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Of
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It's going on ll!llll
and I'm missing |




Why Do | Have FOMO?

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

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

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

Audience




Wh

ere Are We Headed

Stay Grounded: starting in strategy
The Shiny New Opportunities

The Old is New Again

Fighting FOMO

INTERACETWE



Two Types of FOMO in Digital Marketing

Technology-Based

e New channels
e New tactics/formats

Competitor-Based

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

Strategy



Don’t Panic!




Always Be Rooted
in Strategy




Iﬂ
Strategy

e What is the primary goal?

e Who is my audience?

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

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

e Dol have secondary goals?



|ﬂ
Setting A Goal

A Good Goal is:

e Clearly defined

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

e Measurable

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

e Actionable

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



INTE“CTIVE

Defining Success Metrics

e Goal Metric

-— Awareness Impressions, ad recall, brand lift
S Clicks, organic searches, page views,
‘ o content engagement
®— DeClSlon Submit inquiry, add to cart, attend vyebmar,
event RSVP, download program guide
-—' Action Application, purchase, registration

10



INTERACTIVE

Know Your Audience

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

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

e Geographics - where are they?

e 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




LCHO)

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

Streaming Audio Mobile Video Social Video
Category Leader Spotify TikTok Fﬁ] C;:;;iq&
Alternative Provider Pandora Snapchat YouTube
Top of Funnel: Awareness v v v
Upper Middle Funnel: Engagement Some Bar?ljer some Lead Gen Ads
Opportunities
Lower Middle Funnel: Traffic n/a some v

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



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.

J TikTok %

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

e TikTok Goals — Reach, traffic, views,
conversions, app installs

e Snapchat Goals — Traffic, calls and texts,
app installs

e Which messages/content — Authentic,
fast-paced, visual appeal, strong hook

e Undergraduate — Yes

e Graduate — No, for right now — concerned
about the context






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

INTERACTWE
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Social Video facebook | D YouTube

Includes Facebook Stories, Instagram Reels, and
YouTube.

e Who is the audience — Similar audience to
TikTok

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

e Which messages/content — Focus on one
point

e Undergraduate — Yes

e Graduate — Yes — more varied content and
platform demographics lean older




INTERACTWE

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.

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

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

e Which messages/content — Awareness
“elevator pitch” - consider testimonials

e Undergraduate — Yes

e Graduate — Yes




Streaming

4 f
15 wese

I'm A Believer  The Monkees
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A Test is Best

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:

e 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

e 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

e 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

e 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

Audience



The Old Is New Again




74% of Digital Spend on 3 platforms

Global Ad Spend (2021 vs 2020)
$ Billions, % YoY change

ebiquify Non-digital media

Other digital media ‘

® Amazon.com, Inc.
Google Ads

® Meta Platforms Inc.

m Alphabet Inc.

amazon’
00 Meta

74% of Digital Ad Spend M et a

47% of All Ad Spend

Alphabet

2020 2021

* Amazon breaks down its earnings by ‘Advertising Services' for the first time in Q4 2021, this was bundled in ‘Other’ before.
Historical data is provided from Q3 2020, Q1 & Q2 revenues have been normalized using 6 quarter averages.

Sources: quarterly earnings reports & eMarketer

INTERACET'VE




The “Old” is New Again o\

Google Ads

How has Google changed

e Audiences

e RLSA — Remarketing List Search Ad (remarketing list + keywords)
e Performance Max

e Keyword changes

e Responsive ads



The “Old” is New Again ¢\

Google Ads

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. Insome 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 i0OS14 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.

INTERACTIVE



/ . \ @
The “Old” is New Again | =ooer om com

{ Back Newsletter Opt-in G (§) |

|
| A
- Newsletter Opt-In
LI n ked m@ d @ 0 people like this

e Conversation Ads (chatbot ads)

e Leadgen forms

facebook

e Conversation Ads (chatbot ads)
e Lead gen forms
e Cookies & Third-party data and iOS




Fighting FOMO
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1. Set Expectations — Stop FOMO before it starts

Funnel Estimation Tool: Yield to Leads

cPC $17
Media  $174,897

Before launching

] Impressions 1,028,807
do some back of
Clicks on ads 10,288 1% of ad impressions generate a click
t-’le napkin math tO Leads (form fill) 309 3% of ad clicks results in an inquiry
Lead to Contact 185 60% of leads can be contacted

le V e 1 S e t Lead/App Start 19 10% of leads start an application

. Completed Application 14 75% of started applications are completed
p ¢ Accepted 11 80% of applications are admitted
Yield/Matriculation 10 90% of admitted students matriculate

Fighting FOMO



1. Set Expectations — Stop FOMO before it starts

oogle wants to

e more

redictive these
days.

