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This paper analyzes the content in direct to consumer marketing materials produced by 

university housed Community Education programs (CED) in 8 universities in the western United 

States in order to discover the message strategies and themes employed therein. The research 

focused on discovering the many marketing strategies utilized throughout including the use of 

ethos, logos and pathos; positioning; message themes; and copywriting strategies. The research 

showed that pathos was the main emotional appeal used in CED marketing, messaging themes 

included the following: Personal development/self-fulfillment, social connection, independent 

learning, & novelty/exclusivity, although there were specific themes, the taglines were more 

focused on the theme of “learning” rather than the themes previously mentioned which is an 

interesting finding. Positioning showed that brand attributes focused on quality of teachers and 

courses, while concepts focused on the development of personal wellness and fulfillment. 

Overall, this research functions as a grounded theory to determine the message strategies 

employed by CED marketers and the implications associated with these findings. 
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Introduction 

 Community Education programs (CED) offer unique opportunities for community 

members to enroll in education courses for the purpose of meeting new people, engaging 

creatively with new hobbies or, in some cases, developing professional skills or furthering their 
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career endeavors. Community education programs are not mandatory by law, but are typically 

developed for the purpose of enriching and improving human lives. These programs have been 

found to create positive experiences and improve overall well-being (Sassen, Selod, & Bavaro, 

2011), because of this, greater understanding as to how they are marketed to the public is 

necessary to help programs receive a larger and more diverse base  of participants.  

 Because CED is such an important component of personal wellness and development as 

discussed above, and because there is very little extant research on CED marketing, this project 

will form a basis from which future research may be conducted to help marketers reach key 

publics and continue to get necessary CED programming information out to those who might 

benefit from the many course offerings and programs available. This will enrich the lives of 

those who are able and interested in participating. This research seeks to find the messaging 

strategies employed by marketers to understand current practices and tactics in order to provide a 

framework for future CED marketers. By understanding current practices and tactics, marketers 

can make a limited budget provided necessary CED programs to a wider audience.  

Literature Review 

Community Education and recreation programs are an integral part of human 

development and wellness. Sassen, Selod and Bavaro, 2011 found that recreation programs for 

elderly adults were instrumental in their feelings of  “social, vocational, spiritual, physical, 

emotional, and intellectual well-being” (p. 70).  A study conducted by Kanters, Bristol & 

Attarian, demonstrated that recreational activities were shown to reduce stress, depression and 

tension as well as enhance teamwork, communication and increased role-sharing and 

participation among participants (2002). 
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Other studies cite CED and recreational programs as enhancing the mind-body 

connection and the role of physical activity in enhancing brain capacity (Dustin, Furman, 

Bricker, Cederquist, & Schumann, 2017). These elements are beneficial to youth, young adults, 

adults and seniors in communities. Further benefits include better quality of life, economic value, 

health and wellness, social inclusion and crime reduction (NRPA, 2010). Each program is 

different, and social factors may have an effect on the popularity and use of facilities and may 

depend upon management styles, classes offered and other social differences among participants 

(Cohen, Sehgal, Williamson, Marsh, Golinelli, & McKenzie, 2009) but, in many cases, 

educational programs have been shown to be beneficial to communities.  

Many communities have recreation and educational programs set up on a civic level, and 

cities connected to  universities are in a unique position to offer recreational and educational 

programs that may also tap into a unique educational goldmine. Universities are well set up to 

assist communities in providing CED and recreational programs because many universities 

already have programs in place (Marchand, & Sanford, 2017). Most universities also have 

educational programs set up for students which may be connected to community outreach efforts. 

Although there are many different ways to market CED programs, there is little in the 

way of real theory and best practice associated with how CED programs are marketed. It is the 

aim of  this research to determine extant practices and apply existing theories of marketing and 

persuasion specifically to CED to provide the groundwork from which further research may be 

conducted to provide these valuable services to community members everywhere. 

  

Consumer motivations may be affected by independent and interdependent self-construal. 

People with an independent self-construal (how people see themselves in relation to others) tend 
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to view their accomplishments by how they differentiate themselves from other people. Those 

with an interdependent self-construal see themselves in relation with their social roles and 

relationships with others. These conceptions are motivating factors in how consumers view a 

product or experience (Haiyang, Stamatogiannakis, & Chattopadhyay, 2015). 

