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People in our industry need
 to be aware of messaging,  
and differentiation and brand, 
in just the same way that  
commercial organizations do. 
We might talk slightly  
differently, but the same  
principles are really, really 
important.

- Michael Stones
Communication Strategist for Colleges & Universities 
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Digital Marketing is revolutionizing the way 

institutions advertise and promote their brands. 

Institutions now have more tools at their disposal 

and greater control over who sees their message, 

when, and how.  In addition, digital marketing comes 

with an improved ability to track results, monitor 

audience engagement, and increase efficiency.

Traditional marketing techniques, including print, 

television ads, networking events, and directory 

listings, still have important roles to play. However, 

as your target audience spends more time online, 

the smart marketer will integrate new tactics that 

reflect this change into their overall strategy.

 

A recent study found that adults now spend  

more time per day (5 hours, 9 minutes) using  

digital devices than they do watching TV 

(4 hours, 31 minutes). 

According to surveys conducted by various  

companies regarding marketing costs, the 2014 

budget for digital marketing (email, social media, 

search and digital display ads, etc.) was anticipated 

to increase, while spend on traditional tactics (print, 

direct mail, and radio/TV) was predicted to remain 

flat or even decrease. 

Ultimately, where you spend your marketing  

dollars needs to be a decision unique to your  

college, based on a thorough evaluation of your  

goals and target audience. But colleges who 

reject digital marketing strategies risk missing  

out on a changing marketplace. 

When a prospective student conducts a Google 

search for higher or continuing education, are 

they finding your institution?

In this book, we’ll look at some of the common 

questions higher education institutions have when 

deciding what digital marketing strategies will help 

them achieve their goals.  

A recent study found  

that adults now spend 

more time per day (5 hours,  

9 minutes) using digital  

devices than they do watching 

TV (4 hours, 31 minutes). 

5:9 4:31

*Source: AdAge.com
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How Do We Best Develop 
Our Overall Search Strategy?

Q1

  SEM    &  SEO 

Consumers conduct hundreds of millions of searches EVERY DAY. 
Google alone handles more than 315 million searches every 24 hours. 
Search engines are how modern consumers – particularly Millennials – 
find the services and products they want. This includes information on 
everything from restaurants and retail shops to health care, and, yes, 
education. 

The number of prospective students searching education-related 
topics on Google continues to grow. According to an update this past 
fall by Google’s Director of Education, higher education searches grow 
3% year-over-year, with searches involving traditional institutions 
climbing 7% (searches involving for-profit institutions, which had been 
driving the market in recent years, has actually fallen by 2%). Of those 
searches, nursing degree was the most searched term, growing 15% 
year-over-year. 

Evidence shows that it’s not just important to be found on the first 
page of search results, but also to occupy one of the top spaces. The 
top four positions (generally described as “above the fold” or “above 
the scroll”) on a search page receive 84% of the clicks.  Another study 
found that the number one position on Google gets 33% of clicks. 

Not being found on page one is like having a billboard behind  
an overpass  – not many people are going to see it. Page one receives  
92% of clicks, with traffic falling off 95% for results on the 
second page. 

To be found in search engine results, there are two main  
strategies: Search Engine Marketing (SEM) and Search Engine  
Optimization (SEO).

One way to describe the difference between the two is paid results 
(advertised) vs. earned (organic) results. 

92%

315
  million+

Google handles 
more than 315 

million searches 
every 24 hours.

page 1 of google 
search results 
receive 92% of 

clicks.

*Source: Google
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P A I D  V S  OR  G A NI  C  SE  A R C H  RESU    L TS

P a i d

o r g a n i c
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SEM is also known as “pay-per-click” 
(PPC) advertising, and is the primary 
source of revenue for search engines. 
The more popular the search term (with  
popularity often driven by how often  
the term translates into qualified leads), 
the more expensive the campaign.  
Advertisers are only charged when  
someone clicks on their ad. A large  
percentage of marketing dollars have left 
traditional mass-media and directories 
in favor of search engines, particularly 
Google. Pay-per-click ensures minimized 
waste for your media investment. 

The main difference between SEO  
and SEM is that SEM provides colleges 
a faster and easier avenue onto the first 
page of education-related search engine 
results. It also allows colleges to expand 
the number of search terms they are 
found for beyond where they rank 
organically. 

I n - h o u s e  v s .  O u t s o u r c e 

We’ve reviewed some key merits of  
SEM. Your next question may be: can we 
do this internally? Or, should we look to 
outsource it? 