Fighting FOMO

Your plan can get 280 clicks for $1.2Kand a $6.75 max. CPC® y

Try an automated bid strategy to simplify bidding and find the best CPC

Clicks Impressions Cost

280 34K $1.2K

Daily Budget: $76

CTR

8.3%

Edit  Learn more

Avg. CPC

Add
3429 memccosnverswon

[ RATE THIS FORECAST

° Keywords ¥ n
COLUMNS

|:| Keyword Ad group Max. CPC Clicks Impressions Cost CTR Avg. CPC
D educational leadership Test Terms $10.00 82.26 1,331.63 $399.40 6.2% $4.86
D educational leadership degree Test Terms $6.75 13.21 199.03 $61.18 6.6% $4.63
[J  master of education in educational leader... ~ Test Terms $15.00 5.25 62.07 $42.55 8.5% $8.10
[C] masters in education administration Test Terms $15.00 24.20 292.86 $168.14 8.3% $6.95
[]  masters in educational leadership Test Terms $6.75 2.78 78.12 $11.33 3.6% $4.08
D masters in higher education Test Terms $6.75 158.17 1,490.28 $544.39 10.6% $3.44

1-60f6



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

TTTTTTTTTT



3. What Are Your Competitors Really Doing?

Time to Do Some Research

TAKE
COURSES

that will accelerate
your business and
management skill set

CAPTURE VALUE
CREATIVELY

NYU STERN
EXECUTIVE
MBA LEARN MORE>>

ENYU|STERN

GET AN MS IN RISK
MANAGEMENT
FROM NYU STERN,
ONE OF THE
WORLD’S PREMIER
BUSINESS
PROGRAMS.

TAKE THE
NEXT STEP

EANYU|STERN

| AL pma
CLICK FOR - EINYU|STERN
MORE INFO >

EINYU|STERN

GET NEW
YORK CITY
BUSINESS
SMART

Gwvoisrenn  NYU STERN EXECUTIVE MBA
GET AN MS

0 RLD'S PREMIER
BUSINESS PROG!

TAKE THE NEXT

NYU|STERN

NYU STERN
EXECUTIVE
M BA LEARN MORE>>

NYU STERN

A NEW
BUSINESS DEGREE
FOR TODAY'S
BUSINESS MINDS

STERN
i EXECUTIVE

RS uwat
cLickFOR o, EINYU[STERN
MORE INFO *”

INTERACETIVE

Free!
Check out the display ads used
by any brand.

e What’s the message?

e What are the run dates?



3. What Are Your Competitors Really Doing?

@ College of Agriculture and Lif...

University

@ College of Agriculture and Life Sciences at Cornell

i Like © Message Q

March 10 at 10:46 AM - @

A new 3D-printable mask design, inspired by animal noses,
promises easy breathing for users while maintaining similar levels of

s et protection against pathogens found in N95 and surgical masks.

susTkinAsiLITY!

s

Videos See all

CALS CORNELLEDU
Animal noses insp
A new 3D-printable ¢

110

Pi may never repeat itself, but we could...
00 16 Q0 o

14.8K views - 4 years ago

o Like

€ Page transparency See all

@ writeacomnt
4

Most Relevant is selecte¢

College of Ag
University

March 9 at 8:2¢

Facebook is showing information to help you

better understand the purpose of a Page. See
actions taken by the people who manage and
post content.

M page created - March 26, 2013

Q  Page manager locations: United
States, Canada

It's that time of year
the Cornell Maple Pry
producers to help en

Related Pages

ornell Dyson .
s & 1l Like
School
Cornell Nolan School of... o
N 1 Like
College & university
Cornell ILR School Grad...
College & university

1l Like

(= XN

Fighting FOMO

Page transparency X
Page information for College of Agriculture and Life Sciences )
at Cornell University

College of Agriculture and Life Sciences at Corne
University
College & university

Organizations that manage this Page @

B The person or group responsible for this Page hasn't completed our
verification process ye

Page history @
Page created - College of Agriculture and Life Sciences at
™ cornell University
March 26, 2013
People who manage this Page @
Q  Primary countryjregion location for people who manage this Page
includes:

United States (63)
Canada (1)

Ads from this Page

B  This Page is currently running ads.

Go to Ad Library

@ Find support or report Page

Close

Free!
See all of your competitor’s
Facebook ads.

e What’s the message?

e What are the run dates?

Launched February 2022

© Active . @ Active -
Started running on Feb 17, 2022
Platforms @ © Q

This ad has multiple versions @

Started running on Feb 17,2022
Platforms @ © Q
This ad has multiple versions @

1D: 328051755924307 1D: 400164825207604

See ad details See ad details

College of Agriculture and Life Sciences at College of Agriculture and Life Sciences at
Comnell University Cornell University
Sponsored Sponsored

Ensure everyone has access to safe and healthy food with
Cornell's one-year Food Science master's. Request more info
today.

Apply food science principles to ensure safe and healthy food
for all with a Comell one-year Food Science master's. Request
info,

CornellCALS & Master of Food Science CornellCALS = Master of Food Science

MASTERS.CALS CORNELL EDU
Master of Food Science
Comell CALS | 1-yr Master's

MASTERS.CALS.CORNELL EDU
Master of Food Science
Comell CALS - Hthaca, NY

Learn More Learn More

MasTERS
Master of Food Science
Comell CALS - thaca, NY.