Independence and autonomous choices have been shown to result in higher motivation 

and task completion as well as higher performance (p.79). This may indicate that there will be a 

difference in attitude between going to school or going to college and choosing of their own free 

will to attend (Zhang, Jiang, & Huang, 2011). Because CED is voluntary, this independence may 

affect individuals’ perceptions about CED. Self-efficacy is another motivating factor for 

individuals to engage in continuing education. Buschor, Forrer and Maag Merki found that self-

efficacy, cooperation and autonomy were important factors in continuing education (2002) these 

findings indicate that in many cases, people want to participate in education on their own terms.  

In research conducted by Lin & Wang, along with independence,  people choose to 

pursue higher education opportunities for several purposes including reaching goals and 

developing job skills, advancing in their career, as well as better fulfilling familial and 

community roles. Another reason might be people who are classified as highly active, “activity 

oriented,” view educational pursuits as an opportunity to engage socially and actively; they feel 

good within a group setting and enjoy the social interaction. Finally, “learning oriented” 

individuals typically enjoy learning for the sake of learning, they enjoy the opportunity to study 

and develop the best in themselves (2015). Expansion of social circles may be a driving force for 

many individuals to participate in a program or organization; social relationships enhance an 

individual's desire to participate in the exchange of knowledge and may improve the participants’ 

perception of his or her experience (Claffey, & Brady, 2017) .  
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Message Strategy  

Marketing is defined as the exchange process including “two or more parties, each with 

something to exchange and both able to carry out communications and distribution” (Kotler and 

Zaltman, 197, p. 4). CED programs, because of their basis on education, fit more naturally under 

the umbrella of a service rather than products or goods. Cutler and Javalgi found that in an 

analysis of advertisements, service advertisements contained emotional appeals including 

storytelling, metaphor or aesthetic in greater abundance than product advertising (1993). 

Using advertising methods to increase the perception of a consumer’s personal 

involvement in the use of the service was found to be beneficial, this was accomplished by using 

personalized headlines to communicate with potential consumers (Cutler, & Javalgi, 1993). 

Using emotional appeals to market CED programs may be more beneficial than using an 

informational or rational approach, but that remains to be seen as both may be effective. 

Positioning 

 Positioning of a brand “Relates to how the consumer thinks about and rates a product or 

service against the competition” (Blakeman, 2015, p. 43). Also according to Blakeman, 

marketers need to consider consumers’ perceptions of a brand or idea, they need to know who 

will use the product or service and consider what makes a product unique or valuable, it is also 

beneficial to give a brand a feeling of exclusivity (2015). A marketer needs to know what 

information consumers need including the brand attributes, which includes the relevant 

information and establishes the brand’s qualities (Samuelsen & Olsen, 2010). Along with this 

information, marketers develop a brand’s attributes which are its descriptive features, and its 

brand benefits which are the personal meaning and value that consumers assign to the product’s 
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attributes (Keller, Parameswaran & Jacob, 2015). These elements are commonly used when 

marketing products.  

Ethos, Pathos, Logos 

Persuasive strategy has long been an aspect of human communication, specifically 

persuasive discourse (Su-Hie, 2018). Aristotle has been credited with the elements of discourse 

including the characteristics of the message, the receiver and source of the message as well as the 

context of the message in regards to persuasion; his persuasive discourse is also known as logos, 

ethos and pathos (Demirdogen, 2010). Each element of the persuasive discourse is important and 

serves a unique purpose, with each element having the ability to be used independently or 

collectively.  

 Ethos deals primarily with the credibility or character of a speaker (Aristotle’s Rhetoric, 

2011) and the “audience’s perception of the credibility of the persuader plays a key role in 

whether persuasion is achieved” (McCormack, 2014, p. 136). Appeals to ethos may also include 

an attitude of “similitude, deference, expertise, self-criticism” from the speaker and the perceived 

desire to succeed in building credibility for the speaker are all elements of the ethos appeal 

(Higgins & Walker 2012, p. 197). 

 Pathos, which is an appeal to emotion is particularly important when looking at consumer 

motivations. In their research, Ciprian-Marcel, Lacramioara, Ioana, & Maria (2004) discovered 

that people focus more on brand perceptions and their attitudes and feelings about how the 

product will “match their life” (p. 805) rather than the logical appeals put forth through 

marketing. Cultural or emotional messages and appeals play a role in some part in shaping of 

personal motivations or preferences (Blakeslee, 2004). Therefore, emotion plays a large part in 

consumer motivations and decisions regarding a product or a brand.  
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Logos, is the use of logic or reasoning, appeals to intellect and reliance on the 

“audience’s ability to process information in logical ways” (Demirdöğen, 2010, p.192) these 

elements cause the persuader to use a more informational approach. Each of these methods are 

used in persuasion in various ways and in various amounts dependent on the marketer and his or 

her goals.  

