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Housekeeping

= Use the Q&A button to ask questions at any time during the presentation.

= |f you have any technical difficulties, send a message in the Q&A area or call
800.553.8878.

"= The presentation slides and recording will be available after the webinar.



Stamats Higher Ed Resources

= Stamats Insights
= White Papers

= On-demand Webinars

www.sta mats.com/resou rces
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Top 10 Marketing Mistakes That Colleges
Make Most Often



#1 A Lack of Research

Know Your Target Audience

= |f you can describe your target audience very
specifically, you are probably ready to tell
your story and strengthen your brand.

= Who are your key target audiences? What is
important to them? How do they perceive
you? What are your greatest strengths,
opportunities, perceived weaknesses?

= Alack of clarity regarding your target
audiences (and what’s truly important to
them) puts your entire marketing program
on shaky grounds.




#1 A Lack of Research

Know Your Target Audience

= Research and can be qualitative, quantitative and
secondary in nature.

= You must be prepared to get quality feedback —
you must listen carefully, evaluate honestly, and
decide what really matters.

= The point is to gather insight to help you make
informed decisions as you develop your brand and
develop a marketing campaign for your institution.




Unaided: What do you think is ABC College’s greatest
strengths? Top responses, multiple mentions possible.

Faculty, staff, advisors

Cost, affordable, financial aid

Small classes

Accessibility, many campuses/locations

Academic variety, has something for everyone

Academic quality, good preparation

Resources or support services (tutoring, learning centers, library)
Atmosphere (sense of community, safe, student-centered)
Flexible scheduling, class availability

Don't know, no answer

Campus (clean, easy to navigate); facilities

An asset to the community, community involvement
Diversity

Delivery options (online)

9%

8%

M Total (n=500)

B Current students (n=250)

B Faculty/staff (n=250)

The top strengths cited in this chart
represent 85% (863/1,012) of all
top-of-mind mentions for this
question.

Faculty/staff are cited as the #1
strength by the campus
community. They are described as
dedicated, quality, friendly,
accessible, and caring.

Beyond that, affordability, small
class sizes, and accessibility of
campus locations are the most
common cited benefits to
attending.
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What are the three most important factors you consider
when evaluating a college or university? Open-ended.

0.0% 10.0% 20.0% 30.0% 40.0% 50.0% 60.0% 70.0%
I L 53.3%
Affordability, financial aid 62.1%
55.0%
_ o 53.6%
Location, proximity to home 46.6%

I 37.5%

. N 43.1%
Offers my intended program 43.1%
I, 37.5%

. . I 31.7%
Academic quality 19.0% 2755
I 27.5%

I 18.6%
Atmosphere (friendly, supportive, safe) S 19.0%
I, 11

. . _ 14.2%
Size (not further specified) 1255
_

) ) _ 11.4% B Prospective Students (n=360)
Reputation, ranking 8 05t
_

Parents of Prospective Students (n=58)

I s.1%
Opportunities for involvement, social opportunities 13.8%
PP PP I 13 5% B Counselors (n=80)

I 4.4%
Good fit for the student 10.3% 26.39%
I 26.3%

7.5%
Don't know, no answer - 8.6%
8.8%



What resources are/were most helpful for you in gathering information
about colleges and universities you [your child] may be interested in?

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
Campus visit 49% gk
College websites MAAS%
My child 44%

High school guidance/college counselor —EG—IS—————— 5%, g9,

i i ]
Online search engines Wi 24%

College fair 'EGC_——_————————— 23%
College Board 'EGCGC_—__G_NITINI——— 25%
Rankings organizations (e.g., USN&WR) ESEG——————_— 137%
College guides (e.g., Fiske) WSS—_—_8% __ .

Other W 6% _ ..

