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Research Appendix 
 

1. Interview Guide 
 

Interview participants: 
 
>> University of Minnesota Law School staff, colleagues, and senior leadership 
 

• Robin Ingli; Director of Admissions 

• Kate Snowdon; Associate Director of Admissions 

• Ally Hilding; Assistant Director of Admissions 
• Maddie Mercil; Admissions Counselor 

• Mark Cohen; Director of Communications 

• Amanda Furst; Chief of Staff 
 

Questions: 
 

1. In your experience, what are the three largest factors influencing a prospective student’s 
decision to apply to a given law school? 
 

2. What do you think Minnesota Law’s unique value proposition is? What differentiates 
us? 

 
3. Where do you think prospective students are spending their time during their law school 

research process? 
 

4. When are prospective students most likely to research and apply to law schools? 
 

5. Do you believe a law school’s digital presence is an important factor in an application 
decision? 

a. Has your position changed in the COVID-19 era? 
 

6. In the law school industry, how do you think brand equity is built? And how does that 
brand equity circulate? 

 
7. What type of messaging on digital do you think resonates best with prospective 

students? Factual? Aspirational? Something else? Why? 
 

8. Is increasing the amount of applications received an objective good? 
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9. My background research has revealed a prevalence of digital nativism in our primary 
target audience (i.e., Generation Z) and the seeking of community in digital spaces. Do 
you see these desires come out in the prospects you work with? 

 
10. At the end of the day, what is/are the biggest reason(s) why Minnesota Law is not on a 

prospect’s list of applied to schools? 
 

11. Of course, attending a given law school is a large decision that’s very high involvement 
and constitutes a large investment of time and money. Digital marketing and digital 
identities can only do so much lifting. This being the case, what do you think a law 
school’s digital marketing function should focus on? 

 

Key insights: 
 

• User-generated content is king: First-party brand building by the “administration” 
is viewed as less authentic by prospective students, particularly as the higher education 
category has become more and more marketized over time. 

 

• Consider the sender: Prospective students seek unfiltered brand views and 
perceptions, and commonly believe these views cannot come directly from the “seller.” 
For this reason, it’s important to elevate other voices—like student leaders—who don’t 
have a direct stake in selling Minnesota Law as a school and community. 

 

• Digital as proxy for community and quality: During the awareness and 
consideration stages, prospective students mine digital channels to determine its type of 
community and its “quality,” or an overall assessment of the institution’s style, identity, 
and story. 

 

• Category commoditization: Many of Minnesota Law’s peer schools offer similarly 
fine legal educations and often compete on similar supposed competitive advantages. To 
differentiate, it becomes crucial to find ways to rise above this sea of sameness. 

 
 

2. Focus Group Guide 

>> University of Minnesota Law School students 

12 participants in a 60-minute focus group session (November 15, 2019) 

Moderator: Luke Johnson 

Assistant Moderator: Mark Cohen 

Questions: 

1. You’re all here at Minnesota Law. What motivated you to apply to and ultimately attend 

this law school? 
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2. What do you think differentiates Minnesota Law from other schools?  
 

3. What key messages should we be communicating about the Law School and the 
community here to prospective students? 

 
4. Which communications channels do you think are key? Why? 
 
5. Have you noticed any strengths or weaknesses in current communications in these 

various categories? 
 
6. How many of you view our social media channels? 

a. [Speak out each individual platform; ask for show of hands]. 
 
7. What type of content would you like to see on Minnesota Law’s Instagram account? 

a. Are you seeing that content now? If not, what would you like to see? 
b. To influence: 

i. Current students 
ii. Prospective students 

 
8. What keeps you scrolling past our social media content? 
 
9. We’re very interested in increasing collaboration with current students in our marketing 

communications. What’s the best way to go about that? 
a. Tactically, what’s the best way to go about discussing and facilitating a student 

takeover. For example, we’d like to try out a “day in the life” of a Minnesota Law 
student. 

 
10. What stories are we telling effectively? Which stories could we be telling better? 
 
11. Please share your opinion on the quality of storytelling you’re seeing on the following 

topics: 
a. Health and wellness 
b. Diversity, community, and belonging 
c. Should there be more focus on either or both? 

 
12. How can communications foster a more equitable and diverse community of belonging? 
 
13. How do you typically access the website? 

a. Is it easy to use? 
b. What do you think about the content you see? 

 
14. Anything else you all would like to touch on that we haven’t discussed already? 
 

Key insights: 
 

• Financial considerations should not be understated: There was a heavy focus 
on the financial considerations of attending law school, including positive feelings 
associated with the offering of application fee waivers as well as opportunities for 
scholarship packages. 
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• Experiential learning opportunities are key: The experiential learning 

opportunities at Minnesota Law were a commonly indicated competitive advantage and 
application decision factor. 

