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16
YEARS (AND COUNTING) 

98%
REVENUE IN HIGHER ED 11

CONFERENCE  
PRESENTATIONS 

IN PAST YEAR 

23
FT EMPLOYEES 

BY THE NUMBERS 4
STATES:  

NC, FL, CO AND MD 

#4
ON NORTH CAROLINA 
TOP EMPLOYERS LIST 



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 

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

ABRIDGED CLIENT LIST
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?WHAT ABOUT YOU?



A “CREATIVE GUY” TALKING ABOUT SPREADSHEETS & DATA!?



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 

Q&A

AGENDA



DIGITAL 
MARKETING 
PLAN 

CREATING YOUR



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?







Funnel Approach to Media Planning



TOP

MIDDLE

BOTTOM

ENGAGEMENT FUNNEL

Awareness>

Inquiries>

Registrations & Enrollment>



Engagement Funnel Digital Channels

Streaming Radio

TOP

DIGITAL MARKETING CHANNELS

Video ChannelsDisplay

Content Marketing



List Retargeting

Search Retargeting /
Remessaging

Mobile Apps Social Media

MIDDLE



Email Nurturing 
Campaigns

Retargeting - Time 
Sensitive Creative

BOTTOM



GOAL:  
DRIVE ENROLLMENT INTO  

4-YEAR TRANSFER PROGRAM 
VIA DIGITAL MARKETING



TOP

MIDDLE

BOTTOM

ENGAGEMENT FUNNEL

  ->

+/->

  +>



CASE  
STUDIES
TRIED & TRUE





Client: 

UNC CHARLOTTE MBA MARKETING CHALLENGES:

> Highly competitive program 
> Formidable competitors as neighbors 
> Strong University awareness, medium 

program awareness  

TOP

MIDDLE

BOTTOM

Top of  
Funnel >

Middle of 
Funnel>





RESULTS

$33.25 COST PER ACQUISITION

4.2% LANDING PAGE CONVERSION RATE

.35% CLICK THROUGH RATE

1.65M IMPRESSIONS





Client: 

UNC CHARLOTTE  
Master’s in Bioinformatics 

MARKETING CHALLENGES:

> Relatively new program at UNC Charlotte 
> Few people understand what 

“bioinformatics” is 
> Target audience could have any number 

of undergraduate degrees 
> Current undergrads as well as recent 

grads 
> Very limited budget 

TOP

MIDDLE

BOTTOM

Top of  
Funnel >





RESULTS

$1.37 COST PER CLICK

.22% CLICK THROUGH RATE

3.7M IMPRESSIONS





Client: 

College of The Albemarle 
All Programs 

MARKETING CHALLENGES:

> High general awareness but… 
> Educating audience on broad offerings 
> Aligning programs with possibilities  
> Increasing inquiries 
> Then nurturing them 
> Very limited budget 

TOP

MIDDLE

BOTTOM

Top of  
Funnel >

Middle of 
Funnel>













RESULTS

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

.31%, .76%, 2.85% CLICK THROUGH RATE

.23%, .8%, 7% CONVERSION RATE



RESULTS

5% ENROLLMENT NET INCREASE IN THE 
FIRST YEAR, REVERSING A 5-YEAR SLIDE!

STRONGER PARTNERSHIP THAN EVER 
BETWEEN MARKETING AND ENROLLMENT

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

SUCCESSFUL BRAND LAUNCH THAT 
GENERATED A TON OF ENTHUSIASM



DIGITAL MEDIA 
CALCULATOR
MATCHING YOUR BUDGET WITH YOUR GOALS



 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
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DETERMINING YOUR LANDING PAGE TRAFFIC



