Join UCEA marketers for a night on the town with optional dinner and social opportunities. Listen for announcements

Bridging the gap between strategies and tactics is always a challenge for marketing professionals. Today’s reality is
virtual and strategies for adapting and excelling in this new marketing arena are in much demand. Join us
for a panel discussion among experts who have successfully developed and implemented plans that have
bridged the marketing gap and linked the ever-changing real and virtual worlds.
hear the latest trends and forecasts and get all your questions answered.

regarding events at the seminar or stop by the UCEA hospitality table for additional details.
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It'sdi cult to visit a Web page, check your e-mail, or watch
the evening news without receiving a direct or indirect
invitation to friend, follow or connect with someone or
something. With a proliferating tool set of communication
channels, it's challenging to separate the ones that have
utility in professional and continuing education outreach,
from those bleeding edge ideas that can be safely ignored for
the moment. From CRM so ware systems to Facebook and
Twitter, professional and continuing education marketers

With social technologies en vogue, how do you decide when
(or if) you toss the CE catalog in favor of a Facebook pro le?
Rather than simply giving into the hype, we asked adult-
learners—prospects and currently enrolled students from
colleges and universities across the country.

During this presentation, discover our research results on
how adult-learners want to hear from you at di erent stages

must be competent in managing this multi-channel mayhem.

of their decision process—from initial awareness, to inquiry
and application or registration. Learn what speci ¢ advice
students o er on how Professional and Continuing Education
Units can improve their outreach marketing practices. e
results are enlightening.
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Marketing can be de ned as a process that includes
communicating, creating, and delivering products that have
value for clients. Marketing must both identify and anticipate
client pro tability. For many educational institutions,

the client is another university department that manages
programs for its respective clients, faculty or student body.

Program management involves overseeing all activities

is is your opportunity to