Visual Messaging 

 Visual messaging and the use of visuals is a big part of marketing and advertising today. 

Images are used to differentiate a brand from other competitors by sharing elements that are 

valuable, relevant or meaningful to consumers (Carpenter, Glazer, Nakamoto, 1994). Visuals 

also help consumers distinguish between products as they make decisions about which product to 

choose and to differentiate between offerings (Jia, Shiv & Rao, 2014). Along with differentiating 

products, effective visuals should be simple, make distinct connections, show the product and 

make clear the benefits of a product or service (Smith, 2012). 

Method & Analysis 

Research question and introduction 

Because there is limited extant research as to how CED programs are marketed, it is the 

aim of this study to establish some of the message strategies employed by CED programs housed 

in 8 universities in the Intermountain West region. These universities were carefully selected and 

chosen for their specific attributes which will be explained hereafter. The main focus is to create 

a foundation upon which further research may be added. The main aim of this research is stated 

as follows: 

RQ 1: What are some of the message strategies and themes employed by universities in 

marketing their CED programs based on their websites and direct-to-consumer materials.  
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The methodology in answering this question is laid out in the coming sections with future 

implications and analysis.  

Selecting the Sample-Challenges and Opportunities 

The scope of this research began with a wide look at universities throughout the nation, to 

see the message strategy behind their CED marketing. Over 30 universities were contacted, in 

the initial process of gathering data. It became apparent that there is great inconsistency between 

the different community programs throughout the nation. Many universities simply don’t have 

CED programs, choosing in part to rely on community programs not housed on the university 

campus. Another challenge was the wide range of program titles and descriptions which varied 

greatly between universities. Each program was very diverse; they targeted different types of 

people and had a huge variety of course offerings. Some programs were only for professional 

development focused on career continuation and continuing education, some were purely 

recreational and some offered very little course offerings and a few only had programming 

geared to seniors or individuals 65 years and older.  

Another challenge was in the name itself. Many universities refer to what has here been 

defined as “community education programs” as non-credit or not for credit courses, community 

education, continuing education, community engagement, professional development courses and 

the list goes on. This made finding schools which housed CED programs difficult and the 

variations were seemingly endless. Due to these factors, it was determined that a smaller sample 

size would be beneficial. 

 With this information well in hand, a decision was made to limit the sample to 

universities within a smaller region. Initial research revealed that every major university in Utah 

had some sort of CED program. The decision was made to narrow the search to schools in Utah 
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in the hope of a richer exploration with greater depth than breadth, focusing on a smaller region 

with universities which had similar course offerings thus turning the analysis into a competitive 

content analysis where common themes and features were analyzed. These schools were selected 

for the sample and one university in Nevada, UNLV was selected. UNLV was included in the 

sample because they are considered within the purview of regional universities and also boasted 

a similar program to the CED programs within the universities in Utah.  

The following universities were selected for the sample: 

Utah State University (USU): Located in Logan, Utah  

Weber State University (WSU): Located in Ogden, Utah   

University of Utah (UU): Located in Salt Lake City, Utah   

Brigham Young University (BYU): Located in Provo, Utah  

Utah Valley University (UVU): Located in Orem, Utah  

Southern Utah University (SUU): Located in Cedar City, Utah  

Dixie State University (DSU): Located in St. George, Utah  

University of Nevada, Las Vegas (UNLV): Located in Las Vegas, Nevada  

Once the universities were selected, direct to consumer marketing materials were 

acquired. Although each university markets to consumers differently, almost all had some form 

of direct to consumer marketing material, some electronic and some printed. Most were in the 

form of a seasonal catalogue or email campaign which sent out materials to their target 

audiences. The websites of each university were also used as an artifact which added to the 

content analyzed.  

The wide variety of marketing and informational materials was very diverse which is to 

be expected due to the fact that every university varies in its size, location, budget, whether it is 
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public or private and a myriad of other factors which diversify the educational offerings in each 

state. This made data collection difficult as each university operated their CED programs and 

subsequently their marketing programs differently.  

Some universities did all of their CED marketing in house while others relied on the 

marketing programs within the university as a whole. Another challenge was that each university 

offered different forms of marketing materials to their publics. Some universities had varying 

course offerings, with some offering only a few courses  and others offering a wide range of 

diverse courses.  