 Goal: # of Students Enrolled 40

 Accepted to Enrolled (Enrollment Rate) 70%

 # of Accepted Students 57

 Accepted vs. Applied Rate (Acceptance Rate) 70%

 Applications Needed 82

 Inquiry to Application Rate 20%

 Inquiries Needed 408

 Landing Page Conversion Rate

 # of Visitors to Landing Page Needed

DETERMINING YOUR LANDING PAGE TRAFFIC



 Goal: # of Students Enrolled 40

 Accepted to Enrolled (Enrollment Rate) 70%

 # of Accepted Students 57

 Accepted vs. Applied Rate (Acceptance Rate) 70%

 Applications Needed 82

 Inquiry to Application Rate 20%

 Inquiries Needed 408

 Landing Page Conversion Rate 3.5%

 # of Visitors to Landing Page Needed 11,662

DETERMINING YOUR LANDING PAGE TRAFFIC



SELECTING YOUR CHANNELS & FORECASTING YOUR BUDGET

NATIVE ADS* DISPLAY FACEBOOK FACEBOOK VIDEO SEARCH RETARGETING

% 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

% Total Landing 
Page Traffic 0% 20% 10% 5% 40% 25%
# Visitors to 
Landing Page 

Needed

Average click 
through rate

Total # of 
impressions

Average CPM

Average CPC

Total Media Budget 
Required

TOP OF THE FUNNEL

SELECTING YOUR CHANNELS & FORECASTING YOUR BUDGET

MIDDLE OF THE FUNNEL



NATIVE ADS* DISPLAY FACEBOOK FACEBOOK VIDEO SEARCH RETARGETING

% Total Landing 
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% Total Landing 
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% Total Landing 
Page Traffic 0% 20% 10% 5% 40% 25%
# Visitors to 
Landing Page 

Needed
0 2332 1166 583 4665 2915

Average click 
through rate 0.08% 0.21% 0.83% 1.56% 5.00% 0.28%
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% Total Landing 
Page Traffic 0% 20% 10% 5% 40% 25%
# Visitors to 
Landing Page 

Needed
0 2332 1166 583 4665 2915

Average click 
through rate 0.08% 0.21% 0.83% 1.56% 5.00% 0.28%

Total # of 
impressions 0 1,110,648 140,504 37,378 93,294 1,041,233
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Average CPC

Total Media Budget 
Required
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NATIVE ADS* DISPLAY FACEBOOK FACEBOOK VIDEO SEARCH RETARGETING

% Total Landing 
Page Traffic 0% 20% 10% 5% 40% 25%
# Visitors to 
Landing Page 

Needed
0 2332 1166 583 4665 2915

Average click 
through rate 0.08% 0.21% 0.83% 1.56% 5.00% 0.28%

Total # of 
impressions 0 1,110,648 140,504 37,378 93,294 1,041,233

Average CPM $2.00 $6.00 $11.75 $98.00 $6.50

Average CPC

Total Media Budget 
Required $0.00 $2,221.30 $843.02 $439.19 $9,142.86 $6,768.01

TOP OF THE FUNNEL

SELECTING YOUR CHANNELS & FORECASTING YOUR BUDGET

MIDDLE OF THE FUNNEL



NATIVE ADS* DISPLAY FACEBOOK FACEBOOK VIDEO SEARCH RETARGETING

% Total Landing 
Page Traffic 0% 20% 10% 5% 40% 25%
# Visitors to 
Landing Page 

Needed
0 2332 1166 583 4665 2915

Average click 
through rate 0.08% 0.21% 0.83% 1.56% 5.00% 0.28%

Total # of 
impressions 0 1,110,648 140,504 37,378 93,294 1,041,233

Average CPM $2.00 $6.00 $11.75 $98.00 $6.50

Average CPC $0.84 $0.95 $0.72 $0.75 $2.50 $2.32
Total Media Budget 

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

TOP OF THE FUNNEL

SELECTING YOUR CHANNELS & FORECASTING YOUR BUDGET

MIDDLE OF THE FUNNEL



 # Visitors to Landing Page Needed 11,662

 Average click through rate 0.48%

 Total # of impressions 2,423,057

 Average CPM $8.01

 Average CPC $1.66

 Total Media Budget Required $19,414.38

DIGITAL MEDIA PLAN SUMMARY



KEY TAKE 
AWAYS
WARNING: DO TRY THIS AT HOME



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 



Q&ATHOUGHTS, 

VIS IONPOINTMARKET ING .COM
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