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THE TURNING POINT



The MA in Strategic Communication 
has seen a decline in both prospects 
and inquiries, leading to an overall 
decrease in the volume and quality 
of applications. 
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By running a campaign focused further 
down the enrollment funnel, the MA in 
Strategic Communication will increase 

its inquiries, and as a result, its 
application volume as well. 



Current efforts

Target Audience

The program began with a 
psychographic target of “Alice”

2018 alum Dan Polhamer 
proposed a motivations-based 

approach, segmenting students 
who do the program into:

Future-Mes, Planner-Climbers, 
and Pivoters

Current messaging aligns most 
with Pivoters

Message

The program is leaning 
heavily on a message 
centered around the 

idea of 

The Turning Point

Channel Strategy

With the current 
top-of-funnel focus, the 

program is primarily 
investing in paid search 

efforts, with some 
supplemental purchase lists 

and email marketing
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New Target: Molly

She spends time online 
visiting Facebook (146), 
Instagram (283), and 
LInkedIn (281)

Molly gets most of her 
information online (139) and is 
connected as long as she is 
awake (206)



Discovery Action Community

Drivers Awareness, News Activation Loyalty

Communication 
Tasks

Notice Act Advocate, Reward

Key Messages

“This could be the 
turning point of 
your career…”

Build a trusted network of 
peers by seeing your cohort 
on campus twice each week

x% of alumni reported a 
salary increase within 6 
months of graduation

Update CTAs to ‘Request Info’

Make it possible with 
available scholarships - 
apply now!

Let us evaluate you based 
on your experience, no GRE 
necessary! See if you qualify 
here. 

Help expand the brand of 
the MA in Strategic 
Communication - refer a 
colleague to the program!

Turn referrals into fuel - if 
your referral starts an app, 
get $10 to Starbucks on us!

Key Media or 
Channel Strategy

Mix of Paid, Owned
● Investment in SEO
● Infographic on results
● Social ads & retargeting
● Paid Search

Mix of Owned, Paid
● Website
● Emails
● Events
● Social retargeting 

Mix of Owned, Earned
● Branded swag to give 

alumni 
● Referral form in email
● Word of Mouth

90% 10%



PAID

Social Ads and Retargeting- 
Instagram, Facebook, 

LinkedIn 

Limited Paid Search

digital radio/podcast ads

Recommend leveraging 
external partner

Channel Strategy

EARNED

Twice yearly alumni email 
blast with referral form

Branded swag giveaways - 
have alums and current 

students be walking 
billboards

OWNED

Update website with new 
RFI, career outcome 

infographic, scholarship and 
tuition information

Spring forum, 3 on campus 
info sessions, 3 webinars

External partner for SEO

Drip campaign emails

Awareness, News, 
Activation

Buzz, Loyalty
News, Experience, 

Activation

$2k $20k$18k



IMPLEMENTATION Oct Nov Dec Jan Feb Mar Apr May June July

Drip Emails

Social Ads & 
Retargeting

Events

SEO and Website 
Work

Paid Search

Alumni Referral Email

Digital Ads



Evaluation

Increase Inquiries
Increase from average of 80-110 to 130-150
By changing RFI CTA, leveraging new messaging 
in social ads and retargeting, referral pipeline

Increase Applications
Maintain average conversion rate of 26% 
Inquiry to Application status should increase 
volume of apps to 33-39 

Increase Event Attendance
YOY Attendee rate up (online and on-campus)
Move Event RSVP to an ‘Attend an Event’ link- no 
longer primary CTA, offer new webinar format



Focus on inquiries

Target more broadly

Highlight differentiators

Leverage alumni

Thank you!



https://www.gmac.com/market-intelligence-and-research/research-library/admissions-and-application-trends/keeping_pace_ins
ights_and_strategies_for_the_future_of_us_part_time_mba_programs?fromsearch=1

Appendix I: GMAC White Paper data

https://www.gmac.com/market-intelligence-and-research/research-library/admissions-and-application-trends/keeping_pace_insights_and_strategies_for_the_future_of_us_part_time_mba_programs?fromsearch=1
https://www.gmac.com/market-intelligence-and-research/research-library/admissions-and-application-trends/keeping_pace_insights_and_strategies_for_the_future_of_us_part_time_mba_programs?fromsearch=1


Appendix II: Enrollment Data for MA in Strategic 
Communication



Appendix III: Brand Architecture



Appendix V: Interviews

https://docs.google.com/document/d/12g4R7moL0hFRXuvsg_h2FtqKrMiNlivuNtoLNkeW6u8/edit?usp=sharing
https://docs.google.com/document/d/12g4R7moL0hFRXuvsg_h2FtqKrMiNlivuNtoLNkeW6u8/edit?usp=sharing


Appendix VI: Simmons Data

https://drive.google.com/open?id=1YT5dqm50nFck_Pvqsvku6Am3nVKQKbdm


Appendix IV: Current Candidate Journey

DISCOVERY

ACTION

COMMUNITY
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