In spite of all of these differences, the unifying factor was that each school offered some 

form of formal community education and had methods of communicating their offerings to the 

public, each also had a website dedicated to their courses and all had some form of direct to 

consumer marketing material which was selected to be analyzed. To provide some continuity, 

the websites of each school were selected and the following artifacts were also selected to be 

analyzed keeping in mind that not every school offered every one of the artifacts described as 

follows: Course catalogs (electronic or printed), direct to consumer mass email and event 

brochures/posters.  Once received, a content analysis was conducted to discover the types of 

message strategy utilized in their websites and in their direct to consumer publications.  

Content Analysis-Grounded Theory Approach 

When determining the type of analysis which would be employed, a competitive 

qualitative rhetorical analysis was selected. This was determined in part because of the varied 

nature of the artifacts. A qualitative analysis is useful because it allows researchers to look at the 

specific elements of a message and make inferences about the characteristics of certain messages 

(Keyton, 2001). The content analysis process consisted of the following steps: First the artifacts 
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were acquired from the universities as described above. Second, a grounded theory content 

analysis approach was selected for categorizing the data due to the fact that categories couldn’t 

be selected ahead of time, and that categories would emerge from the data gathered through the 

analysis. Third, the artifacts were carefully reviewed through a textual and visual analysis of the 

content. Fourth, the messages were coded and categorized and fifth and finally, the messages 

were interpreted for their significance and message strategies.  

Analysis-Guiding Principles 

 Materials were analyzed from the message strategy perspective, looking specifically at 

message strategy (content, information, and appeal to consumer), themes, logos, ethos, pathos 

and their implied key publics. They were also analysed from the stylistic elements or the 

copywriting and appeal (words, pictures, tactics) content, brand attributes and brand concepts, 

looking more at the style of the text and images, taglines, call to action and visual elements. The 

materials were then categorized, themes emerged and were analyzed.  

Analysis-Message Strategy & Copywriting 

The main analysis of the artifacts were broken down into two main categories: message 

strategy and copywriting.  The first is Message strategy. Message strategy for the purposes of 

this research consisted of the following: brand attributes vs. brand concept, the use Logos, Ethos 

and Pathos and the themes that emerged generally from the bulk of the research, each of the 

respective themes will be italicized for organizational purposes going forward. Copywriting 

consisted mainly of the specific word choices for impact and the use of visual messaging 

specifically through the analysis of the images used in the artifacts.  

Positioning  
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One finding in the analysis was the positioning of the brand using brand attributes and 

brand benefits. When marketing CED, it makes sense to sell or advertise from a benefits 

perspective rather than a product attributes perspective. Attributes being a very paired down 

description of each course, looking specifically at the attributes of the product and service; an 

exchange of education for a certain cost. Rather than an attributes focus, schools in the study 

focused on a benefits approach, the idea of the courses rather than simply the content of the 

courses. CED is marketed not just as a description of the course, but conceptually as an idea. 

This is made clear through the use of the words: experience, fulfilling, love of learning, exciting, 

instilling and more. These words evoke feelings and ideas, rather than simply the content in each 

class.  

Rather than an exact description of what the classes contained, almost every university 

had very descriptive language throughout their individual publications and the descriptions of 

each course which were exciting and descriptive. This provided more pathos, a feeling rather 

than relying purely on the logos or information of what the course contained. To show this more 

clearly, an excerpt from a yoga class course description offered through a university-not the CED 

program- is more attributes focused rather than benefits focused. This is the description of a 

university level general yoga course: 

This course helps to bring relaxation to the body and mind through traditional yoga 

postures, breathing techniques, relaxation, and meditation. This class is appropriate for 

beginning students. (Southern Utah University, 2019) 

The description above is much more attributes focused, it describes the course from an 

informational perspective whereas the description of a yoga course offered through a CED 

course is much more benefits based: 
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Relax, renew, and treat yourself to an afternoon of yoga and meditation...We will start 

slowly and quietly, viewing the mountains and setting an intention for the practice. Our 

asana practice will grow from the ground to standing poses, into twists, and into 

refreshing inversions for all levels of practitioners, and finish on the ground again with 

restorative poses, relaxation and quiet seated meditation. Ahh! Three hours goes by in a 

flash! (University of Utah, 2019, See Appendix C) 

The second example from a CED program describes yoga as more focused on self-renewal and is 

more experiential in nature which fits much of the positioning used throughout the rest of the 

course descriptions in the CED artifacts. Overall, the positioning of the CED programs follows a 

more brand benefits approach rather than a brand attributes approach when describing course 

descriptions.  

Ethos, Pathos, Logos 

A fairly clear use of Logos, Ethos and Pathos was used in the design of the artifacts. 

