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A Few Starting Details

+ 45-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

+  EVP, Graduate + Online Solutions

+  25 years recruitment marketing experience, 14 years at Carnegie

+  The Caring and Creative Architect

Mark Cunningham

+  VP, Data Intelligence

+  10+ years marketing experience, 7 years at Carnegie

+  The Influential and Analytical Theorist

Anderson Murphy

+  EVP, Enrollment + Marketing Strategy

+  25+ marketing experience, 14 years at Carnegie

+  The Engaging and Adventurous Ambassador

Melissa Rekos
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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. Scores of internal, proprietary, and partner data and insights surrounding benchmarks, 
best practices, performance, and research.

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



Agenda 1      Current Market Trends

2      Data-Driven Marketing

3      Digital, Lead Gen, & Engagement Best Practices

4      Performance Measurement

5      Questions



Current Market 
Trends
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98%

63%

42%

41%

10M

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

DONEC LAOREETSeas 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.

US graduate students 
prefer online education 
to traditional education

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



DONEC LAOREET

Stats / Results / Infographic-style slide

Jim Fong
Chief Research Officer 
at UPCEA

“We see the market getting tighter and that 
there needs to be a stackable approach in 
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.







+ 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”

Key Strategies and Trends



Data-Driven 
Marketing

Section Transition Slide based on the Agenda
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Foundational 
Research WHO YOU SAY 

YOU ARE

WHO YOUR COMPETITORS 
CLAIM TO BE 

MARKET 
POSITION

Internal
Brand 

Consensus

External
Perception

Competitive
Brand Analysis

WHAT OTHERS 
SAY ABOUT YOU



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



Market Opportunity Indexing
Explore  the potential ROI of markets and the ZIP Codes within them, allowing for pinpoint strategies and thoughtful expansion efforts.

Gain insight 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



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
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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.



Industry Reports, Benchmarks, and Insights 
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LinkedIn Talent Pool Report Carnegie Benchmark Dashboard
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Program Driven 
Investment 
Strategy

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 Enrollment Target $3k $3.5k $3k

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.



Digital,
Lead Gen, & 
Engagement
Best Practices

Section Transition Slide based on the Agenda
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Section Title

SEARCH ENGINE OPTIMIZATION
Content Optimization

Technical Site Audit

Technical Consulting

Metadata Optimization

Google My Business

Website Redesign Consulting

ADA Compliance Consulting

Program Name Analysis

DISPLAY
Display Outreach

Retargeting

IP Targeting

Mobile Location Targeting

Mobile Footprints

Audience Select

Geofencing

Look-Alike Display 

SOCIAL MEDIA
Facebook

Instagram

LinkedIn

Snapchat

TikTok

Reddit

X/Twitter

Quora

Outbrain

Pandora

Spotify

YouTube

Hulu

OTT + Connected TV

Podcasts

STREAMING

MEASUREMENT
Carnegie ClarityTM

Live Dashboard Reporting

Advanced Analytics

PAID SEARCH
Pay Per Click (PPC)

Remarketing Lists for Search Ads (RLSA)

Performance Max
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Higher Ed Digital Marketing



Digital Marketing & Media Planning
BRANDING
+ Paid Social Media: FB/IG & LinkedIn 
+ Display: Outreach  & IP Targeting
+ Streaming: TV & Radio
+ SEO

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

DISCOVER 

LEARN

ENROLL

APPLY

  



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%).
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Meta’s Advanced Targeting Options



Experiment With Diverse Content Formats

Horizontal Video Square Image Vertical Video





What Types of Audiences Can Advertisers 
Reach on Linkedin?



What Types of Audiences Can Advertisers 
Reach on Linkedin?

Sample LinkedIn demographic targeting



What Types of Audiences Can Advertisers 
Reach on Linkedin?

