THE TURNING POINT

Turning Reseanchiinto Recruitment

2 - Melodie Bard.




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.

This presents a challenge as the program has a
goal to enroll a class of at least 20 well-qualified

students
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Research

S

Expert Interviews

Including a Graduate Management Education
marketing expert and those with expert
knowledge of program and graduate school
resources

Syndicated Research

Pulled a profile from the Simmons Spring 2016
database

Secondary Research

Including both industry white papers and
articles, and Dan Polhamer’s program research



Current
Landscape

STRENGTH

90% alumni satisfaction
Strong alumni outcomes
Quality of instruction
Good location - major
metropolitan city

Scholarships available

OPPORTUNITY

Only local program available
Cohort-style model

On campus format

Ability to offer GRE waiver
CRM resource available

WEAKNESS

Limited staff resources
Limited budget

Dirty data

Weak messaging

Misuse of CRM capabilities

THREAT
Decline in GRE test takers

Unclear value of PPC ads

Increased concern from
Millennials to take on
additional debt

Decrease in employer support
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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.

This requires adjusting the target audience, :
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Current efforts

Target Audience Message Channel Strategy
The program began with a The program is leaning With the current
psychographic target of “Alice” heavily on a message top-of-funnel focus, the
centered around the program is primarily
2018 alum Dan Polhamer idea of investing in paid search
proposed a motivations-based efforts, with some
approach, segmenting students The Turning Point supplemental purchase lists

who do the program into: and email marketing
Future-Mes, Planner-Climbers,

and Pivoters

Current messaging aligns most
with Pivoters
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Every successful career

————————— has a turning point,

make this yours.

BN Sy ece T oo Professional M.A. In Strategic Communication . ) ]
make thiS yours. Upcoming Information Sessions
RSVP Today!

RSVP for Strategic Communication M.A.
Information Sessions through this form.
All sessions are open to the public.

Professional M.A. in Strategic Communication 0 ~»

First Name *

Program Information

Upcoming Information Sessions
Designed exclusively for working professionals in advertising, public ® _uly 30 from 5:30-6:30 in Murphy Hall Room 100
relations or corporate or nonprofit communications, the Professional

MA in Strategic Communication focuses on the study of communications Your title and employer

strategy. planning, and evalu 0411010505 - Windows Phct‘c advertising
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Current efforts

Target Audience Message Channel Strategy
The program previously had a The program is leaning With the current
psychographic target of “Alice” heavily on a message top-of-funnel focus, the
centered around the program is primarily
2018 alum Dan Polhamer idea of investing in paid search
proposed a motivations-based efforts, with some
approach, segmenting students The Turning Point supplemental purchase lists

who do the program into: and email marketing efforts
Future-Mes, Planner-Climbers,

and Pivoters

Current messaging aligns most
with Pivoters
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Learn from the Best

Adjunct faculty from the Twin Cities agency community bring

real-world client situations and case studies to the classroom.

Renowned faculty embed a theoretical framework around

modern-day communication situations.

Projects and class sessions provide opportunities to bring work

situations and ideas into the classroom

Many students’ Capstone papers can be used at work, to solve a

problem, suggest a new practice, or enhance company policy.

GRADUATE FACULTY

y N Recommendations



New Target: Molly

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

She tends to look at the work
she does more as a career than
asajob (136)

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

While she may not always be
careful with her money (96), she
does like to know as much as
possible about an investment
before committing (119)
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{ Drivers Awareness, News Activation Loyalty

4 Communication Notice Act Advocate, Reward
l Tasks
Key Messages Build a trusted network of Make it possible with Help expand the brand of
peers by seeing your cohort available scholarships - the MA in Strategic
“This could be the  on campus twice each week apply now! Communication - refer a
turning point of colleague to the program!
your career...” X% of alumni reported a Let us evaluate you based
salary increase within 6 on your experience, no GRE = Turn referrals into fuel - if
months of graduation necessary! See if you qualify = your referral starts an app,
here. get $10 to Starbucks on us!
Update CTAs to ‘Request Info’
B Key Media or Mix of Paid, Owned Mix of Owned, Paid Mix of Owned, Earned
& Channel Strategy e Investmentin SEO e Website e Branded swag to give
e Infographic on results e Emails alumni ‘
e Social ads & retargeting e Events e Referral form in email *%
: e Paid Search e Social retargeting e Word of Mouth
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Channel Strategy

Social Ads and Retargeting-
Instagram, Facebook,
LinkedIn

Limited Paid Search

digital radio/podcast ads

Recommend leveraging
external partner

Awareness, News,
Activation

Twice yearly alumni email
blast with referral form

Branded swag giveaways -
have alums and current
students be walking
billboards

Buzz, Loyalty

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

News, Experience,
Activation

PAID

EARNED

OWNED
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Work

Paid Search
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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 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

Increase Applications

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

Thank you!




