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A Few Starting Details
—

+ 4b-minute webinar + 15 minutes for questions and answers
+ Chat and ask questions through the Zoom Control Panel
+ Check your inbox for the webinar recording and slide deck

+ Complete the post-webinar survey



PRESENTERS

Mark Cunningham

EVP, Graduate + Online Solutions
25 years recruitment marketing experience, 14 years at Carnegie

The Caring and Creative Architect

Melissa Rekos

EVP, Enrollment + Marketing Strategy
25+ marketing experience, 14 years at Carnegie

The Engaging and Adventurous Ambassador

Anderson Murphy

VP, Data Intelligence
10+ years marketing experience, 7 years at Carnegie

The Influential and Analytical Theorist
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Perspective,
Partnerships,
and Experience

1. Support over 75 institutions for their online marketing and recruitment, across
thousands of programs and campaigns.

2. Scoresof internal, proprietary, and partner data and insights surrounding benchmarks,
best practices, performance, and research.

3. Proudindustry-leading partner of UPCEA, NAGAP, LinkedIn, Meta, Slate, and more.

o Google
UPcEA  Linked [ 52,
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Current Market Trends

Data-Driven Marketing

Digital, Lead Gen, & Engagement Best Practices
Performance Measurement

Questions



CARNEGIE

——() Current Market
Trends



Universities have
shifted to offer online
courses

Students choose to
study online because
of the flexibility of
virtual learning

Of those pursuing
online education are
30 or older

US graduate students
prefer online education
to traditional education

~# of College
Students Enrolled in
Distance Education
Courses, Fall 2022

Seas of Change

The demand for online education
has been steadily increasing due to
factors such as convenience,
accessibility, and the desire for
advanced qualifications to remain
competitive in the job market.



Jim Fong
Chief Research Officer
at UPCEA

UPCEA.

“We see the market getting tighter and that
there needs to be a stackable approachin
the future. We are seeing more and more
institutions go from the individual program
to more of a stackable pathway. For
example, marketing a master’s degree in
data analytics is becoming more attractive
if one can earn a certificate along the way
or convert it to master’s degree later.
There's too much economic risk currently,
especially at the undergraduate adult
learner degree completion pathway.”



In December 2023 and January 2024, 115 individuals participated in a snap poll on online
program manager (OPM) usage at their institutions.

Does your professional, continuing, or online (PCO) unit currently
have a partnership(s) with an OPM? (n=115)

Yes BINo | Not sure

The following are for those who answered “no” or “not sure” to Q1:

Has your PCO unit ever partnered with an OPM? (n=56)

/‘ ‘ 9% \

No Not sure




Which of the following best describes your overall satisfaction
with the services provided by your OPM partner(s)? (n=4

00000

Highly Satisfied Neither Dissatisfied Highly
satisfied dissatisfied

Do you anticipate making any changes to your OPM
partnership(s) in the next 1-2 years? (n=46)

Yes No Not sure




Which of the following services are provided to your PCO unit by
your OPM partner(s)? (n=46)

Marketing
Recruiting
Student services
Program dev.
LMS

Other [l 4%

0% 20% 40% 60% 80% 100%




Key Strategies and Trends

Brand & Personality

Personalization

Data Analytics

Paid Social to SEM to Website Optimization
Quality Lead Generation + Cultivation + Yield
Performance Marketing

Transparency and Control

The "“No-PM”
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——@® Data-Driven
Marketing



Foundational
Research WHO YOU SAY Internal WHAT OTHERS

YOU ARE Brand SAY ABOUT YOU
Consensus

MARKET
POSITION

Competitive
Brand Analysis

WHO YOUR COMPETITORS
CLAIM TO BE



Program Marketing Research

Use mixed-methods program assessments to combine data on degree supply and demand, digital trends, and direct insights from students.