Sample LinkedIn demographic targeting



Craft Compelling Ad Copy



Use High Quality Visuals and Highlight Social Proof



Linkedin - Looking Ahead

LinkedIn 
Dynamic Ads

LinkedIn 
Connected TV

LinkedIn 
Document Ads



Linkedin - Looking Ahead

48%
lower CPL compared to 
the the corresponding 

One-Year MBA 
demographic targeting 

campaign 

58%
higher Lead Form 

Completion Rate than 
the corresponding 

One-Year MBA 
demographic targeting 

campaign

Carnegie 
Client 
Success:

93%
higher CTR compared to 

the corresponding 
One-Year MBA 

demographic targeting 
campaign

LinkedIn Predictive Audiences



+ Utilize keyword targeting
- Serve ads directly on the TikTok search results 

page placement

+ TikTok Rich Content Lead Forms
- Instant Form template for creating informative and 

engaging lead forms. 

+ In-platform lead gen for users under 18
- Unlike other social platforms, Snapchat does allow 

for in-platform lead gen for U18 users

+ List campaigns for users under 18
- Snapchat allows list-based targeting for U18 users





40.37% 
I knew/know the area of study and 
programs I wanted to pursue but 

wasn't sure what school I wanted to 
attend.

30.12% 
I roughly knew/know the area of 

study I want/ed to pursue, but not the 
specific programs available or 

schools that offer it.

17.33% 
I knew/know both the program I 

want/ed to pursue and the school I 
want/ed to attend.

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



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.

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.

Headlines

Descriptions

Display URL



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.

Structured Snippet

Sitelinks

Callout



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

INCREASE IN TOTAL
PAID CONVERSIONS

+138%

After trading insights for a private religious university in Louisiana, we 
leveraged our team’s SEO research by implementing their keywords into 
the Doctor of Physical Therapy paid search campaign. 

INCREASE IN 
ORGANIC TRAFFIC

+159%



Meta Advantage+

Innovate, Yes…But Vett Too



+ The percentage of stealth applicants has 
increased

+ Nearly four out of ten inquiries do not receive 
a response 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
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+ Drive traffic from your ads to 
campaign-specific landing pages

+ A/B test

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

+ Optimize your website content to 
meet users’ needs

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

Destinations and Conversions



4
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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.

+ 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.



+ 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

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.

4
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CRM
Maximization



3,500
conversions, helping build the quality 

inquiry pool desired

294%
increase in inquiries year-over-year

55% 
decrease in cost-per-lead (CPL)

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

Performance Story: 
Enrollment growth within an audience 



74%
year-over-year increase 

applications across the programs

87%
increase year-over-year in 

accepted applications

20% 
increase in overall enrollment

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

Performance Story: 
Enrollment growth in specific programs 



Performance 
Measurement

Section Transition Slide based on the Agenda
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Campaign Tracking
and Optimization 
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+ 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



Full-Funnel Attribution:  
Carnegie Clarity™
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+ Align leads to attribution source
+ Identify 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 



Give Ad Platforms 
the Data they Need
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Create a closed loop reporting structure to 
feed machine learning algorithms data about 
who you want to target

+ Track web based conversion actions 
with pixel tracking

+ Setup offline conversion tracking for 
important events like admits and 
deposits



Performance and 
Outcome Management 
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Custom development and optimization of campaigns and 
dashboards specific to your performance and outcome 
metrics

+ Track progress towards inquiry, application and 
enrollment goals

+ Compare YoY to track and predict trends
+ Track funnel conversion rates against predictions to 

understand optimization opportunities



Return on 
Investment  

55
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Example of ROI Dashboard focused on performance goals/outcomes 

+ Tuition revenue generated
+ Return on Ad Spend (ROAS)
+ Student Lifetime Value to Cost Per 

Deposit ratio
+ Cost-per: 

acquisition/lead/application/deposit



Mastering 
Online Program 
Marketing

Section Transition Slide based on the Agenda



Your Checklist for Mastering Online Program Marketing

Enrollment, 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

Creative, Messaging, and Ad 
Development

Direct Integrations with Your 
CRM

Custom Website Interactions 
Setup

Pacing & Performance 
Reporting and Optimization



Questions?5



Resources Slide

Resources
●    Dive Deeper  www.carnegiehighered.com/blog

● Learn More  info@carnegiehighered.com



Thank You!

Mark Cunningham
mcunningham@carnegiehighered.com

mailto:eledder@carnegiehighered.com

