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AMERICAN UNIVERSITY

ANNE ARUNDEL COMMUNITY COLLEGE

AUGUSTA UNIVERSITY

BALL STATE UNIVERSITY

BOSTON COLLEGE

CALIFORNIA WESTERN SCHOOL OF LAW

CAMPBELL UNIVERSITY

CARROLL COMMUNITY COLLEGE

COLLEGE OF THE ALBEMARLE

COLLEGE OF SOUTHERN MARYLAND

COLLEGE OF SOUTHERN
MARYLAND FOUNDATION

COMMUNITY COLLEGE OF
BALTIMORE COUNTY

CORNELL UNIVERSITY

DALTON STATE COLLEGE

DE ANZA COLLEGE

DUKE UNIVERSITY

FOOTHILL COLLEGE

GARDNER-WEBB UNIVERSITY

ABRIDGED CLIENT LIST

GEORGE MASON UNIVERSITY

GEORGIA TECH

JOHNS HOPKINS UNIVERSITY ENGINEERING FOR
PROFESSIONALS

MEREDITH COLLEGE

MISSION COLLEGE

NC STATE UNIVERSITY

NORTH ORANGE COUNTY COMMUNITY COLLEGE
DISTRICT SCHOOL OF CON ED

NORTHERN ESSEX COMMUNITY COLLEGE

NORTHERN VIRGINIA COMMUNITY COLLEGE

TEXAS TECH UNIVERSITY HEALTH
SCIENCES CENTER

TIDEWATER COMMUNITY COLLEGE

TRIDENT TECHNICAL COLLEGE

UNC CHARLOTTE

UNC CHARLOTTE ADMISSIONS

UNC CHARLOTTE BELK COLLEGE OF BUSINESS

UNC CHARLOTTE EXECUTIVE EDUCATION

UNC CHARLOTTE FOUNDATION

UNC CHARLOTTE PROFESSIONAL SCIENCE
MASTERS IN BIOINFORMATICS

UNC CHARLOTTE MARCHING BAND

UNC PEMBROKE

UNC GREENSBORO ALUMNI ASSOCIATION

UNIVERSITY OF CALIFORNIA
EDUCATION ABROAD PROGRAM

UNIVERSITY OF CALIFORNIA SANTA BARBARA

UNIVERSITY OF THE CUMBERLANDS

UNIVERSITY OF ILLINOIS
CHAMPAIGN-URBANA

UNIVERSITY OF MARYLAND ROBERT
H. SMITH SCHOOL OF BUSINESS

UNIVERSITY OF MASSACHUSETTS SCHOOL
OF PUBLIC HEALTH AND HEALTH SCIENCES

UNIVERSITY OF NEW HAVEN

UNIVERSITY OF VIRGINIA

UNIVERSITY OF VIRGINIA CURRY
SCHOOL OF EDUCATION

VIRGINIA TECH

WAKE TECH COMMUNITY COLLEGE

WEST VALLEY COLLEGE

WESTERN CAROLINA UNIVERSITY

WESTERN PIEDMONT COMMUNITY COLLEGE
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WHAT ABOUT YOU?






AGENDA

Steps to creating Digital Marketing Plan

What does your funnel look like?

Matching your Funnel against Digital Channels

Digital Media Planning Worksheet

3 Case Studies

O&A




DIGITAL
MARKETING
PLAN




What are we trying to achieve here?



« FACEBOOK ADVERTISING,
DIGITAL VIDEO, RETARGETING,
GEOFENCING, SOCIAL MEDIA,

CONTENT MARKETING, MOBILE

APPS, YOUTUBE, SEARCH
MARKETING, EMAIL NURTURING,
STREAMING RADIO, EMAIL LIST
RETARGETING, DISPLAY
ADVERTISING. SPOTIFY VIDEO



STRATEGY



WHERE TO INVEST

&

WHERE NOT TO INVEST




Okay, so how do you do that?
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Current State

9,

Vision Analytics

Interviews Audit






Funnel Approach to Media Planning



ENGAGEMENT FUNNEL

MIDDLE

BOTTOM

« Awareness

« Inquiries

« Registrations & Enrollment
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Digital Channels
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Display Video Channels

Content Marketing Streaming Radio
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Search

