Board should
determine that a closed or execu�ve mee�ng or session of the Board should be held



or is required in rela�on to any items included in this No�ce, then such closed or
execu�ve mee�ng or session as authorized by Sec�on 551.001 et seq. of the Texas
Government Code (the Open Mee�ngs Act) will be held by the Board at that date,
hour and place given in this No�ce or as soon a)er the commencement of the
mee�ng covered by the No�ce as the Board may conveniently meet in such closed or
execu�ve mee�ng or session concerning:

Sec�on 551.071 - For the purpose of a private consulta�on with the Board's a�orney
about pending or contemplated li�ga�on, a se�lement offer, or ma�ers on which the
a�orney's duty to the System under the Texas Disciplinary Rules of Professional
Conduct clearly conflicts with the Texas Open Mee�ngs Laws.

Sec�on 551.072 - For the purpose of discussing the purchase, exchange, lease or
value of real property if delibera�on in an open mee�ng would have a detrimental
effect on the posi�on of the governmental body in nego�a�ons with a third person.

Sec�on 551.073 - For the purpose of considering a nego�ated contract for a
prospec�ve gi) or dona�on to the System if delibera�on in an open mee�ng would
have a detrimental effect on the posi�on of the System in nego�a�ons with a third
person.

Sec�on 551.074 - For the purpose of considering the appointment, employment,
evalua�on, reassignment, du�es, discipline or dismissal of a public officer, employee
or board member to hear complaints or changes against an officer, employee or
board member unless the officer, employee or board member who is the subject of
the delibera�on or hearing requests a public hearing.

Sec�on 551.076 - To consider the deployment, or specific occasions for
implementa�on of security personnel or devices, or a security audit.

Sec�on 551.082 - For the purpose of considering discipline of a student or to hear a
complaint by an employee against another employee if the complaint or charge
directly results in a need for a hearing, unless an open hearing is requested in wri�ng
by a parent or guardian of the student or by the employee against whom the
complaint is brought.

Sec�on 551.084 - For the purpose of excluding a witness or witnesses in an
inves�ga�on from a hearing during examina�on of another witness in the
inves�ga�on. Should any final ac�on, final decision, or final vote be required in the
opinion of the Board with regard to any ma�er considered in such closed or
execu�ve mee�ng or session, then such final ac�on, final decision, or final vote shall
be at either:

A. The open mee�ng covered by this No�ce upon the reconvening of the public
mee�ng, or

B. At a subsequent public mee�ng of the Board upon no�ce thereof, as the Board
shall determine.

V. Reconvene in Open Mee1ng



VI. Adjournment

CERTIFICATE OF POSTING OR GIVING NOTICE
 
On this 30th day of July 2026, this No�ce was posted at a place convenient to the public
and readily accessible at all �mes to the general public at the following loca�ons: (1) the
HCC Administra�on Building of the Houston City College, 3100 Main, First Floor, Houston,
Texas 77002 and (2) the Houston City College's website: www.hccs.edu.
 
Posted By:
 
 
______________________________
Sharon R. Wright
Director, Board Services

http://www.hccs.edu
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Mee
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Topics For Discussion and/or Ac
on:

ITEM #  ITEM TITLE PRESENTER

 A. Marke
ng Dr. Margaret Ford Fisher
Dr. Rima Adil

            

DISCUSSION
Provide an overview of current marke�ng ini�a�ves, including partnerships, Media Hub, Outreach
le#ers to high schools, Career Assessment on the Web, and Targeted Marke�ng Campaigns

STRATEGIC ALIGNMENT
1. Student Success , 4. Community Investment , 5. College of Choice

ATTACHMENTS:
Descrip�on Upload Date Type
Presenta�on 7/24/2026 Presenta�on

This item is applicable to the following: District 



Strategic 
Communications and 
Marketing
Margaret Ford Fisher, Ed.D., Chancellor

Rima Adil, Ed.D., Vice Chancellor, Strategic Communications & Marketing/PIO

August 3, 2026



Provide an overview of current marketing initiatives 

with a deeper focus on partnerships, Newly launched 

Media Hub, New Partnership Website, Targeted 

Marketing Micro-Campaigns, Outreach letters to high 

schools, Career Assessment on the Web

Purpose

2

Local Focus. Global Reach.
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Partnerships