INTERACTIVE

@ Active
‘Started running on Feb 17, 2022

Platforms @ © Q

This ad has multiple versions @

1D: 477375573860605

See ad details

College of Agriculture and Life Sciences at
Cornell University
Sponsored

Learn from Comell’s world-renowned faculty with a one-year,
course-based Master of Food Science. Request information.

Mastor of Food Science

ORNELL EDU

Learn More



3. What Are Your Competitors Really Doing?

Keywor

fashion merchandising
certificate

hotel management courses Johnson & Wales Universif

nyc

Ad Copy

Last Seen

Johnson & Wales University - BS

in Fashion Merchandising
hitps:/fonlineeducation.jwu.edu/bs/fashion
Build Your Résumé with Related Work
Experiences that Employers are

Seeking. Learn More!

Online Hospitality Mngmnt BS
https:/fonlineeducation jwu.edu/bs/ospitali
Build Your Résumé with Related Work
Experiences that Employers are

Seeking. Learn More!

8552368491

FIND YOUR PROGRAM

BACHELOR OF SCIENCE -
FASHION MERCHANDISING &
RETAILING

e et m Ad Copy @

BACHEL
ase

Johnson & Wales University - MBA-
Fashion Merchandising MG
tps-oninoeducation s scmba:

exprinced practones

Johnson & Wales Hospitaity.-
Johnson &

02/15/2022

9735

Destination Url

hitps/onlineeducation jwu.ed
wprog.

4

LANDING PAGE URL:
https://onlineeducation.jwu.edu/programs/undergrad/bs-fashio...

dogrososptalty
Pursue your MBA - Hospaly dogroo wit
B courses in ur anine gracuste
program.

managemontgibat fashion

9359

Wiprograms/graduate/mba-hospit
ali

hitps/onlineeducation jwu.ed

%049

management We ofe nogeot, caeer
focused, 100% onine laing Fom
experinced practoners. Accelersted
Leamiog. N

dising Managem

.- Online
‘Culinary Arts Degree

8596 -
ogrooictnary-ans Wlprograms/undergrad/bs-culina
Pursue you 8.5 e t
Servcs Managoment dogroowih our
onine program.
Johnson Online

Hospitality Mogmnt BS

Buld Your Résums wih Reiated Work

Loam ore!

Johnsons

Johnson & Wales University -BS in

Eashion Merchandising

tps.oninoeducatin jw sdubsfashion

Buld Your Résums wih Rlsted Work

Experinces that Employers are Seeking.
More!

8403

832

htpsdioniineeducation jwu.ed
wiprograms/undergrad/bs-hospit
alty-management

htpsz/oniineeducation jwu.ed
Wiprograms/undergrad/bs.fashion
merchandising retailing

Limited Access for Free

al iSpionage

A TapClicks company

See all of your competitor’s paid
search ads, keywords, landing pages.

Group That
Trigeers The Ad @

Monthly Traffic
To This Ad

130

200

A
Rank

“Z Ad Keywords

nnenucnvs

&3]

Keyword Avg Search Volume | CPC | First Seen | Last Seen

colleges that offer fashion

merchandising

fashion merchandising graduate

programs

fashion merchandising school

online fashion merchandising

degrees

online fashion merchandising

fashion marketing and
management schools

colleges with fashion marketing

majors

fashion marketing and
management colleges

online fashion marketing

accredited online fashion design

schools

70

70

40

30

20

20

20

20

$14.03

$12.41

$11.95

$35.95

$13.71

$15.71

$26.51

$33.69

$15.87

$29.19

5/18/2021

4/29/2021

9/22/2021

10/10/2021

9/29/2021

10/2/2021

2/19/2022

2/21/2022

5/20/2021

9/19/2021

5/18/2021

2/26/2022

9/22/2021

10/10/2021

9/29/2021

10/2/2021

2/19/2022

2/21/2022

5/20/2021

9/19/2021



4. Work on End-to-End Analytics

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.

Fighting FOMO

INTERA[:TIVE

UP NEXT
Tracking Marketing

Campaigns in Slate
OHO U | May 2022
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5. Interview and Research Your Students

Unde rstandlng Why “The best way to differentiate is
to discover a compelling story
. that is true to your institution but
StUdentS ple you — also makes sense to the market.”
. “Differentiation is the secret
eSpeC]-a]-]-y Over your sauce of success for institutions.”

dlreCt Competltors — ]_S a From Stop Playing it Safe — The

Peril of the Generic College

top way to reduce friction
in the funnel.



Fighting FOMO

1
2
3
A
5

. Set Expectations

. Reframe Your Perspective

. What are your competitors really doing?
. Work on end-to-end analytics

. Stop being generic



— Q&A