Gain insight on:

+ Digital keyword and media use data by program

+ Pros and cons of program interest for each degree option

+ Information-seeking habits and the most important factors of choice

MM: PUBLIC MANAGEMENT

Marketing Insights

PROGRAM INTEREST DICHOTOMIES COMMS PROFILE

QUICK TO | LESS ACCEPTABLE CONHUNICATION FREQUENCY
DEGREE DEMANDING

® MM: PUBLIC MANAGEMENT

()]
=
e ;_. Degree to Employment Insights
ONLINE VR -eerson
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S BEST OO T ] Master's Degree: A4 Current Growth Rate: 3.0%
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AlTota m OutlookScore: 40
PRICE EXPECTATION
“ Most Conferrals (MA Level): University of Arkansas at Little Rock
= University of Southern Caifornia Generalanagers
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e - =] s} University o CentalFlorida Legisiators
° o Metropolitan College of New York Supply Chain Managers
- Washington University int Louis Reguisotry Afais Managers
Q Ball State University Compliance Managers
New York University Chief Executives
St Josephs University-New York Postmasters
Tufts University Loss Prevention Managers

University of Arkansas for Medical Management Specialists



Market Opportunity Indexing

Explore the potential ROl of markets and the ZIP Codes within them, allowing for pinpoint strategies and thoughtful expansion efforts.

Gaininsight on:

+ Insight into the potential of different markets and ZIP Codes in your primary, secondary, and tertiary draw areas as well as potential new territories
+ Easy to use table and mapping features to explore areas of opportunity and the demographics in those places

+ Recommendations for how to use this geography-based information for digital marketing, communications, and more

HIGHER
ALUMNI
EDUCATION DEMOGRAPHICS
INDEX SATURATION

POPULATION ZIP CODE
GROWTH PRECISION

INQUIRY FEEDER BUDGETS AND
SATURATION POTENTIAL TEAM

DEPOSIT DISTANCE TO HISTORICAL
SUCCESS INSTITUTION KNOWLEDGE




Audience Development
& Targeting

Lean on the best and most comprehensive
sources available to identify the most
niche audience data to construct the most
relevant campaigns.

Your Data

Your CRM Data

Your Google Analytics and/or Google Search Console accounts

Channel/External Data

DV360 signals/audience building

Google Keyword Planner

LinkedIn and Meta's audience builders

Pandora and Hulu audience data

SEMRush, Screaming Frog, Answer the Public
Partner Data

AudienceDesigner by Semcasting (ADS)

Carnegie Clarity audience development



Industry Reports, Benchmarks, and Insights

LinkedIn Talent Pool Report

What are the top locations for this talent?

.
Location (100) < Professionals .
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New York City Metropolitan Area sami
ter Seattie Area 3‘1-'!64
ngeles Metropolitan Area 37_‘50‘
shington DC-Balt 32363
Greater Boston a1,883
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Carnegie Benchmark Dashboard
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Program Driven
Investment
Strategy

Understand the funnel for each of your
programs— ensuring strong alignment to your
student goals and aligning to your financial and
growth targets.

Pair that with campaign and financial metrics
and milestone markers that define success and
monitor on this data(campaign and full-funnel)
to achieve your goals.

Program A Program B Program C
Lead Target 1,000 500 2,500
Est. Submit Rate 4% 2% 1%
Submitted Application Target 40 10 25
Est. Admit Rate 80% 50% 90%
Admit Target 32 5 22.5
Est. Admit to Enroll Rate 40% 25% 32%
Enroll Target 13 2 7
Tuition Cost $40,000 $50,000 $75,000
ROAS Target 5x 3x 4x
Cost Per Lead Target $256 $125 $108
Cost Per Submit Target $2k $2.5k $2k
Cost Per Admit Target $2.5k $3k $2.5k
Cost Per Enroliment Target $3k $3.5k $3k
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PROMOTION

INNOVATIONS 9 ’

==

DIGITAL:

