
Learn the 3 Essential Digital  
Marketing Strategies  
to Drive Enrollment 

Forget  
Silver  
Bullets



Where We’re Headed

What’s silver bullet thinking? 

What’s the alternative? 

Why is it better? 

How do I do it at my school? 



Let’s agree on the goal



A Silver Bullet Is:

A direct and effortless 
solution to a problem



The Problem

Schools or programs 
need to increase 
enrollment.

NEW STUDENTS! 
A FULL CLASS! 

WE WIN! 
NO PROBLEM! 

PAID DIGITAL ADS

SILVER BULLET THINKING

Paid digital campaigns 
are seen as the quick 
solution to close the 
enrollment gap. 

The Solution



Silver Bullet Thinking Skips Over

1. What’s the market demand for this degree? 

2. How long is the recruitment cycle? 

3. Is this degree the right product and 
positioning? 

4. What budget is required to reach the 
enrollment goals?



Silver Bullet Assumptions

1. Google ads are inexpensive 

2. Ads lead to students 

3. Any school can offer any program 

4. Digital ads are simple





Myth Busting: Digital Ads Are Inexpensive 

2013: $1.49 CPC

2021 
“UNIVERSITY OF 
TORONTO MBA” 

$6.87 CPC

2021 
“MBA” 

$25.07 CPC

90,500 x 3% x $25 = $67,000 MONTH



Myth Busting: Conversion 

PRODUCES

AD CLICK-THROUGH-RATE 

3.6%

INQUIRE 

4.9%

APPLICATION

ACCEPTANCE

90,500

3,258

160

A LOT FEWER 
THAN 

EXPECTED 



Myth Busting: Any School Can Run Any Program  

Lower marketing and 
enrollment costs can occur 
when your programs align 
with the market’s 
perception of your brand. 

This overlap should be 
considered by conducting 
competitive market 
research.

REDUCED 
MARKETING & 
ENROLLMENT 

COSTS 

PROGRAMS 
ALIGN WITH 

BRAND



Myth Busting: One and Done



OHO INTERACTIVE

LEAD GENERATION 
PAID, DIRECT, ORGANIC

INQUIRE

APPLICATION

ACCEPTANCE

MATRICULATION

TIP OF THE ICEBERG

BRAND

LEAD NURTURE 
EVENTS, EMAIL, ADS, DIRECT, 

BRAND, ALUMNI



The  
3 Essential 
Digital  
Marketing 
Strategies  
to Drive 
Enrollment 



Building a Sustainable Lead Generation Process

1. Need to purse strategies in paid, 
direct, and organic.  

2. Need to optimize at every step. 

3. Need to have an end-to-end 
measurement strategy



Paid Digital 
Campaigns

Organic 
Content Marketing

Website 
Direct Lead Capture

LEAD-TO-ENROLLMENT 
MULTI-TOUCH REPORTING

REACH NEW AUDIENCES 
QUICKLY

GENERATE “FREE” TRAFFIC 
BUILD COMPETITIVE  

ADVANTAGE

DECREASE “STEALTH” BY 
CAPTURING  PROSPECTS 

ALREADY AWARE & 
INTERESTED



Enrollment Marketing: Campaign Overview



Strategy 1: Paid Digital Campaigns

PAID TRAFFIC
Ads

LEADS

UNCONVERTED

Dedicated Landing Page

AdsAds

Re-targeting

MOST EFFECTIVE? 
PAID SEARCH ADS

CRMHIGHLY QUALIFIED 
RETARGETING POOL 

____ 

BUILD BRAND 
RECOGNITION 

____ 

DRIVE TO DEADLINES



How Do We Optimize Targeting & Conversion?

PLATFORM SELECTION 
AUDIENCE TARGET 
CREATIVE OPTIMIZATION

Ads

Dedicated Landing Page

Ads

Re-targeting



TEST WITH 150 USERS. 
12% PREDICTED INCREASE.

BRAND TESTS BETTER

SUB-HEAD TESTS BETTER

Pre-Testing Ads
A

B



Landing Pages



IMPRESSIONS 
50,000

INQUIRES 
2,000

APPLICATION 
60

ACCEPTANCE 
48

MATRICULATION 

24

4%

3%

80%

50%

Optimization By the Numbers

IMPRESSIONS 
50,000

INQUIRE 
3,500

APPLICATION 
175

ACCEPTANCE 
140

7%

5%

80%

50%MATRICULATION 

70

PLATFORMS. 
AD COPY. 

AUDIENCES & KEYWORDS.

LANDING PAGE. 
CONSISTENT MESSAGES.

EMAIL & PHONE CALL. 
RETARGETING. 
REMARKETING.



What’s Working Right Now? Graduate, Adult, & Online Education

• Strategic approach to targeting  

• “Similar but different” degrees/
programs 

• Hyper-targeted in key regions where 
alumni (Thus awareness) is high



What’s Working Right Now? Undergraduate
Broadly, digital channels play a supporting role in undergraduate marketing mix – targeting to families 
receiving emails, direct mail, and pushing for deadlines.  