Handling SEM in-house may be less  
appealing in reality, especially when it 
comes to day-to-day management of the 
campaign, analyzing results, personnel 
turnover, lack of customer support from 
the search engines, and other internal 
limitations. 

P r o f e s s i o n al   a n al y s t s 

Good Search Engine Marketers offer  
experience managing hundreds of successful 
campaigns, direct communication with real 
people at Google (if the firm is big enough), 
and are constantly educated on SEM best and 
worst practices. These analysts could help 
optimize your strategy and maximize your 
budget.

E x p e r t  m a n ag  e r s

Can you conduct keyword research?   
Write high-performing ad copy? Set up  
a strong landing page? Understand PPC  
terminology? Detect click fraud? Optimize  
to the most important goals and key  
performance indicators?  Monitor  
multiple campaigns and ad groups at  
once? These are all critical factors in  
determining the success of a campaign.  
And it’s what SEM teams do every day 
– maybe even for your competitor.

L e s s  c o s t  a n d  m o r e  val   u e

Paying an experienced SEM team  
to manage your campaign often costs  
less than staffing a Search Engine  
Marketing Analyst position, after salary,  
benefits and training costs are taken into 
consideration. A  great firm will also provide 
superior value by generating better results.

SE  A R C H  EN  G INE    M A R K ETIN    G  ( SEM   )
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C o n s i s t e n c y

If your SEM analyst leaves, your campaign 
may be interrupted while you find and train 
a new hire. In addition, that person may take 
valuable insight and expertise with them. By 
outsourcing to a professional firm,  
you can be protected against these types 
of interruptions and retain all your insights, 
optimization, and efficiencies. Some firms 
may not provide this level of transparency 
so be sure to ask.
 

Ea  s y  a n al y t i c s

A good, experienced SEM firm is already 
going to have a user-friendly dashboard  
in place that lets their clients easily track 
leads and see critical campaign metrics.  
But like hiring a contractor for any project, 
there are a few risks to outsourcing your 
SEM campaign. 

G o o d  f r o m  t h e  bad 

How do you know the SEM team you’re hiring 
knows their stuff, or just offers a good sales 
pitch backed up by a churn-and-burn mentality? 
Treat them just like any other vendor – do your 
homework and check their references. 

B e  w a r y  o f  e x pl  i c i t  p r o m i s e s

“We guarantee you the top spot on page one!” 
Have you heard promises like this before? If 
so, beware. SEM campaigns involve a number 
of sometimes unpredictable factors including 
consumer behavior, the search engine’s own 
internal algorithms, your website itself, as well 
as the campaign strategies of your competitors. 
It’s important to have agreed upon metrics  
and expectations with your SEM team, but 
guaranteed results can be a red flag.   

89%

paid search ads give an 89%

incremental lift in site visits 

to the traffic you would  

normally get from your  

organic listings.

*Source: Google
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SE  A R C H  EN  G INE    O P TIMI    Z A TION     ( SEO   )

The following graph illustrates a constant battle for search engine market share: 

Search engines (such as Google, Bing,  
and Yahoo) are businesses. Their products 
are search engine results. When someone 
uses a search engine, that person 
evaluates their experience based on 
two questions:  

Did this search engine provide results 
relevant to my query?

And if so, was I referred to high-quality 
websites that loaded quickly and allowed 
me to find the answers I was looking for?  

If the user answers “No” to either of these 
questions, they may try a different search 
engine the next time. 

So search engines put a lot of stock into 
making sure the webpages found at the top 
of their search results will allow the user to 
answer “Yes,” making them want to come 
back and use the search engine again.

There are strategies that can help a  
website earn its way to a higher ranking. 
This is called Search Engine Optimization. 

Search Engine Optimization is about 
earning your way to the top of the search 
engine results. The higher the position, 
the more the search engine believes that 
your page is relevant to the searcher.

However, properly executing an SEO 
review and implementing changes can  
be challenging. SEO experts review  
approximately 200 different elements 
ranging from a website’s copy and  
images to its html code and other  
technical features.

  

P e r c e n t ag  e  o f  S e a r c h  Q u e r i e s  h a n dl  e d 
b y  l e ad  i n g  U . S .  S e a r c h  E n g i n e  P r o v i d e r s
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L o n g  t e r m  i n v e s t m e n t

Once SEO changes have been made, it  
still may take some time for the changes 
to be indexed and reflected in the search 
rankings. In addition, there is no guarantee 
that SEO will get you listed on page one  
- let alone the top spot - for the search 
terms you want to target. By comparison, 
SEM campaigns launch immediately and 
can quickly start driving quality leads. 