Representative visit to your high schoo| TSNS 12%

My parents ' SCSSS—16%

; I 2%
Extended family members 7§K B Prospective Students (n=660)

Social media WEE— 7%
Alumni of your high school ST 8%

News source (print, online, TV, radio, etc.) ™= 4%

Parents of Prospective Students (n=57)



Additional Research to Consider

®  Academic program research for program-level marketing

= e.g., Security and Intelligence

Job Metrics

Job Postings

Last 12 Months
Average Demand
12,127

Time to Fill

38 days

Top Employers

Projected Growth teicos | 7o
M Army National Guard _ 247
Q
+4.5%
General Dynamics 221
S | o . Nerthrop Grumman 215
Loca alary Overal By Educaf]
Department Army _ 208
Bachelor's degree S
80.3k Job Postings
] [
W
>
et 641k 954k
c
£ Master's degree
8 83.3k
=
=]
|
69.7k 97 3k
60k 70k 80k 90k 100k




Digital Research

® Digital transformation has changed everything, from the way students learn to the way you build
awareness for your school to the way students find you online.

50%

Of all searches will
be voice in 2020

ComScore



Website Questionnaire

Faculty & Staff

Disagree Slightly disagree Slightly agree Agree
Is easy to use 3.6% 21.4% 44.6% 30.4%
Accurately represents ABC 3.7% 11.1% 31.5% 53.7%
Looks/feels contemporary 5.4% 32.1% 33.9% 28.6%
Compares favorably with other  10.9% 21.8% 36.4% 30.9%
college sites
N=78 of which 70% used the site that day

Current Students

Disagree Slightly disagree Slightly agree Agree
Is easy to use 17.8% 45.2% 26% 11%
Accurately represents ABC 6.9% 30.6% 45.8% 16.7%
Looks/feels contemporary 15.5% 39.4% 38% 7%
Compares favorably with other 26.5% 32.4% 35.5% 5.9%
college sites

N=58 of which 60% used the site that day




#2 Not Testing Brand Positioning

Develop a brand that speaks to both internal and external audiences

Developing your brand promise or positioning

statement by committee is a bad idea... unless you

validate.

Your brand promise should be a one-of-a-kind

promise about who you are and what you want to
be know for.

It must be important, believable and distinctive.

BRAND

PROMISE

77777777777

Qualitative &
Quantitative
Research

Mission, Vision,
Strategic
Priorities

Competitive
Positioning




Brand Promise Testing

Please indicate your rating on a 5-point scale. 5=Very; 1=Not at all
Mean ratings displayed below.

5.0 -
45 - YL
4.0 A
Statement 1

3.5 A e e e Statement 2

e Statement 3

e Statement 4
3.0 I

Important Believable Distinctive Appealing



Brand Promise Testing

Aided: Of the words and phrases used to create the brand promises, which elements do you feel should remain in the
final statement. Select up to three.

To learn, grow, and prepare for the future (1)*

Welcomes everyone (2)

Achieving the future you want (4)
Through the promise and power of education (2)
For themselves, their families, and their communities (2)

Seeking a path to a better life (2) M Prospects (n=121)

For all generations (1)

Rooted in the community (3) B Community (n=130)

Transform their future (3)
M Faculty/Staff (n=579)
Supports everyone (3)

Is your partner (4) W Current Students (n=445)

Is the right choice (1)

(=
X

10% 20% 30% 40% 50% 60%



#3 Lack of Buy-In and Consensus Building

Start on Campus

= An engaged and passionate internal
audience cannot be overlooked as a highly
effective mechanism for driving brand
awareness.

" |nstitutions that empower their faculty, staff
and student to carry out the brand promise
develop a powerful network of brand
advocates.

"= Engage, inform, inspire...




® Internal rollout at GCU Stadium with over 3,000 people in attendance including principals from all 21
high schools, teachers, staff, alums, business and community leaders.

® Student performances, awards, ethos video, alumni presentation, and the Superintendent sharing a
strong vision for the future of Phoenix Union High School District.



#4 Not Being Distinctive

Take a Stand with Your Brand

Are there 3,600 colleges or one
college with 3,600 different locations?






“YES, WE'VE
ALWAYS
BEEN

cooL.”

“WELCOME
TO THE BEST

STEM scHooL,

IN THE

UNIVERSE.” ./

“S0 IT’S NOT
AS SUNNY AS
CALIFORNIA.”

Rose-Hulman

ROSE KNOWS

KNOWS



#5 Not Being Clear and Consistent

Say it with less words — almost every slogan, webpage, viewbook, billboard is too
long.

