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Agenda

• Generation Z audience profile

• What it means to be “digital-first” 

• Aligning a strategic marketing approach through journey mapping

• Developing integrated marketing strategies for all stages of the recruitment funnel 

• Results and impact of an integrated approach on priority enrollment metrics

• Key takeaways

• Questions

Division of Marketing: Proprietary and Confidential



Syracuse University 4

Generation Z: Who Are They?

Division of Marketing: Proprietary and Confidential



Syracuse University 5

How Generation Z Feels About College
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Generation Z: Expectations
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Most Influential Source: SEARCH

RNL 2021 E-Expectations Report
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Generation Z: Expectations

Division of Marketing: Proprietary and Confidential

Most Influential Source: SELECTION

RNL 2021 E-Expectations Report
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Digital-First Approach to Marketing
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Overview: 

– What exactly is “digital-first” – not to be confused with digital only

– Meeting audiences where they are both online and offline

– It’s important to understand the journey and touchpoints across the enrollment funnel 

Alignment of a marketing division to be “digital-first”:

– Evolution from outsource to insource model

– Fully-integrated team across multiple channels

– Brand alignment and control to promote One University 

– ROMI impact
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Building a Foundation to a Marketing Strategy: Audience Journey 
Mapping 
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• Why is this important?

• The process and intended output 

• Mix of offline and online touchpoints for key audiences

• Paid and owned channels and the role they play

• The result: an “always-on” enterprise marketing strategy 
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Always-on Marketing Strategy at 
Syracuse University 

Video:
Digital TV

Video:
Programmatic
Video

Search:
Google Ads

Social:
Facebook,
Instagram,
Twitter, LinkedIn

Video:
YouTube

Contextual

Retargeting

AI Targeting:
Online 
conversations

Video:
Linear TV

Third party targeting:
Demographic, geographic,
behaviors, interests

BRAND 
IMAGE
Campaign Email

ListsSCHOOLS/
COLLEGES
Targeted 

Recruitment 
Campaigns

UNDERGRAD 
RECRUITMENT 

Campaigns

Division of Marketing: Proprietary and 
Confidential

In addition to elevating the profile of Syracuse 
University, an enterprise-level Image 
campaign and a continuously optimized 
content strategy provides the foundation for 
all other integrated advertising campaigns. 

This includes campaigns supporting:

• Undergraduate student recruitment

• School/College targeted recruitment 
(Graduate)

• Post-traditional online student 
recruitment

• Advancement campaigns

POST-TRADITIONAL 
ONLINE

Campaigns

ADVANCEMENT
Campaigns
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Integrated Undergraduate Recruitment Marketing: Alignment Across the Funnel

1
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Always on Image Campaign & 
Content Strategy
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Integrated Undergraduate Recruitment Marketing: Inquiries and Applications
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Early Decision Marketing
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Always on Image Campaign & 
Content Strategy
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Integrated Undergraduate Recruitment Marketing: Yield
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Always on Image Campaign & 
Content Strategy
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Integrated Undergraduate Recruitment Marketing: Melt

2,739
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Melt Digital 
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Always on Image Campaign & 
Content Strategy
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Integrated Undergraduate Recruitment Marketing: Impact & Results for 
FY22

1
Inquiries and 
Applications

Yield

Melt

2,739

7,918

27,910

Encouraged more than 55K instances of student 
movement across the funnel (66% increase y/y)

Goal: Deliver impressions to Inquiries and  drive to application 
starts; convert app starts to application completes.

Targeted outreach to over 600K Prospects to convert to 
Inquiries – Junior and Senior Search

Goal:  Deliver impressions and drive clicks to  website  through 
paid campaigns and offline tactics.

Back-to-back, two record year of applications, 
applications increased 5% from 2021

Deposits increased 9% from 2021
Goal: Focused impressions and engagement with Admitted  

students and their families.

Division of Marketing: Proprietary and Confidential

Always on Image Campaign & 
Content Strategy
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Key Takeaways
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• Understanding your audience where they are is the foundation for any marketing 
strategy.

• Digital-first does not mean digital only.

• An “always-on” marketing approach leverages online and offline tactics as levers to 
pull at  strategic points in the user journey.  

• While each stage of the recruitment funnel is unique, looking holistically at your 
recruitment strategy and the online and offline assets used at each stage is critical 
to ensure a consistent experience with your brand. 



Questions
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