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PR Campaign:  

Opening of the Biotechnology Innovation Center at PCTI 

 

Campaign Goal: 

To strategically launch a comprehensive PR campaign announcing the opening of the 

Biotechnology Innovation Center at Passaic County Technical Institute (PCTI), emphasizing its 

role in fostering biotechnology education and innovation in the region while engaging key 

stakeholders and generating excitement within the community. 

 

Target Audience: 

The primary audience for this PR campaign encompasses various stakeholders: 

• Students: Prospective and current students of PCTI, as well as those interested in 

biotechnology education and career opportunities. 

• Parents: Guardians and parents of students attending PCTI or considering enrollment in 

the biotechnology program. 

• Educators: Teachers, counselors, and administrators involved in guiding students' 

educational and career pathways. 

• Community Leaders: Representatives from local government, businesses, and 

organizations invested in promoting education and economic development in the region. 

 

Planning: 

Action: Increase awareness and engagement with the new Biotechnology Innovation Center at 

PCTI, leading to enhanced enrollment and community support. 

Impact: Position PCTI as a leading institution for biotechnology education and innovation, 

fostering partnerships and opportunities for students and the community. 

• Launch Announcement: Host a press conference on July 1 to announce the partnership 

for the Biotechnology Early College Option, showcasing collaborative efforts and 

opportunities for students. 

• Ribbon Cutting Ceremony: Organize a ceremonial ribbon-cutting event on August 1 to 

officially inaugurate the Biotechnology Innovation Center, inviting key stakeholders and 

community representatives. 

• Press Release Distribution: Issue a press release on September 1, marking the students' 

first day of classes in the new center, highlighting program features and community 

benefits. 

• Social Media Engagement: Conduct a social media push during the first week of 

September, offering virtual tours of the facilities and fostering interaction with the 

community. 

• Five-Month Update: Produce a video update in February, coinciding with Career and 

Technical Education Month, featuring student testimonials and program highlights to 

showcase progress and impact. 

 

 

 

 



Implementation: 

• Theme: Biotechnology, Empowering Tomorrow’s Innovators 

• Social Media Launch: 

o Content Strategy: Share stories of student achievements, faculty expertise, and 

program opportunities on various social media platforms using 

#BiotechInnovates. 

o Video Campaign: Produce short videos featuring student projects, facility tours, 

and interviews with industry partners to engage audiences and promote the 

center's activities. 

o Student Spotlights: Highlight individual student success stories and 

accomplishments to illustrate the impact of the Biotechnology Innovation Center 

on student development. 

• Media Outreach: 

o Press Releases: Craft press releases tailored for local and industry media outlets, 

emphasizing the center's role in advancing biotechnology education and fostering 

innovation. 

o Pitch Story Ideas: Pitch compelling story angles to journalists, focusing on the 

center's unique programs, partnerships, and community impact. 

o Collaborations: Partner with relevant stakeholders, such as industry leaders and 

educational institutions, to amplify the campaign's reach and credibility. 

 

Evaluation - Measurement and Feedback: 

• Social Media Analytics: Monitor engagement metrics, including likes, shares, and 

comments, to assess the effectiveness of social media content and audience response. 

• Enrollment Data: Track enrollment numbers and inquiries from prospective students and 

parents to evaluate the campaign's impact on student interest and enrollment. 

• Stakeholder Feedback: Solicit feedback from students, parents, educators, and 

community leaders to gauge perception and satisfaction with the communication efforts 

and the Biotechnology Innovation Center overall. 

 

Conclusion: 

The PR campaign for the opening of the Biotechnology Innovation Center at PCTI is designed to 

strategically communicate the center's significance, engage key stakeholders, and generate 

excitement within the community. By leveraging various communication channels and events, 

including press conferences, ribbon-cutting ceremonies, press releases, social media engagement, 

and student testimonials, the campaign aims to raise awareness, foster partnerships, and position 

PCTI as a hub for biotechnology education and innovation. Through ongoing evaluation and 

feedback, we will ensure that our efforts align with the goals of promoting education, economic 

development, and student success in the region. 

 

 


