


Graduate Enrollment Management
The year was 2017…

The problem: “We need 
more traffic and leads” 

The goal: 20% increase in 
12 months

The Result

781% 80% 32%

Increase in blog 
traffic

Increase in program 
page visits

Increase in captured 
leads



Applying Inbound Marketing Principles to Higher Ed

> Attract customers by creating 
valuable, tailored content

> Target prospects at the earlies 
stages of their decision-making 
journey

> Leverage SEO tactics to increase 
content visibility

Attract

EngageNurture



Elements of Northeastern's Graduate SEO Strategy

SEO-FOCUSED 
BLOG

GATED CONTENT 
ASSETS

MEASUREMENT 
PLAN

OPTIMIZATION 
FRAMEWORK

TECHNICAL 
SUPPORT*



Element #1:
SEO-Focused Blog

• Student Personas

• Keyword Research

• Editorial Calendar

• Content Creation



Blog Goals & Strategy

Deployed as a cost-effective way to support enrollment management’s 
inbound marketing strategy, the blog aims to:

> Increase organic website traffic 
> Address top- and mid-funnel questions from prospective students
> Encourage site engagement and drive leads
> Increase credibility as thought leaders



Develop Student Personas
> Define target segments 

> Identify stakeholders 

> Conduct persona 
interviews

> Uncover and document 
pain points

> Supplement with 
keyword research

Element 1: SEO-Focused Blog



> Leverage tools
» SEMrush
» Ahrefs
» Moz

> Consider keyword importance 
and ranking potential

> Map keywords to student 
journey

Element 1: SEO-Focused Blog

Perform Keyword Research



Establish an Editorial Calendar

> An SEO-driven editorial calendar works as more than just a scheduling document
> Designed for organization, structure, transparency, and planning
> Consider your calendar a working file

Element 1: SEO-Focused Blog



Produce SEO-Friendly Content

Consistency is critical.

> Establish a repeatable content 
creation process

> Balance audience needs and SEO 
best practices

> Develop a blog-specific “style guide” 
for content creators 

Element 1: SEO-Focused Blog



Element #2:
Lead Generating Assets

• Gated Content Offers

• Optimized CTA Placement

• Email Nurture Follow-up



Create Gated Content Offers

Used to convert top-
of-funnel traffic

Informational & 
educational

Focus on searcher 
intent

Career guides, ROI 
calculators, webinars

Element 2: Lead Generating Assets



Optimize Your CTAs

> Experiment with visual and text-
based CTAs

> Consider page placement
> A/B test using Google Optimize & 

Hotjar



Nurture Your Leads

> Direct them back to related 
content

> Develop a dedicated nurture 
stream to continue engaging 
these prospects

> Consider a newsletter to re-
engage readers and increase 
return visits

Element 2: Lead Generating Assets



Real-World Results

7,800%
Increase in monthly 
blog traffic since 
2017

75,000+
blog-generated 
leads



• Critical KPIs

• Tools

• Dashboards

Element #3:
Measuring Performance



Establish Your Critical KPIs

1. Consider your goals
2. Communicate the 

KPIs
3. Gather a baseline
4. Monitor and review

Tactic 3: Measuring Performance



Leverage Tools to Gather Data

Tactic 3: Measuring Performance

Backlink analysis, keyword research, technical audits, SERP tracker, organic 
traffic insights, on-page SEO recommendations

Site explorer, site audits, keyword explorer, link tracker, rankings tracker 

Audience reports, behavioral insights, traffic analytics

Performance overview, campaign-specific tracking, customizable 
dashboards



Create Dashboards to Identify Successes & Opportunities

Tactic 3: Demonstrating ROI



• Content Audits

• Prioritization

Element #4:
Continuous 
Optimization



Conduct Regular Content Audits

Evaluate your performance Revisit product and audience 
messaging changes

Identify content gaps and 
optimization opportunities

Tactic 4: Continuous Optimization



Prioritize Your Optimization Opportunities

> After a while, publishing new content is 
NOT your biggest growth opportunity.

> Tiered approach for exponential results:
1) High-traffic content that is decaying 

(aging, SERP position changes, drop-
off in leads)

2) Content that ranks just beyond the 
first page

3) Non-ranking content targeting high-
volume/institutionally critical 
keywords

4) High-traffic, low converting posts

Tactic 4: Continuous Optimization



• Getting Buy-In

• Limited Resources

Common 
Roadblocks



Roadblock #1:
Getting Buy-In

5 Reasons to Pursue an 
Inbound Marketing Strategy

1) Search visibility matters—93% of 
prospective students start their school 
search on Google.

2) An inbound strategy is both efficient and 
cost-effective. 

3) SEO strategies level the playing field with 
larger institutions. 

4) Simple tools allow teams to analyze 
performance based on real data.

5) Inbound marketing builds trust and 
credibility with audiences to deliver 
long-term results.



Roadblock #2:
Limited Resources

Managing Content Priorities 
(while keeping everyone happy)

1) Consider institutional, enrollment, 
and marketing priorities (and 
politics)

2) Develop a prioritization 
framework 

3) Determine your content 
production cadence 

4) Communicate tactfully with 
stakeholders



Thank You!