Discipline yourself to communicate more clearly and succinctly — you’ll be amazed
at the impact.

Make sure your communications consistent to create synergy and make your
campaign more memorable.

Your marketing must be frequent, clear and consistent for maximum results.
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#6 Being Too Generic

Be concrete — let the facts do the talking for you.

Use great student quotes, cite specific regarding faculty accomplishments, provide
impressive statistics, tell stories of how your alumni are transforming their lives

and the lives of others...

The way to be persuasive is to show rather than tell.
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Storytelling

Because there are no limits to what you can achieve

Because it’s never too late to create a brighter tomorrow

Because your story of success matters to Tucson and the world

Because learning and growing and finding new challenges to conquer ...

Is just who you are.

This is why you strive.

It’'s why we strive, together.

In a place where the true power is our community.

Our embrace of all people whose dreams are as diverse as where they are in life.
And our promise that you, and your goals, will always belong.

Because creating the kind of moments that can change the future for you and your
family ...

Is just who we are.

Pima Community College
Keep Striving.



Keep strivi

because educationis the
foundation of a career that

or has wanted to be an FBI
he was in high school in Nogales.
goal is simple: protect pecple.
jays a week, he drives to our
. “You can tell the teachers here

W f] 520.206.4500 pima.edu

% PimaCommunityCollege

& 77 Keep striving.

Keep striving...

to find your passion.

1t and science - but when | dis

red welding,

1. | love knowing that | can make something thét will last forever.

1 Pima, | am ¢ ofurthe

u @Pima_aluroni S202064646 WWWPina.edw/Foundation

PimaCommunityCollege

FOUNDATION







Pima Foundation Publication Advertorials
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TV Commercial




#7 Not Inviting Participation

Create a Dialog

Today’s savvy brands open the door for two-way communication through digital
platforms and the use of social media.

Invite your key audiences to participate in your brand.

Have others share your stories for you.



Because of Buffalo State

Buffalo State

State Universily of New York

diverse
serving
pertise
experience
affordable
internships
challenge
research
creat
cultural
action
quality
distinct

collaborate

community
discover
confident
succeed

future



THE 2009-2010 ACADEMIC YEAR

Nearly every day since | joined the Buffalo State
community in July, | have heard a story about how
this institution changes lives.

A SEASON OF CHANGE

Students have told me how deeply they have been inspired by our many high-quality
and distinctive programs, finding themselves challenged to think in new ways about the
world and their own potential for making it a better place.

They also tell me how Buffalo State’s many hands-on learning opportunities have
empowered them to turn their ideas into action—and how well-prepared they feel to
enter today’s workforce.

Students, faculty, and staff alike have remarked on the unique strength of our diverse
and creative campus environment, where each individual is respected for his or her talents
and experiences and encouraged to bring these to bear for the good of the whole.

Day after day, | hear stories about personal and professional triumphs, artistic and
technical achievements, and obstacles overcome—and these stories invariably begin,
BUFFALO STATE “Bectause of BuffanSt.a(e..." A ‘

This place changes lives. It has certainly changed mine. | am honored to serve as the
eighth president of Buffalo State College, and | am inspired, each and every day, by
the people who study and work on this campus.

| am grateful, as well, to all those who support this life-changing institution. | hope
you will enjoy reading about some of what happened on Buffalo State’s campus during
the 2009-2010 academic year—some of the ways it has transformed the lives of its
people—and | hope you will continue to be invested in our success.

(Do Ve,

Aaron Podolefsky
President

BECAUSE OF

010Z-600Z L¥0d3H TYNNNY 39371100 31VIS OTV4iNE w



facebook

m Facebook helps you connect and share with the people in your life.

B wal
=] nfo

[ cool Videos, Free T-shir...
Photos
E] Notes

Events
u Because of Buffalo State Vi...

g Flickr

6,703
like this

271

talking about this

5,180

were here

Likes See All

Buffalo Bills
=

Buffalo State College » Cool Videos, Free T-shirts

College - Buffalo, New York

Because of Buffalo State

Send Us Your Buffalo State Video...Tell Us Your Buffalo State
Story.