Although each appeal is present, it is clear throughout the analysis that pathos is the primary 

message strategy employed in the CED programming. Several different emotional strategies 

were used including the message strategy, copy writing and even the visual imagery denote an 

emotional tone. The use of pathos will be discussed in further detail shortly as will ethos and 

logos. 

Ethos was established early on. Because all of the programs are housed on university 

campuses, they have natural credibility established through their connection to a well-known and 

established university. Credibility was also developed through the descriptions of several of the 

classes. A brief bio of many of the instructors was provided and words such as “world-class” and 

“world-renowned”, “wealth of expertise” as well as the use of “specialist” and “expert” were 



COMMUNITY EDUCATION               19 

applied to instructors and programs. Some universities also partnered with other credible 

institutions ro build credibility one example being SUU, partnering with a technical college for 

many of its course offerings. This clearly established credibility for the programs. 

The use of pathos or emotional appeal was utilized in many different forms and as 

mentioned above, is the overarching rhetorical appeal in CED. This is an interesting choice of 

marketing and as established in the research, a very persuasive model for advertising. Consumers 

often make purchasing decisions from an emotional perspective and then may justify their 

choices later on through logic. Therefore, pathos is a powerful appeal when promoting CED 

programs. Pathos was used in the product positioning, in the copywriting or word choice and 

style as well as in the visual elements. Several of these elements will be discussed in greater 

detail below..  

As far as the message strategy, there were many clear examples of this in the analysis. In 

many of the artifacts, an emotional appeal was utilized in the ordering of the content. Before any 

information on the course attributes was supplied, emotional appeals came first which caused 

people to become emotionally invested in the idea of the product and excited by what it offered 

before they encountered any logical barriers (time, cost etc.). Emotional appeals were made in 

many of the themes and taglines including phrases such as “you can learn anything” (UU) and 

“come, learn and enjoy” (SUU).  

Other words such as “fun” and “enjoyable” were used regularly to cause feelings of 

excitement, and pleasure. Words such as “easy” and “simple” reduce fear of failure and assuage 

the concern of learning something new. Fear is a powerful emotion and by removing some of the 

concern of the unknown, “easy” and “simple” as course descriptors reduce the discomfort there.  

Other phrases including “inner artist” and “creative minded” appeal to the ego and reinforce the 
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idea that anyone can be a creator. Many other word choices entice the consumer to become 

committed to the idea of CED before they encounter any of the logical barriers which might keep 

them from engaging in the various courses.  

Although pathos was the main appeal, logos or logical appeal was also used throughout 

the program marketing material. Once an emotional connection was made with the idea of the 

courses, the concerns that some might naturally feel with CED programs were handled through 

the use of logic. For example, some responses to CED might be that it is too expensive, time 

consuming or it might be difficult to learn the material. These concerns were handled by first 

establishing a strong feeling of interest and commitment through emotional appeals, then, the 

content which was purely informational was still presented clearly and neatly with a simple 

description of cost, location, date and time which came in most cases after the emotional content 

was presented. This helped to provide the information necessary to the course while 

simultaneously emphasizing the value of the programs through emotional appeal.  

Other logical appeals included easy and clearly defined sign up processes and many 

encouraged potential students to call with questions or provided clear steps to sign up including 

SUU’s “3 easy ways to sign up” thus simplifying the process to get signed up for courses. 

Overall, the flow of many of the catalogs began with an emotional appeal to establish connection 

to the educational offerings followed by a clear and logical path to sign up for courses. Thus 

Ethos, Pathos and Logos were clearly represented in many of the artifacts.  

Themes 

Although there were many themes throughout the different artifacts, a few main themes 

were identified as significant specifically through the message strategy and are supported 

through the use of words and taglines specifically. The main emergent themes are as follows: 
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Personal Development/Self-Fulfillment, Social Connection, Independent Learning, & Novelty 

(something new)/Exclusivity.  

Personal Development & Self Fulfillment 

For personal development and self-fulfillment, there were several messages which 

promoted this idea across the different artifacts. This theme was established through the use of 

taglines or slogans such as: “make time for you” or “you time” (SUU), “become a better you, 

improve yourself and relationships” (UNLV-paraphrased) and “enrich your life” (UVU). Other 

themes of “never stop learning” (WSU) and specifically the tagline “lifelong learning” were used 

throughout many of the different programs. This gives the idea that personal enrichment and 

learning should be developed as a lifelong process. Finally other uses of words and phrases such 

as “personal enrichment” or “self-improvement” were used in at least 3 of the 7 artifacts 

establishing this theme of developing as an individual.  