Appendix I: GMAC White Paper data

Percentage of US part-time MBA programs reporting
year-on-year icati 1 k

Percentage of US part-time MBA programs reporting year-on-year
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Source: GMAC (2000-2017). Application Trends Survey.
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'Graduate Management Admission Council (2000-2017). Application Trends Survey.
Source: GMAC (2013-2017). Application Trends Survey.

*Graduate Management Admission Council (2017). Application Trends Survey.

Source:

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



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

Professional M.A. Enrollment Funnel

Sept.-Oct.
(Cohort #)

Visitors/ 2,341* 3,878*
Prospects

Inquiries 80 60
Applications 29 20
Admissions 20 18
Enrollment 17 18

*web site page views
**landing page visits

35004+***

90
30
22
20

7555*
6800+**

108
26
22
21

4827*
5800+**

123
24
22
20

***estimated landing page and web site page views (year CLA changed web site)



Appendix Ill: Brand Architecture

Professional Strat Comm M.A.

PROMISE = ==

Content Blueprint .
== Driven to Discover =3
P We want to link our content strategically to the University of ernesoto s l:ey

crand benefit of ascovery.

Goal: Increase enroiment from prospects who work for biue chip corporations and agencies

{ Target Profile: Alice, 30ish, undergrad in gesign, worked 3 years for a small agency, then 5 7
years as a marcom manager for Best Buy, wants to grow professionaily but feeis trapped in a 7 ;
tactical wortd. Her firm will pay for some but not all of her tuition. V1o
-+ Key Insighls: 1.] Alice can often feel professicnal ‘lonefness. She goesn't have the menrorsnlp;‘
| or peer group to stimuiate her growth. 2.) With the proiferation of media choices and cwned;
paid and eamed options, she feels like a talented musician in an orchestra without a strategic”
;,"/ ‘conductor. She wants to be the conductor. 3.) She seeks a grad program with the rigor and
tespect of an M.B.A., with less number crunching and more cregtive probiem solving.
255 77" Key Barriers: 1. Alice is concerned about the refurn on her egucation investment. Wil it -
” transigte not only to career growth but aiso to financial growth, in the way she's neard an
MBA can? 2. Time is @ precious commodity. Alice wonders how compieting a Master's
Degree will affect her work ife balance?

S0
RN

Key -M'e'ssag'es.

Your Performance, Your Career, Your Network

Reasons fo Belleve: 1. Facully that's o blend of scholarhip and incusiry leaderhip. 2) The power of our cohort
model, which worc ke o profezzsional support group 3.) High graduation roter—necry 90% have groduated n
two years. 4| Professional mprovemeni—neary $0% of alumni agree that the progrom helped them become o/
beﬂerpmfe:m 5 lr\cla" pfde:.ucnal expenmeﬁa‘h:n awuy’o?e:hdeu' lnaheﬂd’yer'mrmn\enf |

e | - —

e

Voice: Explorer Persona—ingepenaent, forward thinking, couragecus



Appendix V: Interviews

Link to full expert interview questions and responses:

https://docs.google.com/document/d/12g4R7molL0hFRXuvsg h2FtaKrMiNlivuNtolLNkeW6
u8/edit?usp=sharing



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

Link to full export of Simmons Syndicated Data pull, Spring 2016:

https://drive.google.com/open?id=1YT5dgm50nFck Pvasvku6Am3nVKOKbdm



https://drive.google.com/open?id=1YT5dqm50nFck_Pvqsvku6Am3nVKQKbdm
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No show info session

See GRE requirement

DISCOVERY Can'’t find tuition cost

Google Search Can't find contact

Ad Cl.ICk ACTION Can't find relevant MA
Landmg page in Strat Comm
Website Visit Download brochure information

Explore website

Sign up for info session

Send email

Attend a class

Begin/submit application COMMUNITY

&

Ignore CTAs on busy landing page Enroll in program

Request Info and get no response Promote to others

~  Wantinfo but not aninfo session

——
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