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Many campuses. One university.



Many audiences. One voice.

Traditional Undergraduate

Transfer Students

Adult Learners

Graduate Students

Doctoral Programs

Accelerated Courses

Regional Campuses

Online Education

Certificates

Extended Learning



So how to market to 
such a diverse 
constituency? 
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Postcards.



Big glossy brochures.



Email campaigns.



And radio spots.



But how do you gauge 
the return on that 
investment?
Not well.
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Google Analytics
is a good start.

• Top content

• User locations

• Demographics

• Mobile v. desktop

• Average user time

And it is free.



But knowing where your audience clicks is 
just the beginning.



Top Content
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Top Content

• Is the information on your most visited pages 

up to date?

• Do the links work?

• Was pertinent and relevant metadata a part of 

your overall content strategy?

• Can you read the page on your mobile device?

The numbers are useless if prospects don’t 
find what they need on the pages they visit.



User Locations

• Most – if not all – higher ed traffic comes from 

within the United States (take that, GDPR!).

Knowing where your audience is and 
reaching them directly are two very 
different things.



What if you could reach them directly?



You can.



Clarity

Take a deep dive into your user base 
with one line of Javascript.



Clarity

Track your traffic – and see how your 
campaigns and tactics behave against 
one another in real time.

Some may surprise you.



Clarity
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international students.



Clarity

Hot Courses International

• Separate undergraduate advertising effort for 

international students.

• Quick, easy way to gauge the efficacy of a small, 

relatively unknown marketing campaign.
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Clarity

• See which profiles submitted requests for 

information.

• Or signed up for an information session.

• Or applied.

Or all three. You customize your dashboard.
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Clarity

• Over a three month period, we tracked activity 

from users engaged with our MBA pages. 19 

highly engaged users viewed 123 pages on 

average before applying.

• With another sampling of 31 undergraduates, 

they viewed 117 pages on average before 

applying.



• You can review each profile to learn 

how many times they’ve visited, the 

number of pages viewed, which 

pages were viewed, and what 

marketing segments they took 

advantage of.

Clarity



• You can review each profile to learn 

how many times they’ve visited, the 

number of pages viewed, which 

pages were viewed, and what 

marketing segments they took 

advantage of.

If they apply, the platform backfills their 
email so you can customize outreach.

Clarity



Let’s get personal.



Customize your experience.

• People who have visited the site can 

receive personalized calls to action 

when they return, based on their 

interests, location, and more. 



Customize your experience.

• Offer a promotional code to waive your 

application fee, then visit your dashboard 

to see how many people took you up on 

that offer.



• Share programs and degree options prospects 

may not even know about – and direct them 

quickly and seamlessly to a course of action.

A/B testing allows you to fine tune the 
experience over time.

Customize your experience.



• Build immediate calls to action right into your pages that 

only appear after a user has demonstrated an interest in 

learning more about the program.
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The forms can send information right into your 
CRM to expedite contact.

Customize your experience.

• Build immediate calls to action right into your pages that only 

appear after a user has demonstrated an interest in learning more 

about the program.

• Forms capture geographic data like city, state, and ZIP Code, so 

the initial request requires only basic contact information.



Lead Generation

• Customizable forms for specific programs. People 

clicked through to learn more about your MBA 

specifically. Reward that behavior with information 

speaking directly to their interests.



Leads can funnel directly into your CRM and 
give your staff the ability to personalize their 
outreach.

Lead Generation

• Customizable forms for specific programs. People 

clicked through to learn more about your MBA 

specifically. Reward that behavior with information 

speaking directly to their interests.
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Ads for each market

• Geotargeting delivers custom ads based on region: 

state, city, even ZIP Code.

• Retargeting serves up different ads with new copy 

and new calls to action.

• Every time an ad gets clicked, the data is stored for 

stored for your use. 

No more wondering whether or not that 
postcard got delivered.
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Ads for each platform

• Facebook and Instagram can tailor ads based on geotargeting, specific 

contact lists, and feel-alike contacts.

• LinkedIn’s InMail delivers messaging to highly targeted groups of people 

based on specific education criteria – critical for institutions promoting 

Masters and doctoral programs.

• Display and pay-per-click ads appear throughout the web and in search 

results based on criteria you determine.

A $10,000 print campaign for postcards can fuel a Facebook 
outreach initiative to a larger audience for months.



But…



Digital marketing is more than just 
digital advertising.



Digital marketing is digital strategy.



Google My Business is one of the best 
untapped resources available to colleges and 
universities.



Twenty minutes fiddling with its dashboard can 
improve your organic results dramatically.



• See at a glance how many people are searching for 

your institution.
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• See at a glance how many people are searching for 

your institution.

• In a two-month period, 73 users that interacted with 

our GMB properties filled out a Request for 

Information. 13 submitted an application.



• See if they’re finding you through 

conventional means, or using an app like 

Google Maps.



• See who’s looking for directions.



• See who tried calling you for more 

information – and which days really 

lit up the switchboard.



You already own the information.
So control it.



• Administer the information that 

appears when people search for 

your institution.



• Administer the information that 

appears when people search for 

your institution.

• Customize the link to your school 

with UTM tracking so you can gauge 

how successful people are when 

they visit your My Business entry.
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Posts.
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• Advertise for free with My Business 

Posts.

• Drive users to information sessions.

• Share the latest big campus news.

• Drive visitors to specific campaigns, 

tailored to each campus.

• GMB in consistently in our top 10 

without even trying.



(Oh, and don’t forget about       lp.   )



And now… a few words of wisdom.



Search engine optimization

• Be deliberate with your page titles and URLs.
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Search engine optimization

• Be deliberate with your page titles and URLs.

• Write a meta description that emphasizes key 

search terms (in 140 characters or less).

• Make sure the page has enough content to 

merit being indexed. (300 words, if possible.)

• Make sure the page has the right keywords to 

trigger a successful indexing.



• Routinely scan your site for broken links.
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• Routinely scan your site for broken links.

• Make sure the website is up to date!

• Review important pages for ADA accessibility.

Every little bit counts. Better content sells 
itself.

Search engine optimization
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Social Media Best Practices

• Consolidate your social media channels. You don’t need 

100 different Facebook accounts across your campus.

campus.

• Eliminate waste. Has that Pinterest account lain dormant 

for a couple of years? Get rid of it!

• Be consistent. A regular update schedule brings value to 

your brand.

• Be responsive. Facebook is one of the easiest ways for your 

audience to get in touch with you.Give people a reason to trust your ads on social media.



Trust me, it’ll all come together.



Thank you!
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