
Why This Topic?

Building the top  
of the funnel  
has never felt  
more important  
than it feels today. 



How Will We Do It?

• Perfect your digital marketing landing pages 


• Decipher your data


• Aim for quality, not just quantity



Introduction





Step 1: Perfect Your  
Landing Pages



Why Landing Pages?





Why Landing Pages?

• Put users in a spot that matches their expectations and 
supports your campaign goal 


• Reduce distractions 


• Optimize actions—including lead generation


• Provide rich data



How Can You Accomplish This?









Actionable headline 
that matches ad copy

Brief, compelling 
copy above the fold

Image or video asset 
as high as possible



Short lead form  
above the fold…

…with clear, 
concise info about 
what value you’re 
offering



…with a scrolling  
CTA sticky bar

Opportunity for 
deeper engagement…



Optimize for mobile



Our Results
• Isolated data


• Ran tests


• Optimized campaigns



Our Results
• Isolated data


• Ran tests


• Optimized campaigns


• 100%+ increase in 
conversions across 
several program 
campaigns



Step 2: Decipher Your Data



Why Data?
• Measure your return


• Better understand your 
audience


• Optimize your efforts


• Experiment



What Can You  
Measure?

On your ads:


• Impressions

• Clicks + click-through rate

• Conversation rate

• Cost/conversion

• Conversions

• etc.



What Can You  
Measure?

On your landing pages:


• Time on page

• Bounce rate

• Conversion rate

• Heat mapping 

• etc.



What Data Matters?



Zoom Poll



What Data Matters to Widener?

1. Number of conversions (in our case, leads)

2. Cost per conversion

3. Conversion rate



Number of 
Conversions

• Did your campaign 
generate 5 or 500 leads?


• How does this speak to 
your enrollment goals?



Cost per 
Conversion

• Are you getting a return?


• Are your campaigns 
efficient?



Conversion Rate

• Are you regularly engaging 
your audience?


• Is your content 
compelling?


• Are you experiencing 
issues with your page or 
form?



Example From Widener



Program #1

First 3 months of the campaign:

Number of  
Leads

Cost Per  
Conversion

Conversion  
Rate

Month 1 33 $71 2%

Month 2 11 $146 1%

Month 3 29 $55 4%



Program #1

After optimizing the campaign:

Number of  
Leads

Cost Per  
Conversion

Conversion  
Rate

Month 1 107 $19 14%

Month 2 121 $16 17%

Month 3 97 $21 13%



Step 3: Aim for Quality, Not 
Just Quantity



Why Quality?

• Leads are important


• Enrollment is more 
important 



How Can You Measure Quality?



How Can You 
Measure Quality?
Start by:


• Reviewing campaign goals


• Identifying key 
performance indicators 
(KPIs)



How Can You 
Measure Quality?
Then:


• Dig into your CRM


• Review enrollment KPIs


• Use “full picture data” to 
measure quality 



Examples From Widener



Examples From 
Widener
• Goal: Build the top of the 

funnel


• KPIs: Number of leads, 
number of applicants 



Program #1

Full picture data:

Number of  
Leads

Applied Admitted Deposited

90 days 156 18 9 4

365 days 584 80 49 22



Program #2

Full picture data:

Number of  
Leads

Applied Admitted Deposited

90 days 51 6 3 0

365 days 193 16 11 0



Program #3

Full picture data:

Number of  
Leads

Applied Admitted Deposited

90 days 22 0 0 0

365 days 202 2 0 0



How Can You Measure Quality?

• Review campaign goals


• Identify key performance indicators (KPIs)


• Dig into CRM


• Review enrollment KPIs


• Use “full picture data” to measure quality 



Want More Quality 
Leads?
• Perfect your digital 

marketing landing pages 


• Decipher your data


• Aim for quality, not just 
quantity



Questions & Answers