L o n g  t e r m  R e s u l t s

Unlike your SEM campaign, SEO results  
are evergreen. Once you stop spending 
money on SEM, your presence disappears. 
However, with SEO, your page will retain  
its ranking (so long as it remains relevant).

B lack     h a t  SEO    C a n  H u r t

SEO strategies that involve best  
practices are considered “white hat”,  
while strategies that cut corners and  
try to game the system are known as  
“black hat”. Black hat strategies can  
appear to have impressive short-term  
results. However, search engines frown 
upon these strategies because they  
ultimately don’t provide users with the 
best results possible. Not only do search 
engines penalize sites that utilize black hat 
strategies, and knock them down in the 
rankings, but some have actually  
blacklisted sites altogether. 

SE  A R C H  EN  G INE    O P TIMI    Z A TION     ( SEO   )

F i n al   t h o u g h t s

SEO and SEM are different avenues for  
accomplishing similar goals: getting found  
in a prominent place on search engine  
result pages. Although they can appear to 
be competing strategies, they sometimes  
complement each other, offering both  
short-term and long-term, paid and 
organic, results. 

The most strategically sound approach is to 
establish specific goals for both strategies, 
optimize both strategies towards those 
goals, and evaluate progress year over year.

A  M i x  Of   S t r a t e g i e s

SEO is a mix of onsite and offsite practices 
including claiming and utilizing Google+, 
building legitimate links to and from other 
high-quality websites (not link farming),  
and updating your website with exceptional  
content marketing pieces.

M u l t i - D i m e n s i o n al   A pp  r o ac  h

Social media, content marketing, and 
reputation monitoring are not separate and 
distinct digital marketing strategies. In fact, 
the lines between all three have become 
blurred and can affect your SEO, requiring 
marketers to become an expert in all of these 
constantly evolving areas.

View this blog!

http://propelmarketing.com/blog/2014/test-analyze-optimize-maximize-repeat-marketing-ma/
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38% of students  
cannot go more 
than 10 minutes 

without checking  
a laptop, phone,  

or e-reader

*Tunheim.com

every
ten 

Minutes
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How  Do We Best Approach 
Our Online Display Strategy?

Q2

  D IS  P L A Y  &  RET   A R G ETIN    G

With SEM and SEO, you’re relying on the consumer to say “I need  
information about this product or service” and take an active step  
to seek out that information. Why wait for a customer to search for 
you? Come to them with display ads.

It’s theoretically easy and convenient to have a potential lead  
actively seek out your product, but advertisers know they can’t  
solely rely on this type of consumer activity to survive. Creating 
awareness for target audiences is a challenge. This is where  
display advertising and retargeting strategies come in. 

Advertising has evolved over the years from window shop signs  
and billboards to print, radio, and then television ads. According to  
a 2013 Nielsen study, television advertising remains the most  
popular form of advertising, eating up 57.6% of the $243.5 billion 
global advertising market. However, the continued growth of digital 
display ads is the real news. 

Website ads account for only 4.5% of the marketplace, making it the 
smallest share. However, it also grew 32% over the first 3 quarters  
of 2013. By comparison, the only two channels that saw growth  
– TV and outdoor – grew at 4.3% and 5.1%, respectively. 

As consumers continue to spend more time online - whether it’s  
on a desktop, laptop, tablet, or smartphone; digital display ads will 
continue to consume a growing portion of the market share. 

And through retargeting, your ads can follow those who visit  
your site, reinforcing your message, remaining top-of-mind,  
and encouraging them to return to your site and seek out  
more information. 

32%
growth

display ads  
grew 32% over
the first three

quarters of 2013. 

40% of online  
users identified 

display ads as their 
favorite format 
for advertising.

*Sources: Google, Nielsen

40%
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A u d i e n c e  t a r g e t i n g

One of the weaknesses with traditional 
display advertising is the limited ability 
to target your audience. Some television 
shows or magazines may be geared  
towards younger men or older women, 
but that’s about the extent of the audience 
segementation. Using digital display ads, 
however, audiences can be targeted across 
a wide range of demographics, as well as 
geotargeted through 5+ zip codes, cities, 
and other DMA’s. 

