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* Graduate versus undergraduate motivations

* Understanding the digital marketing landscape for terminal degrees
* Building a DLG strategy

* Leveraging your full-funnel data
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Primary motivations for
graduate enrollment

6%

Motivation by age
MOTIVATION 20-24 25-29 30-39 40-49 50+
To change careers 9% 18% 19% 20% 14%
To advance my career 85% 75% 73% 67% 54%
Personal reasons 7% 7% 8% 13% 32%

8%
Personal reasons

76%

To advance
my career

16%

To change careers




Graduate student concerns include cost,
flexible course options, and future
employment opportunities



Neutral: somewhat
important, neutral or
somewhat unimportant

m Neutral m Important or Very Important  ® Not Important
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flexible course options

m Neutral = Important or Very Important  m Not Important
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future employment opportunities

m Neutral = Importantor Very Important  ®m Not Important
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To how many schools/programs did/will you apply?

33% 40% 17% 10%
1 2 3

e 4 or more

Number of schools applied to by format

NUMBER OF SCHOOLS ALL ONLINE PARTIALLY ONLINE ALL CLASSROOM
1 27% 40% 32%
2 44% 39% 34%
3 20% 13% 17%

4 or more 9% 7% 17%
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PRIORITIES (ALL STUDENTS:
STUDENTS PICKED TOP 2 PRIORITIES)

A job offer upon graduation 49%
Specific skills for the workplace 65%
To have fun on campus 28%
Networking abilities 18%
I'm doing this because it is expected of me 6%

60% of prospective undergraduate students wonder if
college is worth the time, money, and effort (2024)

63%
59%
31%
23%

6%
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Undergraduate concerns

Undergraduate students are
most interested in kickstarting their
career or advancing their skills

Many students are concerned about
the cost of college

These concerns increase as students
get closer to attending college




Student motivation trends for

terminal degrees




JD Trends in Motivation

What's changed in the last decade?

High-paying salaries, prestige and furthering
career goals were at the top of the list for why
students wanted to go to law school over a
decade ago.

In 2010, less than 50% of first-year law students
said contributing to the public good strongly
influenced their decision to attend.

Otherinfluences include financial stability,
prestige, and career advancement.
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A desire to make
change or help people

5

7=

The opportunity for
advancement and stability

o

1000(

The prestige associated
with the career
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Students

» Test scores for the LSAT, MCAT, or PCAT

* Undergraduate GPA and prerequisites

* Application best practices

* Discourse around the admissions and selection process
Institutions

* Competitive digital marketing space

* Pressure on career outcomes and access to experiential learning

* Institutions' academic reputation frequently dictated by rankings
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How to win
Yielding the right students

* Address student motivations and concerns

* Inspire a sense of belonging through your brand
messaging and digital strategy

* Showcase student success stories
* Focus on your speed to lead

* Foster connection







Measuring effectiveness in
digital marketing

HOW DO YOU ASSESS THE

EFFECTIVENESS OF YOUR SMALL MID-SIZE LARGE
MARKETING SPEND?

Meeting enrollment targets 87% 85% 74%
Number of leads 55% 69% 71%
Quality of leads 55% 65% 56%
Cost per lead 35% 44% 53%
Net revenue targets 32% 29% 21%

Happy stakeholders (faculty,

administrators, etc.) 29% 29% 41%

Know what your KPIs are before launching your
digital lead generation campaign(s)!




» Start with Awareness: Before applications and enrollment, how many people need
to know about your program? Define your target audience and estimate the reach
you need to achieve your goals.

* Data-Powered Insights: Uncover the potential in your program by analyzing past
enrollment data and competitor strategies. Look at what competitors are doing and
student trends outside of your programs. This can help set realistic benchmarks
and informs your goals.

* Understanding the Conversion Funnel: Not everyone who sees your program, or
even fills out form will apply. We analyze historical conversion rates to estimate
how many need to be aware, fill, out alead, and actually apply to generate enough
applications for your enrollment goals.

* Work Backwards for Success: Start with your desired enrollment number. Using
conversion rates, we determine the budget required to generate enough leads and
applications, ensuring you reach the right audience with the right message.
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Understanding how you stand out
inthe market

* Deep Discovery: We go beyond the surface of your existing programs.
* Beyond the Obvious: We don't just ask you what you know about your students.