• IP-targeted campaign – using the purchased lists from the College Board, find the “digital address” of 
individuals and target these households 

• Geofencing – based your target states, county, towns or high schools, we can direct your advertising 
directly to these geographies. 

• Retargeting – we can target prospects who the visit the website or landing pages with re-targeting/re-
marketing ads to keep Champlain top of mind, promote events, and reinforce key marketing messages 

• Paid Search to target unique degrees –targeting unique degrees or pre-professional can be a strong 
strategy. This strategy is best when the degree is very specific, teaches a unique tool or approach, and 
is not. 

Strong message strategies for undergraduates: 

• Build awareness – lead with school brand, third-party, outcomes, unique programs, and primary and 
secondary differentiating messages 

• Highlight dates – call out events, deadlines, and financial aid/scholarship offers



Strategy 2: Content Marketing

PROGRAM OR  
BRAND 

CAMPAIGN

MAIN .EDU WEBSITE

ARTICLES

ORGANIC TRAFFIC

TARGETED BRAND AWARENESS RETARGETING CAMPAIGN

A content marketing strategy reaches an audience not yet considering a 
graduate program by producing content that is of general business interest 
that can be found by means of organic search.



Strategy 2: Content Marketing Goal

Organic Search Value (Per Month) First Page Keywords

1. Harvard Business School $61,732 3,102

2. Chicago – Booth $39,111 847

3. Stanford $21,927 785

4. MIT – Sloan $18,533 373

5. Houston – Bauer $13,633 579

6. NYU – Stern $13,332 680

7. Vanderbilt – Owens $8,640 867

8. USC – Marshall $8,263 323

9. Northwestern – Kellogg $7,341 736

EQUIVALENT PPC COST



Strategy 2: Content Marketing Goal

Process

WRITE TO ANSWER 
QUESTIONS

WIN FEATURED SNIPPETS



Strategy 2: Content Marketing How
ARTICLE WRITTEN  

OPTIMIZED TO KEYWORDS

ARTICLE CONNECTS TO 
PROGRAM PAGE

CAPTURE INQUIRIES



Strategy 2: Content Marketing How PICK KEYWORDS WITH 
TRAFFIC & THAT ALIGN 

WITH YOUR BRAND



Strategy 2: Organic Optimization

MAIN WEBSITE: PROGRAM PAGES

ORGANIC TRAFFIC

Optimizing the degree/program pages 
on the main website to reach branded 
and unbranded traffic.

OPTIMIZATION TIP 

DEGREE NAME + 
LOCATION + 
MODALITY



Strategy 2: Organic Optimization Goal

4 PAID ADS

#1 ORGANIC PAGE

PROGRAM PAGES 
TOP SEO PRIORITY FROM  

A LEAD AND BUDGET 
PERSPECTIVE



Strategy 2: Content Marketing How
• Technical Challenges – These relate to server speed, 

page load, efficiency of code, and mobile readiness. 

• Global Changes – These might related to XML site 
maps, meta descriptions, structure of templated code 
or set-up of the CMS to allow for optimization (meta 
descriptions, title tags, URL structure). 

• Appearance across Google – There are likely edits to 
the information that Google is using in the 
knowledge panels, maps, and listing. It’s mostly 
content editing in the Google business profile, 
wikipedia edits, cleaning up image alt tags, looking at 
reviews, and editing YouTube video. 



LEADS

UNCONVERTED

Strategy 3: Website Optimization

MAIN WEBSITE

DIRECT TRAFFIC

Capturing leads from prospects that are 
already aware of your school and 
interested in your programs.

Ads

Re-targeting

RETARGETING

PERSONALIZED 
CALLS TO ACTION



Strategy 3: Website Optimization



Strategy 3: Website Optimization



Paid Digital 
Campaigns

Organic 
Content Marketing

Website 
Direct Lead Capture

LEAD-TO-ENROLLMENT 
MULTI-TOUCH REPORTING



Key Metrics to Monitor
The ultimate goal is to measure enrollments 
generated from the campaign.  

5 Key Metrics to Monitor 

1. Lead Volume  

2. Cost-per-lead 

3. Lead Quality 

4. Applications 

5. Cost-per-application

• Connect campaign to website 
activity. 

• Monitor aggregate data 
• Track events/conversions

• Connect activity to  
individual records 

• Pass touchpoints to CRM 
• Use UTM and hidden fields

• Monitor activity and 
performance in ad platforms



Last Touch vs. Multi-Touch
The ideal state is to implement multi-touch attribution so that the true measure of each of 
the touch points – paid and unpaid – can be understood and evaluated.   



Growing Your Enrollment

1. Digital marketing can have a direct impact 
on your enrollment goals. 

2. Build a system that captures leads from 
multiple touch points and demonstrates 
impact. 

3. Adopt a growth mindset – always be 
learning.



Thank 
You!