Advertisers can choose from thousands of 
different audience segments, such as:

B R A N D  P ROMOTION      

Display advertising is first and foremost a 
branding medium. Unlike with SEM and SEO, 
which target consumers further along in the 
decision-making process, display advertising is 
primarily used to promote a brand, and 
generate awareness and need. The goal is for 
your college to pop into a prospective student’s 
head at the moment that they think maybe  
I do want to go to college. 

I t ’ s  W h e r e  Y o u r  A u d i e n c e  I s

Two key questions for any marketing strategy 
are who is my target audience, and where  
can I find them? Are you looking to target 18-
25 year olds? If so, where do they spend their 
time? For example, how many 18-25 year olds 
read newspapers compared to spending an 
hour (or five) online per day? 

T r u s t e d  S i t e s 

As the Internet has matured, so has the  
reliability and trust of websites. Marketers  
who spent decades enjoying the brand trust 
that came with advertising through leading 
newspapers or the major networks, can now 
count on that same reliability on digital sites. 
Digital display advertising exchanges include 
top tier publishers, as well as the nation’s  
leading websites, as scored by ComScore. 

D IS  P L A Y  &  RET   A R G ETIN    G

• In-Market --> Education

• Demographic --> Education -->  
    High School Diploma

• Demographic --> Education --> 
    Some College

• Demographic --> Employment -->  
    Classes --> Blue Collar

• Demographic --> Family Composition -->  
    Children in Household --> Yes --> Age of  
    Children--> Tweens/Teenagers (10-19) 

• Demographic --> Premium Demographic  
    --> Age --> 18-19

• Demographic --> Premium Demographic  
    --> Gender

• Demographic --> Premium Demographic 
    --> Income
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So a prospective student clicked on  
your display ad or SEM ad or found your 
site organically then visited your website. 
They spent a couple minutes browsing 
and then left. Now what?

With retargeting, you can follow up with 
that prospective student by placing digital 
display ads on other websites they visit. 
These ads can be simple branding ads 
or have specific messages, such as Open 
House dates or financial aid information. 

Businesses have found that retargeted 
customers are 70% more likely to  
complete a purchase. What type of  
impact could retargeting have on your 
admissions office?  

L o w  C o s t ,  H i g h  R e t u r n

Retargeting campaigns may cost less  
than digital display ad campaigns, and 
potentially have a higher rate of return.  
By targeting those who have already  
visited your website, you are able to 
spend your marketing dollars more  
efficiently while increasing the likelihood 
of a return visit to your site, and  
remaining top of mind. Qualified leads 
are more likely to convert.

Ta  r g e t e d  m e s s ag  i n g

Retargeting ads can be message- 
specific based either on the webpage  
the prospective student visited, an  
upcoming event, or another desired  
action. If a prospective student, for  
example visits a webpage belonging to a 
specific degree program, the retargeting 
ad can contain additional information 
about that program. Or the ads can 
feature details about student life,  
Open Houses, financial aid, or other  
important info. 

F r e q u e n c y  C ap

One concern is how long and how  
often someone should be retargeted  
by your ads. Typically, someone being  
retargeted will see your ads for about  
a month. Depending on your budget and 
overall strategy, the frequency the ads  
appear can be adjusted for maximum  
effect. If ads appear too infrequent,  
your program may not remain at the  
prospective student’s top-of-mind.  
However, the prospective student may  
be turned off if the ad appears too  
frequently. Click through metrics and  
website analytics by source are a way to 
test, measure, and benchmark what works 
in retargeting for your college or university.

B u r n  P i x e l s

Burn pixels are snippets of code that  
let advertising technology know when  
a prospective student has completed  
a desired action, such as filling out an online 
form. This code helps stop retargeting after 
action is taken. It’s another example of how 
digital marketing strategies are able to help 
create more efficient campaigns.  

r e t a r g e t i n g

F i n al   T h o u g h t s

Digital display advertising helps establish 
branding, while promoting awareness and 
need, and keeping your product or service 
top-of-mind. Technology allows digital ads 
to be targeted towards thousands of specific 
audience segments sorted by demographics, 
intent and location or contact channels. And 
retargeting strategies allow you to follow-up 
with visitors to your website – whether  
referred by SEM, SEO, organic visits,  
or display ads – pass along additional  
information, and encourage them to come 
back and visit again. 
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What is the Best Way to 
Deliver Targeted Messages?

