
 
MILWAUKEE AREA TECHNICAL COLLEGE 
“Dream It. Learn It. Love It.” 
 
Situation 
MATC wanted to launch a new brand campaign with a new 
logo and look. However, the marketing budget had been cut 
12.5 percent. It was more important than ever to define the 
objectives, target audiences and eliminate any waste.  
 
Goals & Objectives 

 Increase positive awareness of the brand with potential 
students, parents and the community overall.  

 Increase inquiries/applications for each semester. 

 Increase full-time enrollments (FTEs), particularly with 
Liberal Arts & Sciences (LAS) programs. 

 Target the Oak Creek and Mequon campuses for growth. 
 
Implementation 

 A new multi-media campaign was developed to enhance 
positive awareness and generate inquiries/applications 
for enrollment.  

 Advertising messages targeted those prospects in the 
Milwaukee area most likely to enroll - people 17-24 years 
of age. Secondary targets included adults 25-54 and 
ethnically diverse audiences. 

 Creative showcased real MATC students and graduates stating why MATC worked for them. Themes 
like “Dream it. Learn it. Love it.” were used in all creative, along with life shots from childhood, to 
learning at MATC and then their dream job shots. 

 Media flights were timed during enrollment periods with the bulk of the weight during the fall 
enrollment period.  

 Broadcast was the driving force of the campaign, generating the most awareness with both primary 
and secondary audiences.  

 Cable and radio placements were targeted towards the younger 18-24 year audience. 

 Out-of-Home placements, including 30-sheets and transit signage, reinforced messages seen and 
heard.  

 Newspaper advertising targeted Hispanic and African-American audiences throughout the year. 
Papers targeting the surrounding area of the Mequon campus were also incorporated.  

 Online advertising on OnMilwaukee.com was added to the campaign. It served to have a timely call 
to action for enrollment and reached the younger audience desired. It also served to market the 
new MATC Web site. 

 
  



Results 
The launch of the new campaign was a great success. Overall FTEs for the fiscal year increased 5 
percent. Fall applications increased 11 percent and registrations increased 6 percent. Following are 
some additional statistics on spring enrollment: 

 Spring applications increased 22 percent, registrations increased 7 percent. 

 LAS program applications increased 26 percent. 

 Hispanic applications increased 15 percent, registrations increased 14 percent. 

 Oak Creek Campus applications increased 44 percent, registrations increased 36 percent. 

 17-18 year old applications increased 18 percent, registrations increased 4 percent. 

 19-24 year old applications increased 30 percent, registrations increased 45 percent.  

 