Major Partnership Momentum

Bloomberg Philanthropies

$17M investment

Tesla

Advanced manufacturing pipeline

Foxconn

Direct hiring access

PARTNERSHIP PHOTO

Space Center Houston
STEM + aerospace MOU

40+ students 

engaged at job 

fair

Google

$2M AI education partnership

PARTNERSHIP PHOTO

Community 

visibility and 

career 

exploration

Houston Dynamo FC/Dash

Shell Energy Stadium event and World Cup 

engagement

First student 

cohort

Student pathways 

into Space City 

careers

NEW

Skilled trades 
and 

apprenticeships

Next → NRG Partnership



Four Audiences Guide HCC’s Communications Strategy
HCC tailors its messages and channels based on each audience’s relationship to the institution and role in engagement and dec ision making

AUDIENCE RELATIONSHIP MODEL

Internal

Closer 
relationship
with HCC

Broader 
awareness
and reach

Internal

Current students, faculty, staff and alumni

MESSAGING GOAL

Build awareness, support student 
success and reinforce consistent 
communication across HCC.

PRIMARY CHANNELS

Email , text messaging, 
campus communications, 
website, Social Media, 
events

Prospective Students

Future students and learners considering 
enrollment, transfer, credentials or 
workforce training

MESSAGING GOAL

Promote clear pathways, 
affordability, flexible options and 
career-connected programs.

PRIMARY CHANNELS

Paid social, search, 
streaming/CTV, school 
outreach, email, landing 
pages

Houston Region and 
Stakeholders

Families, community partners, civic 
leaders, employers and industry partners

MESSAGING GOAL

Build trust, strengthen 
partnerships and demonstrate 
HCC’s regional and workforce 
impact.

PRIMARY CHANNELS

Earned media, LinkedIn, 
events, partner 
communications, 
community outreach

Beyond Houston

Statewide, national and global audiences 
outside HCC’s immediate service area

MESSAGING GOAL

Expand recognition of HCC’s 
reputation, specialized programs, 
online options and Houston 
connection.

PRIMARY CHANNELS

Search, digital advertising, 
earned media, website, 
video storytelling

Prospective 

Students

Houston Region and 
Stakeholders

Beyond Houston

District:
Colleges: 



How HCC Engages Employers/Community Leaders

Engagement
Employers/Leaders

Inform
News, media, digital 

marketing and 
retargeting

Convene
Events, roundtables 

and partnership 
announcements

Partner
Employers Civic Orgs, 

and Industry  Allies

Show up
Participate in major 

community, business 
and industry events

Invest
Sponsorships, 
Programs and 

community initiatives

Mobilize
Engages donors, 

alumni and  
advocates

1

2

3

4

5

6



Strategic Story Life Cycle Framework

Reporting news to Managing Institutional 

Narratives

Announcements 

Partnership signed 

Grant awarded 

Program approved 

Activation 

Event coverage 

Media interviews 

Website and social 
promotion 

Implementation 

Program begins 

Student recruitment 

Faculty and partner 
engagement 

Progress 

Enrollment updates 

Milestones 

Funding utilization 

Project status 

Impact 

Student success 

Employer success 

Community benefits 

Outcomes 

Graduation 

Job placement 

Return on investment 

Performance metrics 

Sustainability 

Continued funding 

Program expansion 

National recognition 

Anniversary stories 

Long-term results



The Business Journal 

• Print Advertising
Readers per Issue: 45,694
Total Print Brand Impressions:
365,552

• Event Email Promotion
Average Recipients: 67,000
Total Impressions: 268,000

• Social Media Promotion
Total Followers: 176,913 

Mobilize
Engage s donors, alumni 

and advocates

Inform
News, media, digital 

marketing and 
retargeting

Invest
Sponsorships, 
Programs and 

community initiatives

Partner
Employe rs Civic Orgs, 

and Indu stry Allies



Strategic Partnership 

• State of Education 

• State of Texas Medical Center *Key Industry

• Bio Science Conference *Key Industry

• Global Energy Conference  *Key Industry

• Manufacturing Technology  *Key Industry

• Aerospace and Aviation  *Key Industry

• Bayou City Bio Pulse *Key Industry

Houston Greater Partnership

Chambers
Non-Profit 

Workforce Industry Specific Journals 

Consular Corps 

Houston 

Mobilize
Engages donors, 

alumni and  
advocates

Inform
News, media, digital 

marketing and 
retargeting

The City of 

Houston

Churches 

Ministries 

ISDs

Tier Publications Purpose

Tier 1 – National 

Higher Education

The Chronicle of 

Higher Education, 
Inside Higher Ed, 
University Business

Establish HCC as a 

national leader in 
higher education and 
workforce innovation.