ANALYSIS

DISPLAY

Display Outreach
Retargeting

IP Targeting

Mobile Location Targeting
Mobile Footprints
Audience Select
Geofencing

Look-Alike Display

RESEARCH

PAID SEARCH

Pay Per Click (PPC)
Remarketing Lists for Search Ads(RLSA)

Performance Max

MEASUREMENT

Carnegie Clarity™

Live Dashboard Reporting

Advanced Analytics

CLOUD

o e

Bl reamwork

MARKETIN

SOCIAL MEDIA

Facebook
Instagram
LinkedIn
Snapchat
TikTok
Reddit
X/Twitter
Quora

QOutbrain

STREAMING

Pandora

Spotify

YouTube

Hulu

OTT + Connected TV

Podcasts

SEARCH ENGINE OPTIMIZATION

Content Optimization
Technical Site Audit
Technical Consulting
Metadata Optimization
Google My Business

Website Redesign Consulting
ADA Compliance Consulting

Program Name Analysis




Digital Marketing & Media Planning

BRANDING

Paid Social Media: FB/IG & LinkedIn
+ Display: Outreach & IP Targeting

+ Streaming: TV & Radio

+ SEO

DISCOVER

+

REACH AND ENGAGE (Lead Generation)
+ Display: Retargeting

+ SEM: PPC & SEO

+ Paid Social Media: Lead Gen

LEAD NURTURE

+ Display: Retargeting

+ Paid Social Media: Retargeting & List-based
+ PPC: RLSA

YIELD

+ Paid Social Media: Retargeting
+ PPC: RLSA
+ Clarity: On-site Advertising




UPCEA.

UPCEA 2022 Marketing Survey

For paid social media advertising, marketing
departments most commonly utilize:

Facebook(94%)
LinkedIn (78%)
Instagram (74 %)
Twitter (38%)
YouTube (38%)
TikTok (10%)

The most effective marketing channel:

Paid search (24 %)
Google (24%)

Email marketing (11%)
Organic search (11%).

23
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Meta’s Advanced Targeting Options

Detailed targeting
Include people who match (i ]

Q, Add demographics, interests or behaviors

¥ Demographics

Education

Financial
> Life events
> Parents
> Relationship

> Work

Interests
Business and industry
Entertainment (leisure)
Family and relationships
Fitness and wellness (fitness)
Food and drink (consumables)
Hobbies and activities

Shopping and fashion

Detailed targeting

People who match:
« Interests: Occupational Safety and Health Administration, Veterans Health

Administration or Society for Public Health Education

-»- School: Social Work

« Field of study: Social Work, Public health, Medical research or Social
Work/Sociology

« Employers: Social Work or Public health

« Job title: Social Work, Social Worker Assistant, Clinical Social Worker or
Licensed Social Worker

« Industry: Community and Social Services

/2" Edit




4 Explore
@ Monroe College X .

Your master's the way you need it. Take public
health classes online, on our NY campus, or
both with Monroe. Request info.

THERE'S
SO MUCH
MORE TO

HEALTHCARE

FORM ON FACEBOOK
Personalize Your MPH Learn more
Together, we make it hap... O Q v )N}

monroscoliege Your mastar's the way you need it Take
public health ciasses online, on our NY campus

C’_“) Like (:) Comment (2) LEARN MORE

Horizontal Video Square Image Vertical Video

Learn more >
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What Types of Audiences Can Advertisers
Reach on Linkedin?

s R R

Company name Company industry Company size Job title
Job function Job seniority Member schools Fields of study
Degrees Member skills Member group: Member gender




What Types of Audiences Can Advertisers
Reach on Linkedin?

Who is your target audience?

Include people who have ANY of the following attributes:

Job Functions
Accounting, Administrative, Business Development, Purchasing, Consulting, Entrepreneurship, Finance, Human Resources, Information
Technology, Healthcare Services, Marketing, Operations, Media and Communication, Product Management, Quality Assurance, Sales, Support

AND also have ANY of the following attributes:

Degrees

Bachelor's Degree, Bachelor of Arts, Bacheler of Science, Bachelor of Business Administration

Sample LinkedIn demographic targeting




What Types of Audiences Can Advertisers
Reach on Linkedin?

