Web Content for
Online Programs

June 10, 2020



Housekeeping

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

* If 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



Upcoming Webinar

How a Call-to-Action Strategy Can Improve your Marketing ROI
Tuesday, June 30 at 12:30 PM CDT
Presented by Mariah Obiedzinski

Register at www.Stamats.com/webinars



http://www.stamats.com/webinars
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Starting Assumptions



Assumption #1

Google is your
home page. Every

prospect’s
journey begins on
a SERP.




Assumption #2

Online degree programs
compete fiercely against each

other. You need solid, dedicated
content to sell your program
over the competition’s.




Assumption #3

Online prospects
have different

priorities. Your
content needs to
speak to that.




Assumption #4

On-campus

programs will
return.




Get Clear About Your Audience




Doug,
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AGE
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BIO
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MOTIVATIONS
MODALITY

PREFERENCE
REASONING

Online Prospect

Make a great living making the best beer.
Sharpen my ability to negotiate & to plan for growth (& slowdowns!)

32
Brewmaster in uncle's microbrewery

Wife Anna. First child on the way.

A quiet yet sociable guy, Doug joined the brewery about a year after his uncle
started it. He'd kicked around various jobs before then. The brewery took off
once they started working on it together. Tap room, regional awards. Anna's
career built well, too.

BA, regional public

Before the pandemic, his big concern was getting the new bottling line running.
Now, it's cashflow and loans.

Business is just going to be slow for a while. He has faith it will pick up again.
Seems like a good time to get the MBA that will help him grow the business
later.

Definitely online. Between the family business and the family, Doug needs
flexibility. Also, he likes to do things on his own.
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Elena, On-Campus Prospect

Taste everything
Move as far up as | can.

31
Regional sales, digital agency

Maybe.

"With three older brothers, | was spoiled tough," is how she says it. She has a
lot of drive and a big personality. She's looking for a career with horizons.

CC transfer to 4-year private, BA

Glass ceiling? Small business ceiling? She doesn't know what she hit, but she's
stalled, and that's not a speed she likes.

Build out her skillset so she's qualified for the bigger companies, bigger
challenges. Maybe international business? Assuming that bounces back.

On campus because she wants to build a professional network. In sales, she
mostly meets clients & the team in the office. She wants the face-to-face time,
if the pandemic will allow.



Michael: Modality-Neutral Prospect
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MODALITY
PREFERENCE
REASONING

CFO for a growing enterprise
Drive sound strategic decisions, take on bigger risks & bigger rewards

25
Tax and support work for a large accounting firm.

Single. Two dogs. Not in a hurry for more heartache.

Michael is quiet and hardworking. He considered going the additional year for
his CPA, but he decided to work for a few years first. He's discovered that he
has more of an eye for strategy than a lot of other people in the workplace.
They see the numbers but not the patterns. He wants to dream bigger than he
has in the past.

BBA at 4-year flagship public

Just three years in and the work seems repetitive. Wants bigger problems to
chew on.

Ready to grow. Looking for a challenge.

A little tired of everything on screens, but he also needs a lot of schedule
flexibility in Q1.



Online Is NetGeographically Neutral
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Growing Preference for Near, Even Online

Online Students' Preferred Distance to Institution
Percentage gp

70 67%
60

>0 44%
40
30
20

10

0
Within 50 Miles

2019 study by Learning House H2012 ®2019



ﬁ J National Big
w Brand U

U nivg’Fsity #4 ?

University #3

50
100+

University #



Common Traps

Online One program Featuring on-
disconnected page for both campus over

from the on- online and on- the online

campus campus (Maybe presenting

program on-campus as
default)




Search




Search
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Persona
Meets
Modality
Neutral
Content

OO0



Persona
Meets
Online
Specific
Content

OO0



Persona
Meets On-
Campus
Specific
Content

OO0






How Do You Define Your Program?
AUDIENCE MEETS CONTENT

Is it the same program, just delivered on-campus or online?
Does the curriculum, student support, or cohort differ significantly?
Do admissions, costs, aid, or other processes differ?

ﬁ just the right content

Nis journey point



Navigation Decision Tree

YES

MODALITY NEUTRAL OVERVIEW PAGE

MODALITY 1

MODALITY 2

OTHER TOPICS

Are our
programs
the same?
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Are they the

OTHER TOPICS
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same except
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Program Finders, Filters & Other Tools



Program Finder Search

D ONLINE ONLY
PROGRAM OPTIONS

Online Option &2
Dual Degree

Accelerated 7~ ©



Program Finder Browsing



HTML Page Titles

Online > Program Name > School



Featured
Snippet
Replaced #1
Slot



Common Trap Recommendation



Common Traps

And how to escape them

1) Crosslink 1) Use decision 1) Clear KPIs for
| tree each program
2) lpnclude allin 2) Prioritize: 2) Stakeholder
rogram capacity & engagement

Finder competition 3) Follow

(50-mile radius)

decision tree




Reminders



Consider the

audience first



Treat online and on-campus

as two programs



Evaluate all journey touchpoints

for adjusted content



Helpful Tips



Stamats Resources

* Blog article on this topic
* stamats.com/online-degrees-website-best-practices/

* Webinar will be On Demand
* stamats.com/webinars/



https://www.stamats.com/online-degrees-website-best-practices/
https://www.stamats.com/online-degrees-website-best-practices/
https://www.stamats.com/webinars/

Sandra Fancher Joan Benson

@Sandrafancher @JoanBenson5153
Sandra.Fancher@Stamats.com Joan.Benson@Stamats.com




