
Recent numbers from the Labor Department indicate 
there has been a significant increase in workers with 
an associate degree, showing that pursuing a two-year 
degree is increasing competitiveness in the workforce. 
The advertising industry has been striving toward 
creating diverse and equitable workplaces however 
recent social uprisings have accelerated the demand 
to witness such progress in the ad agencies. Diversity 
in culture and in thought has been pursued through 
recruiting entry-level talent at top university and 
through programs such as MAIP. However, the valuable 
talent pool of diverse students attending community 
colleges are far overlooked.

Community colleges are hotspots for diversity. Intended 
to promote the academic and professional success 
of underserved talent, these colleges have a pool of 
students who are hungry for growth and equipped 
with real-life experiences. 

Whether your agency can offer an internship or part-
time administrative position, your agency will have 
the advantage of being one of the first in the industry 
to invite these trailblazers in and develop the talent 
that advertisers are desperately, and sometimes 
unknowingly, in need from.
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A key first step in navigating outreach efforts to 
community colleges is to identify the current 
employees at your agency who are alumni of 
community colleges. Survey and engage in discussion 
with your employees to discover top regional areas and 
any colleges your employees have in common. Forming 
these conversations can also give great insight into 
their reasons for attending and into the path those 
colleges paved for them to arrive at your agency.

Job consortiums are great platforms to reach multiple 
colleges at once. Not only can employers reach colleges 
across a county, they can also target a specific school’s 
students and alumni. Utilizing these platforms can 
be very low-risk compared to their college board 
counterparts which tend to target students nationally 
and charge high employer fees. The San Diego County 
Community Colleges Jobs Consortium, for example, 
allows employers to post jobs for free to the county’s 
136,000 student pool of entry-level talent.    

Once your agency has pinpointed a school or set 
of schools that it’s interested in engaging with, get 
in contact with a college’s most assuring place, the 
president’s office. It can be difficult to pinpoint the 
appropriate place to connect with as community 
colleges are diverse institutions with various divisions 
and departments in which new communication can be 
poorly filtered. 

Leaders at the president’s office, however, have special 
interest in employer partnerships. They have the 
expertise to develop partnership strategies and ability 
to link your agency with suitable college leaders and 
neighboring colleges partners.

Identify recognized and award-winning community 
colleges in your local community and nation-wide by 
looking at higher education non-profit organizations. 
Organizations such as the Aspen Institute recognize 
leading colleges in teaching quality, degree completion, 
workforce success, and equitable outcomes for 
students of color and low-income students. The 
American Association of Community Colleges also 
recognizes top performing colleges as well as provides 
substantial amounts of data on community colleges 
nationwide and student demographics.

Tips for Navigating Your 
Community College Relationship

Identify Your Community college 
Alumni

Joining/Partnering with Jobs 
Consortiums

Contact President’s office

Finding top schools
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What to Avoid

Students enroll in community colleges for an array of 
reasons, correlating to the rich and diverse insights 
they have to offer. Veterans, returning students, and 
first-generation students contribute their personal 
backgrounds and relevant, transferable skills to the 
classroom as well as the workplace. Disruptive ad work 
calls for unorthodox talent. 

Underestimating Non-Traditional 
Students

Instead, connecting with students who are close to 
transferring and are searching for summer internships. 
Stray away from recruiting students before they 
complete their programs as it hinders the college’s 
ability to develop its talent.

Hiring Students Before They 
Graduate 

Once you’re in the recruiting process and engaging 
with candidates, don’t treat your outreach 
communication through a one-size-fits-all approach. 
This applies to all integrated marketing campaigns but 
is also necessary in recruiting campaigns, especially 
those targeting untapped pools. Sending out template-
based personalized messages that indicate the 
candidate’s job function and college/club name they 
were sourced from can go a long way.

Forgetting about personalization
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