Tier 2 – Workforce & 

Industry

Workforce.com, 

IndustryWeek, National 
Association of 
Workforce Boards 

(NAWB)

Position HCC as the 

workforce partner of 
choice for employers 
and industry.

Tier 3 – Business & 

Regional Influence

Houston Business 

Journal, Forbes, Fast 
Company, Fortune, 
Governing, Smart 

Cities Dive

Elevate HCC's role in 

regional economic 
development and 
innovation.



World Cup 2026 Campaign Efforts

Reach local + international audiences and generate 170,000 Impressions and 1,328 Leads

Watch Parties

• June18 – Mexico vs. South 

Korea

• June 24 –  Mexico vs. Czechia
• June 30 –  Mexico vs. Ecuador

• July 5 – Mexico vs. England 

• July17 – Influencers Friendly 

Match  

• July19 –  Final Spain vs. 
Argentina 

Show up
Participate in major 

community, business 
and industry events

Inform
News, media, digital 

marketing and 
retargeting
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Media Appreciation 
Luncheon 

Convene
Events, roundtables 

and partnership 
announcements
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40+ Media 
Professionals
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Presentation to GHP Aero-Space and Aviation

15

Mobilize
Engage s donors, alumni 

and advocates

Inform
News, media, digital 

marketing and 
retargeting

Partner
Employe rs Civic Orgs, 

and Indu stry Allies
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News Creatives

Convene
Events, roundtables 

and partnership 
announcements
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News Creatives

Inform
News, media, 

digital marketing 
and retargeting



Inform
News, media, 

digital marketing 
and retargeting



News Engagement Campaign Performance

Impressions Reach Clicks CTR

TOTAL 1.8M 295K+ 40K+ 2.22%

Programmatic 480,317 154,494 18,907 3.94%

Meta 1,051,146 117,917 13,190 1.25%

LinkedIn 278,977 22,847 8,165 2.93%

Metrics from April 6th to July 22th



Partner News
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Strategic Partnerships 
Webpage



Houston City College | Communit y & Partners Landing Page St rategy

Audience-First Partner Hub
hccs.edu/community-partners

Partner with Houston City College to Build Houston’s Future 
Workforce
Houston City College partners with employers, industry leaders, community organizations and philanthropic partners to create workforce solutions, expand 

opportunities and support student success.

Engage with HCC

How do you want to engage with HCC?

Internships & Recruitment

“I need to hire.”

Apprenticeships

“I need to build a pipeline.”

Corporate Training & 
Experiential Learning

“I need to upskill employees.”

Industry Partnerships

“I want a deeper relationship.”

Donors / Philanthropic 
Partners
“I want to support student 
success.”

Community Resources

“I want to stay connected.”

Industry Partnerships
Strategic areas, not a program list

HCC

AI & Emerging Tech Manufacturing & Robotics

Healthcare & Life Sciences Logistics & Transportation

Infrastructure / Construction

Aerospace & Global Energy

22
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Media Hub
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Media Hub QR 
Code

26
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Micro-Campaigns
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Summer Workforce Institute 



Summer Workforce Institute Lead Generation
June 19 - July 6

Platform Impressions Reach Frequency Clicks CTR* Leads

Meta 157,079 51,111 3.02 3,222 2.05% 988

Industry Targeted Leads 1450

General 353

Architecture & Construction 105

Global Energy 395

Healthcare 250

Transportation 149

Digital Information Tech 100

Business & PM 98

Jun 1st – July 23rd

Organic Leads 233

Architecture & Construction 18

Global Energy 4

Healthcare 78

Transportation 16

Digital Information Tech 18

Material Science 31

Business & PM 69



Biotechnology Programs Lead Generation

Platform Impressions Reach Frequency Clicks CTR* Leads

Meta 9,174 4,726 1,94 110 1.47% 48

Jul 13th - Jul 20th

Display Ads

Video

The standard benchmarks for Lead Generation Campaign in the Higher Education industry on Meta platform are 8% – 
14% CVR (Form Conversion Rate). * Resulting on the total of submitted leads out of the total of users that clicked or 
engaged.
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June 1st - June 29th