"Because of Buffalo State..."

Students, faculty, staff, and alumni: Join in on our theme and make your
own video.Videos will be uploaded to the Buffalo State YouTube
Channel.

Watch stories that have already been posted.
Guidelines:

Just start your video with the words "Because of Buffalo State." You take
it from there!

Cuimmnntand tanmina himis nan Alhanca fram tha fAllnaanna A malea ton o veAnre

Password

Create a Page

Colleges in Nearby Cities

Sanborn Colleges
1 near Sanborn

East Aurora Colleges
1 near East Aurora

Lewiston Colleges
0 near Lewiston

More ~
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- )
You T“he ‘ Search | Browse = Movies = Upload Create Account = Sign In

I've been able to explore creative problem solving... Because of Buffalo State

officialbuffalostate 206 videos [¥|  Subscribe

! N

I'm working..."Because of
Buffalo State”

by officialbuffalostate

| Because of Buffalo
State_._Students, Alumni &
by officialbuffalostate

T R A
S50 VIEWS

International Center for
Studies in Creativity .
by officialbuffalostate

420 VIewWs

Building personal

relationships has led to
by officialbuffalostate

G view =
LI YIEYWS

BUFFALO: All The City's A

0:12

N . —\ —
5 like P 4 Addtow Share W . |
- . 132 iews College was a meaningful

experience... Because .

kv nfficialhnffalnotata

Uploaded by officialbuffalostate on Mar 31, 2011




Pitt-Bradford

facebook

Facebook helps you connect and share with the people in your fife.

University of Pittsburgh at Bradford's Photos - Go Beyond Flip-Flop Gallery

Back to University of Pittsburgh at Bradford

Photos 1 - 20 out of 21 | Back to University of Pittsburgh at Bradford's Photos 12 next




What Makes a Great Acceptance Campaign?

st.@ :
johns

UNIVERSITY



Generate Interest
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Tell the Story




Go Multi-Channel

i g NS & \

x% F&&g‘i}a&“‘ G
X > D0 - o




Be Authentic




Invite Participation

'q"a ST. JOHN’S
¢ UNIVERSITY

.8 Bk YOU'RE IN!

=

Get
Tgtarted

ENTER YOUR XID
—

NEXT STEP »

| DONT KNOW MY XID



http://www.sjured.com/index.html?PID=538cc6ecbbbf9878810395

Start a Trend

© #SJUred



Follow the Conversation

E Tiffany Perez

@SimplyTiffany23

Getting my acceptance letter from@StJohnsU ws the
best part of my day! #SJURed

m Renee
. @Reneestar08

I’'m so excited to start college at St. John’s University!!!!
#sju #sjured #redstorm

E Dorentina
@TinaHax

This is actually the cutest thing ever #SJUred

YOU'RE IN A

— N
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Track the Results

Tweeta

Nost nfuercia

'\\

4 ben 10,956

Paure

O

o V-

¥ P

o Porem

Success is in the numbers:

= Qver 700 videos produced

= Thousands of posts on twitter,
Facebook, Instagram...

= Increased yield and a stronger
brand presence



# 8 Not Meeting Students Where They Are

Get Creative

campus

" Think about all potential touch points. envirorment

campus digital
events media

®  Consider partnerships and co-branding.

rint

: p
phetaEphy collateral

®  Get out into the community.

\ st o - ";
- language [,
- y | |

advertising

social media campaigns

internal
communication



Utah Opera
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You would look
¢ in this at the Utah Opera.
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#9 Not Looking After Your Image

You Responsible for How Your Target Audiences Perceive You

®  Prospective students and other target audiences can only judge you on whatever image you
present to them.

®  Give them an outdated website, a boring campus visit, shabby customer service... and they can
only judge your institution based on that — even if the educational experience you provide is truly

exceptional.

® Make sure they know who you are, what you stand for and why they should put you on the top of
their list.



#10 What Do You Think Are The Biggest Marketing
Mistakes Colleges and Universities Make?



Thank You! Questions?

Beatrice Szalas
Vice President for Client Services

Stamats
beatrice.szalas@Stamats.com
512-913-7712
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