Who is your target audience?

Include people who have ANY of the following attributes:

Company (Current Jobs)
Microsoft, Intel Corporation, Cisco, Meta, Goldman Sachs, Google, Tesla, Amazon, Netflix, Spotify, Salesforce, HP, Twitter

OR Job Functions
Information Technology

AND also have ANY of the following attributes:

Member Traits

Job Seekers, Open to Education, Career Changers

Sample LinkedIn demographic targeting



Craft Compelling Ad Copy

Stephanie Nicely

Chair & Associate Professor at Miami University

Stephanie Nicely (She/Her) « 12:37 P\

Hi Amy!

Advance your career, impact lives — and keep your
current commitments. At Miami University, you can
complete your M.S. in Nursing (MSN) coursework
100% online and become a Family Nurse Practitioner
(FNP).

Here's how we will help you open doors:

- Flexible learning format

- Graduate in less than 2 years

- Intentionally small classes for more mentorship

- Miami is ranked in the top 100 best-value schools
nationwide

And that's just the beginning. How do you want to
learn more?

(Request information) (Tell me more first)

EARN YOUR
MSN-FNP ONLINE

About  Accessibility Help Center
Privacy & Terms ¥ Ad Choices  Advertising

Business Services ¥  Get the LinkedIin app

More

Linked [ Linkedin Corporation © 2024




M Miami University

ok

Miami's MSN-FNP program pairs online coursework with an on-campus skills
weekend to give you the best of both worlds. Request info.

\,]_\/_/ MIAMI ONLINE

LN _\ UNIVERSITY

Empathy

MEETS
Expeitie

Earn your MSN-FNP

Open Doors to Advancement with an Online MSN-FNP | Miami University

miamioh.edu

Learn more

x Miami University

Pomoted
Miami‘'s MSN-FNP program pairs online coursework with an on-campus skills
weekend to give you the best of both worlds. Request info.

ONLINE

M MIAMI

UNIVERSITY

Master of Science in Nursing

=7 FAMILY NURSE
¥ PRACTITIONER

LEARN MORE

Open Doors to Advancement with an Online MSN-FNP | Miami University

miamioh.edu

Learn more
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Name, reer wit i1 Progr

"'f' YOUR
& o 1060

Continued Program
Messaging Here.

After seeing CTV ads,
Lead Generation Form
Completion Rate
increases by 47%

CTA Here

LinkedIn
Dynamic Ads

LinkedIn ] 1L
Connected TV ‘

Linkedin
Document Ads




Linkedin - Looking Ahead

LinkedIn

Carnegie
Client
Success:

Predictive Audiences

lower CPL compared to
the the corresponding
One-Year MBA
demographic targeting
campaign

higher Lead Form
Completion Rate than
the corresponding
One-Year MBA
demographic targeting
campaign

higher CTR compared to
the corresponding
One-Year MBA
demographic targeting
campaign



¢ TikTok

Snapchat

In-platform lead gen for users under 18 Utilize keyword targeting
- Unlike other social platforms, Snapchat does allow - Serve ads directly on the TikTok search results
for in-platform lead gen for U18 users page placement
List campaigns for users under 18 TikTok Rich Content Lead Forms
- Snapchat allows list-based targeting for U18 users - Instant Form template for creating informative and

engaging lead forms.
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CARNEGIE HANAGAP

The Leader in Graduate Enroliment Management

When searching on Google (or other search engines) for graduate school opportunities,
which of the following best describes how you initially approached your search?

| knew/know the area of study and
programs | wanted to pursue but
wasn't sure what school | wanted to
attend.

| roughly knew/know the area of
study | want/ed to pursue, but not the
specific programs available or
schools that offer it.

| knew/know both the program |
want/ed to pursue and the school |
want/ed to attend.