 

• Specific educational specialties set the school apart: Specific academic 
concentrations like Minnesota Law’s human rights law and environmental and energy 
law programs were large application decision factors, as well as other opportunities like 
its dual degree program, which offers the ability to specialize in another discipline 
alongside of law. 

 

3. Secondary Research 

Articles reviewed: 

Bennett, R. & Rehnuma Ali-Choudhury (2009), Prospective Students' Perceptions of 

University Brands: An Empirical Study, Journal of Marketing for Higher Education, 19:1, 

85-107, DOI: 10.1080/08841240902905445.  

Clark, M., Monica B. Fine & Cara-Lynn Scheuer (2017), Relationship quality in higher 

education marketing: the role of social media engagement, Journal of Marketing for 

Higher Education, 27:1, 40-58, DOI: 10.1080/08841241.2016.1269036. 

Fleischman, D., Maria Raciti & Meredith Lawley (2015), Degrees of co-creation: an exploratory 

study of perceptions of international students’ role in community engagement experiences, 

Journal of Marketing for Higher Education, 25:1, 85-103, DOI: 

10.1080/08841241.2014.986254. 

Frølich, N. and Stensaker, B. (2010), Student recruitment strategies in higher education: 

promoting excellence and diversity?, International Journal of Educational Management, 

Vol. 24 No. 4, pp. 359-370. DOI: 10.1108/09513541011045281. 

Galan, M., Meredith Lawley & Michael Clements (2015), Social media's use in postgraduate 

students' decision-making journey: an exploratory study, Journal of Marketing for Higher 

Education, 25:2, 287-312, DOI: 10.1080/08841241.2015.1083512. 

Guilbault, M. (2016), Students as customers in higher education: reframing the debate, 

Journal of Marketing for Higher Education, 26:2, 132-142, DOI: 

10.1080/08841241.2016.1245234. 

Mourad, M., Ennew, C. and Kortam, W. (2011), Brand equity in higher education, Marketing 

Intelligence & Planning, Vol. 29 No. 4, pp. 403-420. DOI: 10.1108/02634501111138563. 

Royo-Vela, M. & Ute Hünermund (2016), Effects of inbound marketing communications on 

HEIs’ brand equity: the mediating role of the student’s decision-making process. An 

exploratory research, Journal of Marketing for Higher Education, 26:2, 143-167, DOI: 

10.1080/08841241.2016.1233165. 
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Saunders, D. (2015), They do not buy it: exploring the extent to which entering first-year 

students view themselves as customers, Journal of Marketing for Higher Education, 25:1, 

5-28, DOI: 10.1080/08841241.2014.969798.  

Wæraas, A., & Solbakk, M. (2009), Defining the Essence of a University: Lessons from Higher 

Education Branding. Higher Education, 57(4), 449-462. Retrieved July 22, 2020, from 

www.jstor.org/stable/40269135. 

Competitive landscape review: 

• American Bar Association required disclosures 
o 509 reports 
o Admissions statistics 

 

• Competitor digital marketing campaigns and assets  
o Social media (Facebook, Twitter, Instagram, LinkedIn, YouTube) 
o Admissions webpages 
o Marketing collateral 

 Viewbooks 
 Specialty brochures 
 Information sessions (digital adaptations) 

 

4. Market Research (Simmons Insights) 

Target audience profile: 

• Characteristics 
o Interest in attending law school or pursuing a career in law 
o 22-34 years old 
o Completed 4 year degree or more education 
o Located in large urban cities 

 E.g., Chicago, Boston, New York, Los Angeles, Houston 
 

• Psychographic factors with high cross-tabbed indices 
o Attitudinal 

 “If I feel strongly about an issue, I would participate in a civil protest.” 
 “It’s important to me to be respected by my peers.” 
 “I want to get to the very top of my career.” 

o Self-concepts 
 Broad-minded, open-minded, liberal, tolerant 
 Dominating, demanding, authoritarian, aggressive 
 Frank, outspoken, candid 

Media behavior (target audience cross-tabs): 
 

• Streaming services indexed highly 

http://www.jstor/
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o 38% more likely to have streamed podcasts in last 30 days 
o 31% more likely to have used a digital music streaming service (e.g., Spotify) 
o 44% more likely to have streamed or downloaded an audiobook 

 

• Twitter and LinkedIn are the go-to social media channels; Email indexed highly 
o 40% more likely to have used Twitter in last 30 days 
o 60% more likely to have used LinkedIn in last 30 days 
o 41% more likely to use email multiple times daily 