* Research Powerhouse: We don't stop at your program. We utilize a multi-pronged
research approach:

o Keyword Research
o Social Listening

o Market Trends

@
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* Data-Driven Approach: We leverage extensive data from
past client campaigns across various program types (IT,
Business, Healthcare, Engineering) to establish average
Cost-per-Lead (CPL) benchmarks.

* Budgeting Foundation: Using historical data.

* Beyond Averages: We understand averages are just a
starting point.

* Multi-Channel Optimization: We go beyond a one-size-
fits-all approach.

o
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What does it mean to constantly
optimize?

Continuous Improvement for Peak
Performance

* Never-Ending Optimization: We don't set your
campaign and forget it.

* Data-Driven Decisions: By constantly monitoring

campaign data, we identify areas for improvement
and make strategic adjustments.

* Program-Specific Tweaks: We understand that each
program has unique needs.




Penn State Dickinson Law

O

Sponsored

@ info.dickinsonlaw.psu.edu/lawscholarships

Do More Than Practice Law - $60K
Grant Available

Find out if you're eligible. Apply to Penn State Dickinson
Law in Carlisle, PA today. Practice Greatness at Penn
State Dickinson Law. Generous scholarships & need-
based grants. Degree programs: J.D. Law Program, LL.
M. Law Program, Joint Graduate Degrees. Fuel Your...

Scholarship Information ~ Academic Programs  Abo

Ad copy that addresses JD student motivations with "do more
than practice law" + an attractive scholarship hook

Ad group variation that can identify "juris doctor" searches
from "law degree" searches, etc. and allow us to favor
patterns that are most effective and negate things that don't
work.

Indicators of success




Mercer University PharmD

Mercer University College of
p Y &

Our PharmD builds a unique mix of skills—from
medication therapy to leadership and empathy—
to empower and educate.

MERCER COLLEGE OF PHARMACV
APPLY BY JUNE ! FOR AUGLST 2024 START

mercer.edu/pharmd
The Right Mix of Skills
Apply Now for August '24 ..,

Seasonal keyword research
that allows us to maximize
the budget when there is
more opportunity for
impression share.

Compelling headline copy
that addresses PharmD
motivations

Increased share of budget
that goes towards highest
intent channels without
compromising clicks or lead
volume

Indicators of success



Mercer University Law

Mercer University & X .
Sponsored - & -4
Join a collaborative community of faculty, staff,

students, and alumni to help you become a
practice-ready attorney.

MERCER

FORM ON FACEBOOK

Apply Now
Practice Makes Purpose

Learn more

Best performing ad on Meta in
May 2024 includes ad copy
that addresses JD motivations

Robust target audience
strategy that considers
multiple student interests
to refine an

audience efficiently

Appropriately exclude users
who have already moved
beyond this stage of the funnel

Indicators of success



* Market Fluidity: We understand the education landscape is constantly evolving. Our
strategies adapt to market trends, ensuring your program stays relevant and attractive
to prospective students.

* Experience Pays Off: With extensive experience across diverse program types, we
leverage historical data and ongoing optimization to refine our approach, consistently
yielding better results over time. This is also why long-standing clients may see better
results.

* Tailored for Today: Again, We don't rely on static methods. Deep program discovery
combined with data-driven optimization ensures your strategy remains dynamic and
effective in today's ever-changing market.
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Quick tips for inquiry nurturing

* Inquiry nurturing for grad students: the need for
speed

* Graduate students are more likely to want to
interact with arecruiter or counselor than a
faculty member during their search.

* How easy is it for a student to speak to an advisor

or recruiter?
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42% of marketers said they do not
have visibility into the performance of
their leads within the funnel.



The Envision Dashboard's capabilities include:

v'Assess performance by channeland program
v'Evaluate market demand by program

v'Understand market investment by program

45% of higher education marketers report that conversion rate analysis (tracking conversion
rates at various stages in the recruitment funnel) is the most effective tool or method to
enhance the success of their current recruitment strategies.
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Working backwards from
down-funnel data

How to win




Benefits of investing in a full-funnel approach

Finding out what works best!

v Track the number of stealth applicants

v’ Determine what ads and platforms produce the highest quality lead, not just the

most leads, and re-invest budget there
v’ Dive deeper into your budget allocation

v Full-funnel insights tell us that it's not a one size fits all!
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THANK YOU!



leading ai innovation

ready to lead the way with RNL? @.“E‘gg:g.@
schedule a quick [l
consultation @f

scan here
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