Social Connection 

The theme of social connection was not as prominent as anticipated, however it was 

developed through a few different uses of the idea of “connection”. This was established through 

advertising classes “for all ages” and many programs were developed for the family as a whole 

inspiring connection within the family and with others. Words and phrases including “social 

interaction” and “meet new people”, were used regularly in several of the publications. The idea 

of social connection was reinforced with many group classes being offered and many of the 

images used in the publications showed groups of two or more engaging in activities. This 

supports this theme within the artifacts.  

Independent Learning 
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Independent learning was a smaller theme but it was established with phrases such as “go 

your own way” and emphasized the program’s unique style of teaching and the individual’s 

unique style of learning. Another idea included learning not because you have to, but because 

you want to which further demonstrates the idea of independent choice and “learn on your own 

terms” (UU) added to this theme. This coincides well with the research on autonomous choices 

and consumer perception that they can learn on their own terms, thus creating positive feelings 

toward CED programs. 

Novelty/Exclusivity  

The final theme of novelty or something new, and exclusivity was carried throughout 

almost all of the materials. This was presented mainly in the usage of the word “new” which was 

well represented in the materials in phrases such as “new and exciting”, “learn or learning 

something new”, “try new things & learn new passion”, “expand horizons” (UVU) or “it’s never 

too late to learn something new” (DSU) all cary the theme of a new or novel experience which is 

very appealing to consumers. The other theme of exclusivity was represented with the word 

“discover” used throughout, as well as words such as “innovative” or “unique” to describe 

courses and experiences. “An experience you won’t get anywhere else” (BYU) adds excitement 

and prestige to a program’s offerings which may arouse consumer interest in a program. The 

theme of exclusivity is also an important element of branding which makes this a good choice on 

the part of CED marketers. 

 Although there were other themes throughout the programs, these were some of the main 

themes which show an emerging pattern in some of the marketing strategies or messages 

employed by the various organizations. As message strategy was highly employed, copywriting 

also played a large role in the different artifacts examined.  
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Copywriting 

A key component of creating specific messages includes message strategy but the second 

organizational tier analyzed in the artifacts was the use of copywriting, more specifically, the 

style used. The main elements of copywriting which were analyzed were word choice, call to 

action, taglines, and the use of visual imagery. Each will be examined hereafter. 

 Word Choice 

Attention grabbing headlines are an important element in copywriting and in many cases 

set the tone for the content and provide insight into what will be offered, some words that are 

considered effective are the words: you, discover, new (Blakeman, 2015, p. 87). These words 

were used in several of the taglines for the universities, such as “This New Year, resolve to make 

time for you” (SUU), “Discover” was used by UVU and BYU and “new” was found on the cover 

of UU, DSU and SUU in some form as well as in several places throughout the additional 

artifacts’ content. These words are considered high impact or effective for attention grabbing 

which is a great strategy employed by many of the CED programs. 

Call to Action 

Another example of copywriting is in the use of the call to action. Almost all of the 

examples used some form of command or directive to take action with the courses a few 

examples include the phrase: “join now” or “join us”, “enroll today”, “now begin selecting your 

courses”, “come join the fun, sign up today” were all used in some form and in some cases, were 

used in a few different instances. Of the 7 artifacts, 6 contained one if not several calls to action 

in their advertising. This use of especially direct calls to action is interesting. One key finding is 

that when the call to action occurs, most of the organizations don’t continue the theme of 

personal fulfillment that has been established throughout the rest of the messaging, this is 
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abandoned at the time of the call to action, “come join the fun, sign up today” has a bit of the 

idea of fulfillment, but overall, it is much more direct rather than reinforcing the theme right up 

to the call to action.  

Taglines 

Taglines or slogans were discussed briefly in the message strategy section as well as 

within the theme section, but it is important to note that 5 of the 7 taglines dealt specifically the 

word learning specifically, including:“Be Wise, Keep Learning” (SUU), “It’s never too late to 

learn something new” (DSU), “Never Stop Learning” (WSU),  “The Rewards of Learning” (UU) 

or “Enrich your life” (UVU) which doesn’t deal directly with learning but enrichment through 

learning, this is a key element of style and messaging used by a majority of the programs 

indicating that a strong message of learning is employed by most of the universities.This finding 

is also significant because although CED programs are geared toward learning, at least in the use 

of their taglines, however, “learning something new” isn’t a strong theme throughout the rest of 

the copywriting. This is significant in that the taglines in many of the artifacts don’t line up with 

the main emergent themes.   