Q3

The rise in digital marketing allows institutions to be less reliant 
on outside publishers or distributors to get their message out. 
Marketers are now armed with a number of powerful, effective 
publishing and distribution tools that give them access to a broad 
audience – an audience that can be segmented, targeted, and 
tracked to unprecedented levels. 

S o c i al   M e d i a

Social media is where your target audience is spending the lion’s 
share of its time online. It also allows you to engage with your 
audience almost instantly. 

Though use of Facebook by Millennials is slipping, it still remains 
one of the most widely-used social media sites among teenagers, 
along with Twitter and Instagram. 

Facebook ads are a viable way to promote a brand to a new  
audience, with in-feed posts having a markedly higher  
click-through and engagement rate than ads located on the  
right-hand of the site. Twitter’s use of hashtags is what makes 
that network potentially more effective. Hashtags allow users  
to categorize their tweets, take part in wider community  
discussions, or promote a brand. Whereas Facebook’s ads are 
segmented by profile information, Twitter allows you to base your 
messaging on actual behaviors, such as tweeting about nursing 
degrees, or graduating high school. The challenge then is to have 
a strong social media content strategy in place in order to convert 
those impressions into followers and engagement. 

R e t a r g e t i n g

Even on social sites, retargeting campaigns can deliver degree, 
program, brand, or information-specific messages to prospective 
students who have already visited your website, or even a specific 
page on your site.  For example, someone who visits the webpage 
for your aviation program could see ads promoting your aviation 
program up to 15 times over the next month. Or someone who 
visits your homepage can receive ads with information about 
upcoming Open Houses. 

F a l l  2 0 1 2

S p r i n g  2 0 1 3

F a l l  2 0 1 3

F a c e b o o k

t w i t t e r

i n s t a g r a m

g o o g l e +

t u m b l r

p i n t e r e s t

o t h e r

0% Least Important    |    Most Important 45%

4 2 %       

3 3 %      

2 3 %

2 7 %       

3 0 %      

2 6 %

1 2 %       

1 7 %      

2 3 %

6 %       

5 %      

3 %

3 %       

4 %      

4 %

2 %       

2 %      

1 %

2 %       

4 %      

1 7 %

MOST     IM  P ORT   A NT   SO  C I A L
ME  D I A  SITES      F OR   TEENS   

Source: Piper Jaffray
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SEO 

Some prospective students have specific 
information they are searching for, such as 
nursing programs in a specific geographic 
area, or qualifications for financial aid. 
A professional SEO analyst can identify 
what search terms or keywords bring in the 
most traffic, and help improve your rankings 
for those searches. One benefit of leads 
generated through SEO is that they tend to 
be further along in the decision making  
process, making them overall better leads. 
And unlike with SEM, the benefits are 
potentially evergreen, lingering long after 
campaign spending ends. 

SEM 

With SEM, you’re able to target multiple 
search terms and multiple geographic  
locations all at once. And like with SEO, 
SEM (or pay-per-click) campaigns tend to 
bring in more qualified leads, as prospective 
students conducting searches are actively 
seeking information on a college program. 
The difference between SEO and SEM is 
that with SEM you’re paying your way into 
that high-visibility position on the search 
engines, and any presence disappears  
once your paid campaign ends. One pro 
tip: Use long-tail keywords, or niche 
keywords to improve your rankings  
and reduce your cost per click. 

F i n al   T h o u g h t s

There are plenty of tools in reach to help  
you deliver highly targeted messages. For the 
most effective results, multiple campaigns 
should be layered on top of each other – such 
as SEO or SEM with retargeting. One benefit 
to working with a full-service digital mar-
keting firm is that all your campaigns can be 
coordinated through one place.
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How  Do We Develop Effective 
Online Outreach Strategies?

Q4

The key benefit to digital marketing is that it gives you some 
control over what products and services you are found for.

Businesses don’t always have to compete for the highest volume 
keywords, or cast the widest net with display advertising campaigns. 
Instead, they may choose to be found for a specific high-margin  
product while highlighting a program they want more enrollment for. 

Likewise, colleges can build digital marketing strategies around 
specific strategic goals. Perhaps those goals include building up the 
summer course program, promoting non-credit courses, or attracting 
enrollment by veterans. 

