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Fear
Of
Missing
Out



Why Do I Have FOMO?

Audience

● Seeing and hearing about something 
that’s new and afraid of being 
uninformed

● My competitor seems to be doing 
better?!? My competitor is doing 
something we’re not?!? (Based on the 
one TikTok from my competitor)

● I’m not meeting my goals. What is 
working? There must be something 
better!



Where Are We Headed

Audience

● Stay Grounded: starting in strategy

● The Shiny New Opportunities

● The Old is New Again

● Fighting FOMO



Two Types of FOMO in Digital Marketing 
Technology-Based

● New channels
● New tactics/formats

Competitor-Based

● They know something I don’t know
● They are doing more or better
● Marcia, Marcia, Marcia!

Strategy



Don’t Panic!



Always Be Rooted 
in Strategy



Strategy

● What is the primary goal?

● Who is my audience?

● What am I doing that’s meeting my goals?

● What am I doing that misses my goals or isn’t getting me all the way there?

● Do I have secondary goals?



Setting A Goal

A Good Goal is:

● Clearly defined

○ You understand your goal and are specific in purpose, scope 
and meaning

● Measurable

○ You can reliably track performance through metrics and 
KPIs using the tools you have available

● Actionable

○ Your goal is attainable and you have the resources and tools 
needed to attain it



Impressions, ad recall, brand lift

Clicks, organic searches, page views, 
content engagement

Submit inquiry, add to cart, attend webinar, 
event RSVP, download program guide

Application, purchase, registration

Defining Success Metrics

10

Goal Metric



Know Your Audience

● Segments - how many audiences do you have if you had to group 
them?

● Demographics - these can be broad but are important when 
reviewing potential new channels

● Geographics - where are they?

● Interests - conducting a little research with current students can 
do a long way to understanding what channels they use and what 
content topics interest them most



Shiny New 
Opportunities



New Tactics, New Networks, New Formats, Oh My!

Streaming Audio Mobile Video Social Video

Category Leader Spotify TikTok
Facebook & 
Instagram

Alternative Provider Pandora Snapchat YouTube

Top of Funnel: Awareness ✔ ✔ ✔

Upper Middle Funnel: Engagement
Some Banner 
Opportunities

some Lead Gen Ads

Lower Middle Funnel: Traffic n/a some ✔

Bottom of Funnel: Inquiry or Apply n/a some ✔



TikTok & Snapchat
TikTok #6 downloaded app. Ad purchasing 
capabilities have matured on both platforms.
Snapchat reaches over 75% of the millennial 
and Gen Z population in the US.

● Who is the audience – TikTok most 
Downloaded App in 2021 – more popular 
than Instagram for Gen Z, 

● TikTok Goals – Reach, traffic, views, 
conversions, app installs

● Snapchat Goals – Traffic, calls and texts, 
app installs

● Which messages/content – Authentic, 
fast-paced, visual appeal, strong hook

● Undergraduate – Yes
● Graduate – No, for right now – concerned 

about the context

Reach

Traffic

Views

Leads



https://docs.google.com/file/d/1ikHKYLPpFcJLwZ3bG4z9YghAbOs5zlhd/preview


Social Video
Includes Facebook Stories, Instagram Reels, and 
YouTube.

● Who is the audience – Similar audience to 
TikTok

● Which strategies are working – Need to 
draw people in quickly, fast-paced, clear 
messaging

● Which messages/content – Focus on one 
point

● Undergraduate – Yes
● Graduate – Yes – more varied content and 

platform demographics lean older

Reach

Traffic

Views

Leads



Streaming
Streaming presents opportunities to deliver 
awareness level messaging to a passive audience, 
as well as run more engaging campaigns taking 
advantage of the reach through the app.

● Who is the audience – A wider audience to 
reach almost any type of audience: do 
behavior-based and interest-based 
targeting

● Which strategies are working – Broadcast 
ads for awareness + display or video ads that 
can drive clicks

● Which messages/content – Awareness 
“elevator pitch” - consider testimonials

● Undergraduate – Yes
● Graduate – Yes

Reach

Traffic

Listens

Leads



Streaming



A Test is Best

Audience

When incorporating a new channel into your marketing mix, it is best to set your first campaigns as 
tests.