Mobile Apps

<LK«

List Retargeting

Retargeting /
Remessaging

Social Media



BOTTOM

Email Nurturing
Campaigns

B

Retargeting - Time
Sensitive Creative



GOAL:
DRIVE ENROLLMENT INTO
4-YEAR TRANSFER PROGRAM
VIA DIGITAL MARKETING



ENGAGEMENT FUNNEL

MIDDLE

BOTTOM e









Client:
UNC CHARLOTTE MBA MARKETING CHALLENGES:

- Highly competitive program
-» Formidable competitors as neighbors

- Strong University awareness, medium

Top of program awareness

Funnel

Middle of
R Funnel
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UNC CHARLOTTE
BELK COLLEGE of BUSINESS




RESULTS

1.65M IMPRESSIONS

3990 CLICK THROUGH RATE

4.2070 LANDING PAGE CONVERSION RATE

$53.25 COST PER ACQUISITION







Client:
UNC CHARLOTTE MARKETING CHALLENGES:

Master's in Bioinformatics
- Relatively new program at UNC Charlotte

> Few people understand what
“bicinformatics” is

- Target audience could have any number

Top of
of undergraduate degrees

Funnel

- Current undergrads as well as recent
grads

- Very limited budget



*

BIOLOGY + BIG DATA = .
BIOINFORMATICS

MODEL A PANDEMIC, STOP ZIKA

BIOLOGY + BIGDATA= W oo )
BIOINFORMATICS ACCEPTING

SEQUENCE 1000 HUMAN GENOMES, MAKE SMARTER PHARMACEUTICALS

APPLICATIONS

LEARN MORE AT BIOINFORMATICS.UNCC.EDU/MASTERS S\."g

-\l\.f}; TALK To AN UNC CHARLOTTY
W ADVISOR TOI MASTER'S IN BIOINFORMATICS

DECODE THE
LANGUAGE OF LIFE

% MASTER'SIN = DECODE THE LEARNMORE > JNSWRNM  LEMRNNORE

oo BIOINFORMATICS LANGUAGE OF LIFE ' ' AVAILAB
LEARN MORE >




RESULTS

3.7M IMPRESSIONS

2290 CLICK THROUGH RATE

$1.37 COST PER CLICK
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Client:
College of The Albemarle

All Programs

Top of R
Funnel

Middle of
R Funnel

MARKETING CHALLENGES:

i L ¢ L ¢ U

High general awareness but...
Educating audience on broad offerings
Aligning programs with possibilities
Increasing inquiries

Then nurturing them

Very limited budget
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!S\T/;R};T?%;’TF}"{’ WAS MORE CAREER IN

EXPLORE CAREERS
IN BUSINESS

THAN A HOBBY?

INDUSTRIAL
TECHNOLOGY

ONE STEP

Classes start

JANUARY 8w

3% ALBEMARLE

WHAT'S 8% COLLEGE
NEXT?

TRANSFORM
YOUR
TOMORROW

ONE STEP AT COA
CAN TRANSFORM
YOUR TOMORROW

EXPLORE COLLEGE AND
CAREER POSSIBILITIES

EXPLORE THE
POSSIBILITIES

WHAT'S NEXT?
TRANSFORM YOUR

TOMORROW

TRANSFORM YOUR = yourthE

TOMORROW  caweus




oo COLLEGE

“* ALBEMARLE

Explore Your Possibilities

Whatever your talents and passions, there is a meaningful, satisfying career or college path that taps into your full
potential. Explore the possibilities below to see how you can transform your tomorrow.




#% COLLEGE
¥ AUBEMARLE

Health Sciences & Wellness Careers

Whether you'rs interested In nursing and patient care or ruming 8 medical office, a meaningful, purpose-driven career In
healthcare or weliness |8 just one program, one degree, one certiicals away

_“ PN _
CRIATY
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Registered Nurse Salary in NC
Frows hoeptes %0 hoath agerves. dootars’ offose 10 o
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Job Outlook
+20%
CGrowth

("OA Programs
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Four-Year Transfer

Save thousands of dollars. Improve your chances for admission and scholarships to your dream school. Learn from
excellent, passionate professors. Discover your academic passion. Get a head start on your career. Whatever your
motivations, launching your four-year degree journey at College of The Albemarie will transform your future.