Keywords: The Backbone of PPC

Keywords are relevant words or phrases added to a
campaign that capture the intent and meaning of your
prospective students’ searches.

+  (Google’s Keyword Planner provides historical and forecasted
data to identify relevant keywords.

+  Different match types give you control over how closely a
search must match your keywords.

+  Negative keywords ensure that your ads don’t show on
irrelevant searches.

Broad: Phrase: Exact:
flexible business best mba mba

grad degree program program

Matching search terms for the
keyword "mba program”



PPC - Responsive Search Ads

Responsive search ads allow you to provide multiple headlines and descriptions, which
Google will dynamically combine to best match copy to each user.

Sponsored

College Name
Display URL — | https://www.example.edu » adults > finish-degree  $

Headlines — ' Finish Your Degree Online | Transfer up to 50 Credits

Our Degrees & Certificates Are Flexible - Evening, Weekend, Hybrid, & Online Options. Over 10
Majors, 8 Grad Programs, and 20 Certificates to Advance Your Career. Scholarships Available.
Degree programs: Accounting, Business, Information Technology, Management, Psychology...
Admissions FAQs - Financial Aid - Degrees & Certificates - Apply Today

Descriptions —»




PPC Ads - Ad Extensions

Ad extensions provide supplemental information to help users make informed decisions and
allow you to maximize your presence on the search engine results page.

Sponsored

College Name
https://www.example.edu > adults > finish-degree  $

Finish Your Degree Online | Transfer up to 50 Credits
Our Degrees & Certificates Are Flexible - Evening, Weekend, Hybrid, & Online Options. Over 10
Callout — | Majors, 8 Grad Programs, and 20 Certificates to Advance Your Career. Scholarships Available.
Structured Snippet — | Degree programs: Accounting, Business, Information Technology, Management, Psychology...
Sitelinks —» | Admissions FAQs - Financial Aid - Degrees & Certificates - Apply Today




Keyword Collaboration Across Search Strategies

PPC and SEO Teams should collaborate on keyword research and search term insights

Leads to improved conversion volume in a paid search campaigns

10:33 il T .
3 physical therapy schools i S
After trading insights for a private religious university in Louisiana, we
leveraged our team’s SEQ research by implementing their keywords into i
the Doctor of Physical Therapy paid search campaign. Results for Louisiana - Choose area
Sponsored
)

\=

Physical Therapy Program - PTA

INCREASE IN INCREASE IN TOTAL Program
ORGANIC TRAFFIC PA'D CONVERSIONS Receive Quality Instruction In Areas f%?;

Like Kinesiology, Patient Care,
Rehabilitation & More. Gain the...

= dll,

@ Established in 2007




Innovate, Yes...But Vett Too

)
Google Eg EE GOOQIC Al

Performance Max
M Qgearch Generative Experience (SGEN, 9}

{ \ :

o G L X} o GEEmD Linked [ Marketing Solutions

Reach professionals and

m — ¢, Connected TV Ads '

other hard-to-reach B2B

audiences through streaming m
content they love in an
immersive large-screen
+
Meta Advantage environment.



LOOKING TOWARD THE FUTURE:

Enrollment Strategies and
Evolving Expectations of Potential Inquirers

nnnnnnnnnn BRUCE ETTER
Senior Director of Research & Consulting.
UPCEA, Center for Research and Strategy

UPCEA JAMES FONG

Chief Research Officer,
UPCEA, Center for Research and Strategy

i.nSid.etIaCk.. DEJA SULLBERG

Data Analyst,
UPCEA, Center for Research and Strategy

The percentage of stealth applicants has
increased

Nearly four out of ten inquiries do not receive
aresponse from an institution

Inquirer engagement is still lacking for many
institutions, offering multiple areas for
improvement

Efficient request for information (RFI) forms
remain a challenge for many institutions

44



Destinations and Conversions

Drive traffic from your ads to e
World-class research delivers local results: work done at our 50+

Ca m p a i g n - S p e C i f i C I a n d i n g p a g e S research centers and institutes boosts economic development and

improves the lives of Mississippians.