Whatever your end goal, there is a digital marketing strategy that can 
help deliver measurable results. Here are a few suggestions:

T w i t t e r

Everyday, millions of 18-24 year olds are posting their thoughts and 
concerns about school, graduation, college, and more on social media 
networks. These are real life potential customers giving the public 
(including colleges) a glimpse into their thinking -- for free. Are your 
marketing and admissions departments taking advantage of this 
unprecedented access?

Twitter in particular allows you to directly search based on hashtags 
(such as #graduation, #college, #scholarships, #nursing, etc.) or even 
just words and phrases found in Tweets. This sort of behavior-based 
targeting makes marketing through Twitter particularly promising.  

R e t a r g e t i n g

Retargeting allows you to follow-up with prospective students who 
have already shown interest in your institution and click on an SEM 
ad, or visit any strategic page of your website. Your retargeting ad can 
include additional messaging designed to reinforce the benefits of a 
specific program, broadcast additional information, encourage the 
prospective student to return to the website and complete an action, 
or just remain top-of-mind during the decision process.

51%

51% of schools  
say being active on 

social media has 
increased their 

engagement with 
target audiences.

*Source: Huron & CASE Education Study
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SEM 

SEM campaigns increase your ability to be found on page one of search engines. These  
campaigns can target any number of search terms and geographic areas at once, allowing you 
to control when the spotlight gets shined on your website. Because a prospective student has 
to actively conduct a search, and then make the decision to click on your ad, SEM is known for 
producing higher-quality leads.  

Here is an example of an SEM campaign targeting various audiences run by Propel Marketing 
for a 2-year college in Massachusetts:

Propel Marketing SEM - Nursing

Propel Marketing SEM - international students

Propel Marketing SEM - biotechnology

Propel Marketing SEM - affordable tuition

Propel Marketing SEM - military veterans

45,422

23,443

1,516

2,175

4,336

1,091

546

67

54

49

2.40%

2.33%

3.76%

2.48%

1.13%

A d  G ro u p  D e ta i l s

ad   g ro u p                                                                                     i m p r e s s i o n s          cl  i ck  s            c t r

nursing programs

international students

nursing associate degree

biotechnology program

gi bill approved school

affordable college degree

affordable ma college

college for esl students

business mgmt degree

business mgmt associate

34,751

22,078

10,654

1,237

3,850

1,045

1,130

1,349

614

72

          868 

523

223

51

45

29

25

23

16

9

2.50%

2.37%

2.09%

4.12%

1.17%

2.78%

2.21%

1.70%

2.61%

1.91%

A d  D e ta i l s

t i t l e                                                            i m p r e s s i o n s           cl  i ck  s              c t r                ad   t y p e s

text ad

text ad

text ad

text ad

text ad

text ad

text ad

text ad

text ad

text ad

F IN  A L  THOU    G HTS 

Just because you can target wide audiences through digital marketing doesn’t mean you  
need to. Digital marketing provides you some control over what you’re found online for. 
When creating a digital marketing strategy don’t just think about who you want to target,  
but also consider what programs, services, products that you want to promote. Then  
choose tactics that will help you accomplish these goals. 
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How  Do We Maximize Efficient 
Inbound Marketing Strategies?

Q5

How do we maximize efficiency when it comes to our inbound  
marketing strategies (eg., a better website, better landing pages,  
better responses, better conversion, better tracking, etc.)? And are 
there any benefits to outsourcing this vs. keeping it in-house? 

So we’ve convinced you of the benefits of a targeted search  
campaign using SEM and SEO. You’re ready to buy digital display  
ads and retargeting. And you’re developing an integrated digital  
marketing plan that allows you to achieve strategic goals. Now what?

The next step is to make sure you execute your strategies as  
efficiently as possible. Every dollar saved either increases your ROI, 
or is a dollar that can be reinvested back into one of your campaigns. 

la  n d i n g  pag   e s

When prospective clients click on your display ad, or SEM ad, 
where are you sending them? Are they going to your website 
homepage? Or are they going to a high-functioning landing page 
specifically designed to convert leads? A landing page optimized 
around your campaign goals, presents information simply and 
effectively, and offers a clear call-to-action, whether it’s filling out  
a form, asking to speak with an admissions officer, or just providing  
an email address. Landing pages, which are part of your website, are 
low-cost and easily adjusted depending on your campaign goals. 

L i v e  C h a t  S e r v i c e s

It’s a Saturday night, a prospective student is on your website,  
and she has questions. If you have her wait until Monday morning  
to speak with someone, you may lose that lead. Most colleges don’t 
have the ability to monitor email or chat windows 24/7, which is  
why some choose to outsource this function. Live chat services are 
able to engage your prospective student, and at least take in some  
basic information, providing your college a high-value lead at  
a reduced cost. 