Save
Given the rising costs of colloge, starting your four-year journaoy

at COA can halp you save tons of thousands of doliars In costs,
minimiang the burden of costly student Ioans. '

On averago, studants who oarn two-yoar cogrees at COA
bofome transferring save $30,000 compand 10 students who

on college, depending on your four-

attend NC public institutions, and that number rises to as year institution
high as $70,000 compaed 10 thoss who attend private and
out-of-stite schocls




RESULTS

31970, .76970, 2.85%0 CLICK THROUGH RATE

$.73, $.47, $2.62 COST PER CLICK

-23%0, .8%0, 7070 CONVERSION RATE




RESULTS

SUCCESSFUL BRAND LAUNCH THAT
GENERATED A TON OF ENTHUSIASM

GREAT ROl WITH ABOVE AVERAGE CLICK-
THROUGH, CPC, CPM RATES

STRONGER PARTNERSHIP THAN EVER
BETWEEN MARKETING AND ENROLLMENT

90970 ENROLLMENT NET INCREASE IN THE
FIRST YEAR, REVERSING A 5-YEAR SLIDE!
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DETERMINING YOUR LANDING PAGE TRAFFIC

Goal: # of Students Enrolled

Accepted to Enrolled (Enrollment Rate)

# of Accepted Students

Accepted vs. Applied Rate (Acceptance Rate)
Applications Needed

Inquiry to Application Rate

Inquiries Needed

Landing Page Conversion Rate

# of Visitors to Landing Page Needed



DETERMINING YOUR LANDING PAGE TRAFFIC

Goal: # of Students Enrolled

Accepted to Enrolled (Enrollment Rate)

# of Accepted Students

Accepted vs. Applied Rate (Acceptance Rate)
Applications Needed

Inquiry to Application Rate

Inquiries Needed

Landing Page Conversion Rate
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DETERMINING YOUR LANDING PAGE TRAFFIC

Goal: # of Students Enrolled

Accepted to Enrolled (Enrollment Rate)

# of Accepted Students

Accepted vs. Applied Rate (Acceptance Rate)
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Inquiry to Application Rate
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# of Visitors to Landing Page Needed
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DETERMINING YOUR LANDING PAGE TRAFFIC

Goal: # of Students Enrolled

Accepted to Enrolled (Enrollment Rate)

# of Accepted Students

Accepted vs. Applied Rate (Acceptance Rate)
Applications Needed

Inquiry to Application Rate

Inquiries Needed

Landing Page Conversion Rate

# of Visitors to Landing Page Needed

40
700970
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7090
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DETERMINING YOUR LANDING PAGE TRAFFIC

Goal: # of Students Enrolled

Accepted to Enrolled (Enrollment Rate)

# of Accepted Students

Accepted vs. Applied Rate (Acceptance Rate)
Applications Needed

Inquiry to Application Rate

Inquiries Needed

Landing Page Conversion Rate

# of Visitors to Landing Page Needed

40
700970
S7
709/0
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DETERMINING YOUR LANDING PAGE TRAFFIC

Goal: # of Students Enrolled

Accepted to Enrolled (Enrollment Rate)

# of Accepted Students

Accepted vs. Applied Rate (Acceptance Rate)
Applications Needed

Inquiry to Application Rate

Inquiries Needed

Landing Page Conversion Rate

# of Visitors to Landing Page Needed

40
700970
S7
709/0
82
209/o
408
3.50/0

11,662




< TOP OF THE FUNNEL » <«—— MIDDLE OF THE FUNNEL —»
NATIVE ADS* DISPLAY FACEBOOK FACEBOOK VIDEO SEARCH RETARGETING
IJo Total Landing
Page Traffic
# Visitors to
Landing Page
Needed

Average click
through rate

Total # of
impressions

Average CPM

Average CPC

Total Media Budget
Required




SELECTING YOUR CHANNELS & FORECASTING YOUR BUDGET

» <«—— MIDDLE OF THE FUNNEL —»

<< TOP OF THE FUNNEL
NATIVE ADS* DISPLAY FACEBOOK FACEBOOK VIDEO SEARCH RETARGETING
O/o Total Landin
e 0%%o 200970 1090 5070 400970 25970
# Visitors to
Landing Page
Needed

Average click
through rate

Total # of
impressions

Average CPM

Average CPC

Total Media Budget
Required




TOP OF THE FUNNEL

» <«—— MIDDLE OF THE FUNNEL —»