— BACHELOR OF BUSINESS
ADMINISTRATION (BBA) IN
— MARKETING

A/B test

you learn to promote, develop, and
rketing from Ole Miss.

Integrate with your CRM for the
ultimate efficiency in real-time
lead delivery

Optimize your website content to Landing Page Best Practices | “ARNEGEE MR
meet users’ needs vgnnﬂsmumncmv . '

Infuse brand personality into the
copy to spark emotional
connections and differentiate
yourself




Website
Personalization &
Advertising

Your digital marketing will drive traffic
to your website, so an engaging,
personalized web experience is critical
to generate engagement and
conversions.

r—— HOMEPAGE WITH CUSTOM CONTENT FOR MBA PROSPECTS

Uncover insights into the behaviors and interests of
your users

Analyze visitors roaming patterns to understand
what content they're exploring throughout the
funnel.

Resolve stealth applicants by looking back in time
and enriching your own CRM records

Captivate students before they request info by
leveraging session and CRM data to personalize
content

Track key metrics and see which tactics and
campaigns are having the biggest impact on
enrollment.

46



CRM
Maximization

Align digital strategy with a full-funnel
communications strategy and deliver a
consistent student experience with CRM
communications.

Support your inquiry generation, application,
yield, anti-melt, and stakeholder-specific
communications.

Leverage engagement data for nuanced and
responsive communications

Drive inquiry generation through targeted and
personalized communications strategies
Access benchmarking data for key
performance indicators and optimization
recommendations

Audience development and segmentation
throughout funnel

Full-funnel comms strategy - inquiry, app gen,
yield

47



Performance Story:
Enroliment growth within an audience

Goal:

Expand awareness and build inquiry pools for online programs, particularly among military-connected
audiences.

Strategy:

Hone in on target audiences by focusing strategies on military bases, academies, and DMAs near
military towns

Multi-channel approach using Meta and LinkedIn as well as focusing on paid search of
military-related keyword

conversions, helping build the quality decrease in cost-per-lead (CPL)

inquiry pool desired

increase in inquiries year-over-year



Performance Story:
Enrollment growth in specific programs

Goal:

Drive awareness and enrollment growth through digital marketing for online graduate programs in
Education, Analytics, Business, Hospitality, and Merchandising.

Strategy:

Paid Search, Display Outreach and Retargeting, Spotify, LinkedIn InMail, and Meta Lead Gen
Customized digital messaging with the University’s personality traits
Continual optimization of strategies based on performance and audience engagement

year-over-year increase increase in overall enroliment

applications across the programs

increase year-over-year in
accepted applications



+  Performance
Measurement




Campaign Tracking
and Optimization

Live comprehensive campaign dashboard
Platform specific KPIs

Channel specific benchmarking updated quarterly
Regular campaign testing around audiences,
creative, keywords, placements, etc.

CRM data insights to inform lead quality

MY CARNEGIE Higher Education Marketing and Enroliment Strategy

Tren:
sa t i
AW
[ W
[ 1
H 4 ‘l
i / |
wasss

693,545 54
4,960
0.72%

o

Performance by Strategy

s14a21

Nodata

51



Full-Funnel Attribution:
Carnegie Clarity™

Align leads to attribution source

|dentify the most engaged users

Discover behavioral trends based on a user’s
funnel position or program of interest
Personalize website experiences

Connect with your CRM for informed action

it Date for Users
ted time period vs previous

8K
6K
& «
g
2K
0
Jul1,2023 Aug 16,2023
Jul 24,2023 Sep8,2023
—e— USers USers (previous 275 days)