*Sources: Omniture, MarketingSherpa

Online advertising 
that uses landing 

pages typically sees  
a conversion rate  

improvement of 
at least 25%.

25%
improvement

effectiveness of  
using dedicated 

landing pages

s o m e w h at  e ff  e c t i v e

v e r y  e ff  e c t i v e

n ot  e ff  e c t i v e

4 9 %

4 3 %
8 %
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I n t e r n al   m e t r i c s

What percentage of emails that you send 
to prospective students are even opened? 
What is the best time and frequency to 
post on your social media accounts to 
drive engagement? Do you know which 
admissions officers are the best at  
converting leads into enrolled students? 
These are all questions that can help you 
develop more efficient marketing and 
lead conversion strategies. You don’t need 
to turn your marketing and admissions 
offices into Wall Street boiler rooms, but 
measuring what you’re doing and whether 
you’re doing it well can have its benefits. 

T r ack   i n g  s y s t e m

Are you using any sort of Customer  
Relationship Management (CRM)  
system? If so, is your admissions team  
using it faithfully? CRMs allow you to 
track prospective students through the 
entire decision-making process. Along 
with monitoring team benchmarks, a  
CRM can also let you know whether the 
time it takes to turn prospective students 
into enrolled students is expanding or 
shrinking – a key indicator of efficiency. 

F IN  A L  THOU    G HTS 

It’s one thing to invest in a digital marketing 
campaign, it’s another to make sure you’re 
spending your dollars efficiently. Tools such 
as landing pages and outsourced live chat 
services ensure that money spent on 
qualified leads isn’t lost due to low-
conversion rates or missed opportunities. 
And using a CRM with developed metrics 
help identify any bottlenecks or needs for  
additional training. Most marketing budgets 
are tight - by increasing efficiency, you can  
do more with less. 
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63% of colleges 
& universities use 
twitter to reach 

students

*Huron & CASE education study
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What Can We Do to Get in
Front of Our Typical Students?

Q6

We discussed earlier the need to identify your target audience, 
and then figure out where they spend their free time. If your target 
audience is between 18-24 years old, chances are they’re online. 

Social media and digital display advertising are two effective  
strategies to place your message in front of your target audience.  

S o c i al   M e d i a 

Social media remains the center of the online world. Although Google 
is the most visited online property with 153.4 million unique visits 
per month, Facebook is second with 137.6 million unique visits. More 
importantly, Facebook users spent 7 hours, 45 minutes a month on 
the site, compared to 1 hour, 47 minutes on Google.   

Millennials also spend more time on social sites than other age 
groups (8 hours per week, compared to 6 for Gen X’ers), and use 
mobile devices more. One study found that 18-24 year olds spent 
up to 50% of their time online on a smartphone (compared to 39%  
for the entire population) and only 41% on a PC.

More importantly, there is demand for colleges to use social media  
to market to prospective students. In one study, 76% of students  
surveyed said conversations with current students through social 
media was helpful in their decision. 

Despite this evidence, only 43% of colleges say they use social media 
to engage prospective students. This disconnect is also reflected in 
who manages a college’s social media accounts. One study found 
that 72% of college communications/PR departments manage their 
institution’s social media accounts, whereas only 40% of marketing 
departments include social media account management among their 
responsibilities. 

unique visits 
per month

1 5 3 . 4 M        1 3 7 . 6 M

time spent on 
site per month

1hr 47min   7hr 45min

*Source: Nielsen
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fac   e b o o k  &  t w i t t e r

Facebook and Twitter remain the two 
largest social media networks among 
Millennials, although apps such as  
Instagram, Vine, and Snapchat are  
increasingly popular. Colleges should 
resist the temptation to be everywhere 
at once – instead they should focus on 
developing strong integrated marketing 
strategies using just a few channels.

Facebook ads are a quick way to  
place your messaging before targeted  
audiences, driving both traffic to your 
website, as well as engagement to
your page. 