Visual Imagery 

The different artifacts employed various visual elements to promote their products. They 

also employed varying levels of image use. WSU, for example had a visual image accompanying 

each of its courses while DSU used less images spread throughout their brochure and their 

website had very few images. The visuals were broken down into two main categories: Active 

pictures which had a person as the main subject of the image and showed the individuals 

physically doing something, the second category included still images which were typically 
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associated mainly with the content of the course, these might be images of a bowl of pasta, paint 

brushes, or a stack of books etc. which didn’t have a human subject. 

Most of the visuals followed some basic frameworks that made them successful, they 

were simple, made connections, and showed the products which would come from or were 

related to the programs (Smith, 2012). As described in the literature review, simple images are 

typically beneficial. The active images typically had only one or two subjects and the images 

were focused on the subjects. This helped to keep the focus clear and on the subject of the photo. 

The photos also made connections. For example, images helped the audience determine a 

target audience for different programs. At UNLV, their focus is geared toward young 

professionals. Most of the images used in their brochure and the cover art showcased young 

professionals working on computers, giving presentations etc. This helped to identify the target 

audience of their outreach program. The SUU and DSU pamphlets had images of older adults 

which showed that their programs, although not limited to older populations, had a certain appeal 

to older consumers. All of the pictures helped to evoke strong emotions, all of the subjects had 

expressions of enjoyment or happiness. This is a strong connection, because the audience 

viewing the artifacts can also feel a positive emotion based on the images presented.  

Another element of visual connection is with the different activities presented throughout 

the artifacts, people hiking, making dumplings, learning how to take photographs, taking care of 

dogs, doing a craft with a child all clearly demonstrate the activity. These images help the 

audience make a very clear connection to exactly what will be going on in the courses. 

Showing the product was managed mainly through the still photos. Most of the brochures 

had examples of still images, a plate of pasta, a picture of a steak for a summer grilling course, a 

set of paint brushes or a palette for an art class. Through modeling, the viewer sees exactly what 
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to expect and gets a clear picture of what will be created or used during the course. This clearly 

shows the product or the idea of the course in a tangible way. This effect was used unanimously 

throughout the artifacts. With clear and simple visuals, visuals that made an instant connection 

and visuals that showed the product clearly, the marketers utilized visuals effectively throughout 

the artifacts although some organizations used more visuals than others. Using consistent, high 

quality images, CED programs can have even more impact in their marketing.  

Organizational models 

 The final discovery of note is with the organizations of the programs themselves. A final 

finding of interest was the variety of program structures. This is to be expected as each university 

is different based on its location, size, demographics and many other factors. Although there are 

variations, a few main organizational categories emerged. The seminar/conference format, with 

programs offering more seminar type events for large groups, smaller more community based 

programs geared to older adults, and the final category is programs geared more towards 

professional development. There is some overlap in the different types of programs, but most 

universities fit pretty clearly into one or two organizational models.  

BYU and USU run more of a seminar type program. USU does have several courses they 

offer regularly but they put on shorter term programs including a Northern Utah Marriage 

Celebration and a few Agricultural seminars. BYU has several seminars including BYU 

Education week, a women’s conference, a career engagement conference and purposeful 

parenting conferences to name a few.   

Course structured, leisure and community courses were more utilized by SUU, UVU, 

UU, DSU, and WSU. These featured courses designed over the spread of several weeks and were 

more geared toward hobbies and enrichment courses. Finally, UNLV fits mainly under the 
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professional development umbrella. SUU and WSU offer a high amount of professional 

development courses but not as many as UNLV which has designed their program as an 

educational outreach program designed to help individuals develop greater job and career skills.   

The way that each organization is structured is significant because based on the target 

audience of an organization, specific marketing decisions must be made. For example, if UNLV 

is focused on professional development they need to be marketing more specifically to young 

professionals who fit into that specific cohort and therefore use effective marketing practices 

geared to that key public. As for other programs who offer a more general CED program and 

focus more on older adults (SUU, DSU) their marketing dollars and tactics should be more 

focused on meeting the needs of that key public. This makes this finding specifically beneficial 

for future marketing pursuits.  

Results and Discussion 

 The original quest of this research was to answer the question below.  

RQ 1: What are some of the message strategies and themes employed by universities in 

marketing their CED programs based on their websites and direct-to-consumer materials.  

Key message strategies included brand positioning and selling the idea or concept of the 

program rather than its attributes alone. Another strategy was the use of ethos, pathos and logos 

as key messaging elements. Finally, four major themes emerged from the artifacts which include: 

Personal Development/Self-Fulfillment, Social Connection, Independent Learning, & 

Novelty/Exclusivity. These were the major findings associated with message strategy.  