Grand total 27,369

Grand total

-

327,841

Started Application
Submitted RFI
Registered Event or Tour

Submitted Application

11,951

2: Feb 16,2024
Jan 24,2024

Mar 10,2024

Grand total (users w/ action)

Decided

Decision Status Users ~
Admit 11,906

Grand total 15332

1,601

1153

4819

52



Give Ad Platforms
the Data they Need

Create a closed loop reporting structure to = : r
feed machine learning algorithms data about :

who you want to target 1 EEE 2 =3 3 4

Tra c k we b b ase d conve rSi on act | ons Someone clicks and arrives Someone fills in a form on The lead information is When a lead converts, Zapier
on your site, browsesand  __5  yoursite thatbecomesa o passedontoyourCRM, o uploads the conversion
H H H reads about your products lead for your business, email marketing app or information to Google Ads.
Wlth p|Xe| traCklng and services. database.

Setup offline conversion tracking for
important events like admits and
deposits

53



Total Inquiries

47,035
t 25.2%
Performance and o
t87%
Outcome Management
1,241
Custom development and optimization of campaigns and e
dashboards specific to your performance and outcome | “1'232018“5
metrics s 10.5%
Track progress towards inquiry, application and
enrollment goals — 2022 = 2023 2024
Compare YoY to track and predict trends 10K evaaceal
Track funnel conversion rates against predictions to il
understand optimization opportunities
5K
2.5K /——'
0
Jul Sep Nov Jan Mar May

Aug Oct Dec Feb Apr Jun



Return on
Investment

Return on Ad Spend (ROAS) NN p— ,
St u d e nt Lifet i m e Va | u e to C O St Pe r Cumulative Fiscal Year Funnel KPIs From Carnegie Campaigns

Any Carnegie Touch - Carnegie Origin Sources & UTM Engagement
Deposit ratio

Cost-per:

|
Leads
L EE—— e

0 1K 2K 3K 4K 3287

acquisition/lead/application/deposit spend Revenue —
d PP P $937,209 $8,449,734 _ | 485
$0 $1M $0 $10,000,000 0 100 200 300 400 500
I | Deposits
0 50 100 150 200 250 300 350 400 259
CPL Cost per Application (CPA) Cost per Deposit (CPD)
$285 $1,932 $3,619

Example of ROl Dashboard focused on performance goals/outcomes

55
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Your Checklist for Mastering Online Program Marketing

<l €| <l [=]

Enroliment, ROI, Campaign Goal
Alignment

Data Gathering and Research
Execution

Media Plan with Forecasted
Performance Metrics

Lead Gen and Conversion Focused
Channel Strategy

Campaign and Program Specific
Landing Page or Microsite Development

<l <l [<]

Creative, Messaging, and Ad
Development

Direct Integrations with Your
CRM

Custom Website Interactions
Setup

Pacing & Performance
Reporting and Optimization
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Resource

o Dive Deeper www.carnegiehighered.com/blog

Learn More info@carnegichighered.com

YOUR GUIDE TO USING LINKEDIN'S
CONNECTED TV ADS

OPTIMIZING GRADUATE STUDENT
COMMUNICATION CAMPAIGNS

WHY FACULTY PROFILE PAGES ARE
KEY TO GRADUATE STUDENT
RECRUITMENT

LEVERAGING BENCHMARK DATA AND
FORECASTING FOR GRADUATE
ENROLLMENT MARKETING BUDGETS

e Ny N
|

NAVIGATING ONLINE PROGRAM
MARKETING IN A SEA OF CHANGE

HOW TO OPTIMIZE HIGHER EDUCATION
WEBSITES FOR GOOGLE'S AI-POWERED
SEARCH GENERATIVE EXPERIENCE

THREE STRATEGIES FOR NAVIGATING
THE IMPACT OF ELECTION SEASON ON
DIGITAL ADVERTISING
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Thank You!

Mark Cunningham
mcunningham@carnegiehighered.com

++ +
++ +
+ + +
+ + +
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