The use of hashtags on Twitter help  
identify conversation topics and  
communities. In addition, Twitter ads 
differ from Facebook ads in that the  
audience is based on behavior rather  
than the audience – what the user is  
actively posting about instead of  
what’s on their profile. 76% of students 

surveyed said 
conversations with 

current students 
through social  

media was helpful  
in their decision.
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Digital display advertising networks allow you to present your brand to highly-specific  audience 
segments. These segments can range from age group and location to economic status and online 
interests. Here’s an example of 35 different customer segments available to digital advertisers:

Ad exchanges often work with sites rated by ComScore 1000 based on traffic, reliability, and  
trust, allowing advertisers to place their brand and message on some of the nation’s most-read,  
well-respected websites.

d i s pla   y  adv   e r t i s i n g

20-29

20-24

25-29

30-39

30-34

35-39

40-49

40-44

45-49

50-59

50-54

55-59

60-64

65 & Older

65-69

70-75

76 & Older

lifestages

gen y / millenials (18-26)

gen x (27-42)

jonesers (43-54)

baby boomers (55-63)

silent generation (64-79)

elders (80+)

gender

female

male

marital status

married

not married

separated

single

education

current student

n a m e 			                     f u ll   pat h

demographic --> age  --> 20-24

demographic --> age  --> 20-29  -->20-24

demographic --> age  --> 20-29  -->25-29

demographic --> age  --> 30-39

demographic --> age  --> 30-39  -->30-34

demographic --> age  --> 30-39  -->35-39

demographic --> age  --> 40-49

demographic --> age  --> 40-49  -->40-44

demographic --> age  --> 40-49  -->45-39

demographic --> age  --> 50-59

demographic --> age  --> 50-59  -->50-54

demographic --> age  --> 50-59  -->55-59

demographic --> age  --> 60-64

demographic --> age  --> 65 & Older

demographic --> age  --> 65 & Older  --> 65-69

demographic --> age  --> 65 & Older  --> 70-75

demographic --> age  --> 65 & Older  --> 76 & Older

demographic --> age  --> lifestages

demographic --> age  --> lifestages  --> gen y / millenials (18-26)

demographic --> age  --> lifestages  --> gen x (27-42)

demographic --> age  --> lifestages  --> jonesers (43-54)

demographic --> age  --> lifestages  --> baby boomers (55-63)

demographic --> age  --> lifestages  --> silent generation (64-79)

demographic --> age  --> lifestages  --> elders (80+)

demographic --> gender

demographic --> gender --> female

demographic --> gender --> male

demographic --> marital status

demographic --> marital status --> Married

demographic --> marital status --> not married

demographic --> marital status --> separated

demographic --> marital status --> single

demographic --> education

demographic --> education --> Current student

F IN  A L  THOU    G HTS 

Digital marketing gives marketers unprecedented ability to target highly-specific  
audiences. Whether using social media or digital display advertising, colleges have  
an assortment of tools at hand to get their message in front of their ideal profile. 
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Ed  i t o r i al   S t aff 

Jarrod Jacob
Associate Director, Search Engine Marketing

Dave Estey
Manager of SEO & Analytics

Tom Leone
Director of Programmatic Strategy & Operations

Rachel Smith
Creative Manager 

Ron Taber
Northern Essex Community College

c o n t r i b u t o r s

marketingcharts.com/wp/online/2014-marketing-budget-plans-by-channel-38888/

dmnews.com/outlook-2014-marketing-spending-to-rise/article/328925/

emarketer.com/Article/Advertisers-Blend-Digital-TV-Well-Rounded-Campaigns/1010670#sthash.wV4ARFyn.dpuf

searchengineland.com/google-research-yes-you-still-need-to-keep-buying-search-ads-115037

S o u r c e s

Author: Rick Collins
Content Strategy Manager

Co-Author & Producer: Andrew Rush
Senior Strategic Group Account Executive

Producer: Kaijsa Kurstin
Director of Marketing

s h a r e  t h i s  e b o o k !

c a l l :  8 8 8 - 6 7 9 - 7 9 7 3
f o r  m o r e  i n f o r m at i o n .

w w w. p r o p e l m a r k e t i n g . c o m

http://www.marketingcharts.com/wp/online/2014-marketing-budget-plans-by-channel-38888/%20
http://www.dmnews.com/outlook-2014-marketing-spending-to-rise/article/328925/%20
http://www.emarketer.com/Article/Advertisers-Blend-Digital-TV-Well-Rounded-Campaigns/1010670%23sthash.wV4ARFyn.dpuf
http://www.searchengineland.com/google-research-yes-you-still-need-to-keep-buying-search-ads-115037
http://www.propelmarketing.com
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