Copywriting or style included the specific word choice including the use of call to action, 

taglines, and visual imagery. Directive language was used throughout the artifacts with specific 

calls to action which also showed that in the call to action, organizations departed briefly from 
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their message of fulfillment in asking for consumer compliance. Taglines were employed and 

many of them carried the theme to never stop learning but didn’t include the main themes which 

emerged from the rest of the artifact content, which is an interesting inconsistency. Finally visual 

imagery was analyzed and found to possess images which were simple, made connections, and 

showed the products clearly to the consumers, all elements which have been shown as effective 

when selecting images for promoting services. Images also had a more brand benefits focus 

rather than brand attributes. A key point here is that marketing for CED has some unique themes, 

but overall, many of the practices for message strategy and copywriting are similar to those used 

generally in developing message strategy.  

It is important to note that the various CED programs utilize many effective messaging 

strategies and there are several correlations between organizations as to how they create their 

messages. The use of lifelong learning which was common to several of the universities was a 

unique finding and shows that an emerging genre of messaging is used by several CED programs 

but one that may be inconsistent with their main themes throughout the rest of their marketing 

materials. Another significant finding was the four themes that emerged. With these themes 

identified, further research can be done as to how effective they are and the consumers’ 

perspective on this themed marketing.  

With the use of word choice and visuals, there were many common words used across the 

artifacts which is interesting but not highly surprising as many of the words chosen are high 

powered words in effective copywriting. Visuals were also important and were used quite 

effectively, however it might be suggested that more images be used by some organizations as 

they can be helpful in persuasion and developing a strong style and connection to the audience.   
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One final finding which is of note is the organizational models of the various programs 

were divided into seminar/conference format, leisure or enrichment course focused and 

professional development focused. Overall, each university had some overlap but those are the 

three main groups. With this information, it is important to determine the best marketing tactics 

for each key public. For CED programs focused on emerging professionals, this finding is 

significant because it shows that CED programs can offer an affordable and in some cases non-

traditional way for young people to gain experience and seek for better employment 

opportunities through CED programs.  

With the knowledge that young professionals may have a greater interest in CED 

programs in the future, it is important to find marketing and advertising practices and materials 

which will best cater to this audience in a meaningful way. This finding will help CED programs 

to expand their target audience to include older adults as well as young professionals and to 

advertise in greater depth to these different audiences. 

Conclusion 

There is little question as to the benefit of CED programs and yet there is a lack of extant  

marketing research available to help communities market these important programs. This study 

is just the beginning in developing a foundation upon which further research may be added. 

Because of this there are a few limitations and several implications going forward. One of the 

limitations was the sample size. This is due in part to the variety of programs throughout the US 

and in some cases lack thereof. This sample sought for depth where a study of greater breadth 

may be helpful in understanding how other programs operate and advertise to their publics.  

An additional next step is to determine how the current marketing strategies are received 

by the public. This study was an analysis of what is being done, not how it is being received. It 
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would be a good next step to look at how effective these tactics are in regards to public 

perception and participation.  

Another implication is the comparison between how universities market themselves 

generally to the public vs. how their CED programs are marketed to determine if there is a 

similar budget as well as similar marketing tactics between the organizations. Many CED 

programs are funded independently and lack access to funding the universities in which they are 

housed may have access to. This comparison would be important to understand both the 

differences between the actual content and style of the campaigns to how they are funded and 

run. 

A final implication would also be to analyze the social media content produced by these 

organizations to find what further marketing efforts they are utilizing there. Social media may be 

a key element here as it is a very affordable way to reach large audiences and meet their needs in 

an affordable and effective way.  

Community education is an important opportunity for individuals to gain better 

employment, find a more enriching life and develop important social connections. This research 

functions as a foundation as to what message strategies are being employed. Further research is 

expected and welcomed, and may add to this foundational research in regards to CED programs.  
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Appendix A 

Utah State University (USU): Community Education Direct to Consumer Materials 
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Appendix B 

Weber State University (WSU): Community Education Direct to Consumer Materials 
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Appendix C 

University of Utah (UU): Community Education Direct to Consumer Materials 
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Appendix D 

Brigham Young University (BYU): Community Education Direct to Consumer Materials 

 



COMMUNITY EDUCATION               72 

 

 



COMMUNITY EDUCATION               73 

 

Appendix E 

Utah Valley University (UVU): Community Education Direct to Consumer Materials 

 

Appendix F 

Southern Utah University (SUU): Community Education Direct to Consumer Materials 
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Appendix G 

Dixie State University (DSU): Located in St. George, Utah  
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University of Nevada, Las Vegas (UNLV): Community Education Direct to Consumer Materials
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