NATIVE ADS* DISPLAY FACEBOOK FACEBOOK VIDEO SEARCH RETARGETING
e 0%o 20070 1090 5070 40970 25070
# Visitors to
Landing Page 0] 2332 1166 583 4665 2915
Needed

Average click
through rate

Total # of
impressions

Average CPM

Average CPC

Total Media Budget
Required




» <«—— MIDDLE OF THE FUNNEL —»

< TOP OF THE FUNNEL
NATIVE ADS* DISPLAY FACEBOOK FACEBOOK VIDEO SEARCH RETARGETING
e 0% 20070 10%%0 5070 40970 25070
# Visitors to
Landing Page 0 2332 1166 583 4665 2915
Needed
padien oo 0.080%0 0.21%%0 0.83%%0 1.56%0 5.00%70 0.28%0
Total # of
impressions

Average CPM

Average CPC

Total Media Budget
Required




< TOP OF THE FUNNEL » <«4—— MIDDLE OF THE FUNNEL —m»
NATIVE ADS* DISPLAY FACEBOOK FACEBOOK VIDEO SEARCH RETARGETING
e 0% 20070 10970 5070 4090 25070
# Visitors to
Landing Page 0 2332 1166 583 4665 2915
Needed
padien oo 0.080%0 0.21%%0 0.83%%0 1.56%0 5.00%70 0.28%0
e 0 1,110,648 140,504 37,378 93,294 1,041,233
Average CPM
Average CPC
Total Media Budget
Required




< TOP OF THE FUNNEL » <«4—— MIDDLE OF THE FUNNEL —m»
NATIVE ADS* DISPLAY FACEBOOK FACEBOOK VIDEO SEARCH RETARGETING
e 0%o 20070 1090 5070 40570 25070
# Visitors to
Landing Page 0 2332 1166 583 4665 2915
Needed
padien oo 0.08%0 0.21%0 0.83%0 1.56%0 5.00%70 0.28%0
e 0 1,110,648 140,504 37,378 93,294 1,041,233
Average CPM $2.00 $6.00 3$11.75 $98.00 $6.50
Average CPC
Total Media Budget
Required




SELECTING YOUR CHANNELS & FORECASTING YOUR BUDGET

IJo Total Landing
Page Traffic

# Visitors to
Landing Page
Needed

Average click
through rate

Total # of
impressions

Average CPM

Average CPC

Total Media Budget
Required

TOP OF THE FUNNEL

» <«—— MIDDLE OF THE FUNNEL —»

NATIVE ADS* DISPLAY FACEBOOK FACEBOOK VIDEO SEARCH RETARGETING
O%/o 200/o 10970 990 40090 250970
O 2332 1166 583 4665 2915
0.086%70 0.2190 0.83%0 1.56%70 5.0090 0.28%/0
O 1,110,648 140,504 37,578 93,294 1,041,233
$2.00 $6.00 $11.75 $98.00 $6.50
$0.00 $2,221.30 $843.02 $439.19 $9,142.86 $6,768.01




SELECTING YOUR CHANNELS & FORECASTING YOUR BUDGET

IJo Total Landing
Page Traffic

# Visitors to
Landing Page
Needed

Average click
through rate

Total # of
impressions

Average CPM

Average CPC

Total Media Budget

Required

TOP OF THE FUNNEL

» <«—— MIDDLE OF THE FUNNEL —»

NATIVE ADS* DISPLAY FACEBOOK FACEBOOK VIDEO SEARCH RETARGETING
O%/o 200/o 10970 990 40090 250970

O 2332 1166 583 4665 2915

0.086%70 0.2190 0.83%0 1.56%70 5.0090 0.28%/0

O 1,110,648 140,504 37,578 93,294 1,041,233

$2.00 $6.00 $11.75 $98.00 $6.50

$0.84 $0.95 $0.72 $0.75 $2.50 $2.52

$0.00 $2,221.30 $843.02 $439.19 $9,142.86 $6,768.01




# Visitors to Landing Page Needed
Average click through rate

Total # of impressions

Average CPM

Average CPC

Total Media Budget Required

11,662

0.48%/o
2,423,057
$8.01
$1.66

$19,414.38
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Key Takeaways

Do research and understand your SWOT and audience

Determine weaknesses in the funnel

Focus media buys, don't spread too thin

Personalize the spreadsheet with your own KPIs

info.VisionPointMarketing.com/PRIMA
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