How to run a test to see if a channel performs successfully:

● Plan a campaign for at least 60 days or 90 days - new digital channels and campaigns often need 
a few weeks to ramp up and begin optimizing to your set goals

● Provide adequate budget - new channels and campaigns will typically be more expensive to start 
and will need sufficient funding to ensure they have the best chance of producing enough 
performance data within the 60 - 90 days to evaluate success

● Include multiple creative variations - especially if the new channel is a new medium for you, you 
want to get some insights on which messages, images or video work best for this channel and this 
audience

● Report, compare and contrast - as your campaign runs, compare the performance metrics 
against your goals and other marketing campaigns to determine if it is worth a continuing 
investment, further testing or better suited for other purposes



The Old Is New Again



74% of Digital Spend on 3 platforms



The “Old” is New Again
How has Google changed 

● Audiences

● RLSA – Remarketing List Search Ad (remarketing list + keywords)

● Performance Max

● Keyword changes

● Responsive ads



The “Old” is New Again
How has Google changed - blurring the lines between tactics for more nuanced targeting

1. If you are not linking keyword and audience strategies, you are missing out!
a. RLSA – Remarketing List Search Ads (remarketing list + keywords)
b. Custom Intent Audiences – Leverage search behavior when they are not searching

2. Performance Max
a. Google is taking the reins when it comes to targeting across all networks

3. Keyword changes
a. RIP Modified broad match, Long Live Phrase Match

4. Responsive ads
a. RIP Extended Text Ads, Long Live Responsive Search Ads*
b. In some instances we have found certain headlines not getting served and are testing 

the opportunity to prescribe Responsive Ads so they perform like Extended Text Ads



The “Old” is New Again
Social Networks are in a post iOS14 world, with audience definitions less 

precise impacting targeting, messaging, and overall reach of each network

There is still value in the audiences they contain, and have found shrinking 

the conversion path can help drive results in this new reality, leveraging 

in-network lead gen forms.

To overcome lead quality concerns, we are leveraging conversation ads across 

LI & FB to engage and offer CTAs to help audiences self-qualify.



The “Old” is New Again
LinkedIn

● Conversation Ads (chatbot ads)

● Lead gen forms

Facebook

● Conversation Ads (chatbot ads)

● Lead gen forms

● Cookies & Third-party data and iOS



Fighting FOMO



1. Set Expectations – Stop FOMO before it starts

Before launching 

do some back of 

the napkin math to 

level set 

expectations.

Fighting FOMO



1. Set Expectations – Stop FOMO before it starts

Google wants to 

be more 

predictive these 

days.

Fighting FOMO



2. Reframe Your Perspective

What channels are working?

How does the year-over-year look?

Look at all of the touchpoints for 

opportunities to optimize.

Fighting FOMO



3. What Are Your Competitors Really Doing?

Time to Do Some Research

Free!
Check out the display ads used 
by any brand.
● What’s the message?
● What are the run dates?



3. What Are Your Competitors Really Doing?

Fighting FOMO

Free!
See all of your competitor’s 
Facebook ads.
● What’s the message?
● What are the run dates?



3. What Are Your Competitors Really Doing?

Limited Access for Free
See all of your competitor’s paid 
search ads, keywords, landing pages.



4. Work on End-to-End Analytics

Fighting FOMO

Connect ads to RFI and to applications.

Accept progress not perfection.

Supplement with Google Analytics 
conversion goals.

Dig in and show your impact – and be 
prepared to have the conversation.

UP NEXT

Tracking Marketing 
Campaigns in Slate
OHO U | May 2022



5. Interview and Research Your Students

Understanding why 

students pick you – 

especially over your 

direct competitors – is a 

top way to reduce friction 

in the funnel.

“The best way to differentiate is 
to discover a compelling story 
that is true to your institution but 
also makes sense to the market.”

“Differentiation is the secret 
sauce of success for institutions.”

From Stop Playing it Safe – The 
Peril of the Generic College



Fighting FOMO

1. Set Expectations

2. Reframe Your Perspective

3. What are your competitors really doing?

4. Work on end-to-end analytics

5. Stop being generic



Q&A
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