Fall Enrollment Campaigns



Display Creatives

English

Spanish

A

7 creatives designs. 3 sizes on Meta, 7 sizes on programmatic 
and 1 size on Snapchat

B D E GF H

A B D E GF H



Fall Enrollment Campaign - KPIs

Platform Impressions Reach Frequency Clicks CTR*

Programmatic 610,354 265,082 2.3 15,982 2.62%

Platform Impressions Reach Frequency Clicks CTR* Views**

YouTube 2,622,087 321,465 8.16 63,381 2.42% 12,518

Platform Impressions Clicks CTR*

Google Search 257,513 91,605 35.57%

Platform Impressions Reach Frequency Clicks CTR*

SnapChat
776,079 103,433 7.50 24,808 3.18%

*CTR Benchmark: 0.08% to 0.20%

*CTR Benchmark: 0.65%

*CTR Benchmark: 6.4% 

*CTR Benchmark: 0.60% to 0.85%

Platform Impressions Reach Frequency Clicks CTR*

Meta 2,229,390 521,960 4.27 30,805 1.38%

*CTR Benchmark: 0.50% to 0.75%

*     CTR: Click-Through Rate, The number of clicks divided by impressions.

**    Views: The % of impressions where a video was watched to the end or for at least 30 seconds on YouTube.

EN/ES

EN/ES

EN/ES

EN/ES

EN/ES

Mar 17th - Jul 14th



Top Performing Graphics

Imp. CTR

86,376 1.69%

Imp. CTR

145,988 2.56%

Imp. CTR

159,152 2.23%

Imp. CTR

91,128 2.09%

Imp. CTR

139,011 1.63%

Imp. CTR

160,123 1.52%

English

Spanish

1 2 3

1 2 3

7 creatives designs. 3 sizes on Meta, 7 sizes on 
programmatic and 1 size on Snapchat

Mar 17th - Jul 14th



Top Performing Videos

Imp. CTR

67,480 2.96%

Imp. CTR

185,434 3.31%

Imp. CTR

198,154 2.21%

Imp. CTR

239,509 1.84%

Imp. CTR

56,765 2.74%

Imp. CTR

449,371 2.62%

English

Spanish

1 2 3

1 2 3

Manufacture 5 Sec 

Version 2 of 15 Sec - SPA

 

Healthcare 5 SecCulinary 5 Sec

Version 1 of 30 Sec - SPA

8 video versions. 2 lengths 15 and 30 seconds and 4 of 5 
seconds, all vertical and horizontal formats.

Mar 17th - Jul 14th

Culinary 5 Sec - SPA
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Update on the Career 
Assessment Webpage



The following resources are located 

on the Career Services website

Jung Typology Test

O’Net Interest Profiler

38

Current Career 
Assessment Tools



Career 
Assessment

• A team consisting of staff and faculty 

along with DRI convened to review 

software solutions

• Foster consistency in the review process

• Determine best practices and 

consolidate feedback 

• Develop Scope of Services

Career Assessment Work Group

• Career Assessment Core Team
• Alejandra Campos Guerrero
• Kimberly Bartee
• Dr. Kimberly Koledoye
• Dr. Misha Turner
• James Mable

• Project Management 
• Dr. Misha Turner 

• Instructional Services
• Dr. Kimberly Koledoye

• Career Assessment Work Group
• Larger team consisting of the following:

• Advising
• Career & Transfer Services
• P-16
• Admissions/Enrollment
• Faculty

Projected Launch Date 

Spring 2027
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Update on the
8th Grade Outreach
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The letters went out on July 9

o Number of students = 13,867

o Emails and Mailers to physical addresses

o ISDs Included: Alief, Katy, Fort Bend, HISD, Spring Branch, and Stafford 
MSD

As rising 9th graders, potential students will meet with their 

Dual Credit Liaisons once the school is back in session at their 

respective high schools. 
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Thank You! 
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