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Marketing Strategies in the Education
Sector

1. Introduction to Marketing in Education

The advancement of marketing in academia under the name of 'marketing of
educational services' is of great importance, as the product consumer in the
education sector is the 'student’, who is a partner in the product, while in traditional
industries they treat the customer as the main recipient of the product. Educational
marketing is based on the discussion of marketing between the product 'school’ and
the 'student'. Furthermore, it is necessary to market as part of the 'wholesaling'
operation, taking into account that reducing the importance of the marketing
operation in the cycle, proliferation of sales, and bookings is the basis of marketing
relations within the sector. Marketing has become, at the present time, the
cornerstone on which any educational institution or university depends in achieving
its recruitment goals and in retaining its preventive customers. The implementation
of marketing in educational institutions and universities to attract and retain
customers does not negate the need for the educational institution to pursue its
objectives in this regard. Due to the importance of such studies in the academic
community, we find that some universities have marketed themselves greatly in the
Arab world in an attempt to attract and market students to register in these
colleges, and they resort to new means such as social media and electronic means in
light of the great technological development that the whole world is experiencing,
along with its rapid development of technology and communication systems.
Academic marketing has several goals, including: increasing the number of students
in the university or educational institution, marketing the university or school to
attract students and motivate them to apply for admission to the university and
receive academic programs, and marketing the admission standards and conditions
of the educational system and services panel in the educational institution through
the announcement of the services committee in a university for admission and
knowing the outcomes of examinations and the final date of admission results. It is
also concerned with creating job opportunities and spreading the concept of
startups and entrepreneurship in the minds of society by contracting with startups
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on a large scale. Convertible bonds are offered to add them to the database of
academy graduates' measure of safety, which has an impact on supporting
entrepreneurship. Among the goals of academic marketing is the attraction of
competent and distinctive elements, so that they achieve distinguished educational
outcomes, thus increasing the average outcome of the university.

2. Understanding the Education Market

Though challenging, marketing a service like education can be made easy with the
right strategic moves. A service industry like education usually includes a diverse
range of attendees, mainly from the schooling group and the preschool group. Other
attendees might be upskilling or interest-based learners. Therefore, the dynamics
will be such that even the geographical proximity of students varies. Some students
come from the neighborhood, while some come for special reasons such as funding.
The marketing mix for such organizations differs from one another. Even in the
same age group segment, there are cultural differences in the way people perceive
the product.

The first step in formulating marketing strategies is to understand the
demographics of the students observed, attendance trends, spending patterns, and
lifestyles. Considering these, a number of students ready to make a decision need to
be found. In general, students ready for an immediate decision could be a small
percentage, and a greater number may take a little longer to make a mathematically
certain decision. In larger institutions, it is crucial for administrators to conduct
market research often to identify and understand the factors affecting their
decisions. Effective communication incorporates various marketing techniques:
rapport building, intelligent questioning, active listening, and conflict resolution.
Others include social media and marketing. Identifying which target markets to
promote your product is essential. When using marketing, adjust your approach to
meet the age group's expectations; for example, Generation Y or Z expect instant
access, so use social media. Use an integrated approach to tailor and implement
various marketing strategies. For example, use the Internet and traditional
advertising to get the balance right.

2.1. Demographics and Trends

Marketing in any field requires an understanding of the demographic characteristics
of the consumer base, and the education sector is no different. The diversity of
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individuals seeking continuing education is evident from many angles: age, gender,
ethnicity, and socioeconomic status. Further, the field of education is incorporating
trends such as online learning and the elimination of traditional demographic
stereotypes as individuals continue to learn throughout their entire lives. These
choices directly influence the marketing strategies institutions implement.
Consequently, as global pandemics change societal norms and as large communities
shift from one type of neighborhood to another, they also influence the
demographics of individuals seeking extended education. In order to appeal to the
largest number of interested students, successful marketing efforts require an
understanding of these demographics.

Though emerging trends can provide insight into marketing efforts, it is important
to understand that a substantial individuation of some trends does not preclude the
existence of other lifestyles. When considering other trends, namely the age and
gender of the educational market, it is important to follow trends rather than sit on
them once they evolve - often, markets need to be ahead of the curve. To accomplish
these tasks, a more nuanced view of these demographics is needed. Marketers
interested in understanding the demographics of individuals enrolled in college
courses will find a variety of resources to assist in this task. For potential trends,
ongoing analysis of online learning and societal trends is available through annual
and triennial reports.

2.2. Competitive Landscape

2.2.1. Types of Competitors For an institution, the core competitive landscape
includes finances available to invest in advertising, discounts, rebates, and finance
facilities. In this segment, various competitors exist, as follows: traditional private
colleges, kindergartens leveraging school counseling services, universities, online
platforms, IT labs, and vocational training institutions. 2.2.2. Competitive Advantage
The types of competitors directly determine marketing strategies and the market
position. Key factors that determine competitive advantage include costs, product
offerings, support, and distribution services. Target consumers, financing, and
organizational culture are among several factors that contain cost. To differentiate
in and from the market, product offerings may include school location, various
programs offered, the ratio of vocational programs to university transfer programs,
and offerings of in-person, hybrid, and online courses. Institutions may use
competitive pricing strategies that focus on discounting some programs in order to
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directly compete with the price of educational institution competitors. Due to
increasing competition in the college sector, institutions have focused on offering
current good manufacturing practices programs and desirable features. We were
unable to find a standout educational institution due to a significantly beneficial
program feature that gives the organization a strong, unique competitive position.
These offer part-time courses in Kamloops, where merely three other colleges offer
programs. Successful strategies were found to recruit students in a climate of price
competition. 2.2.3. Technology’s Impact on Competition Technology is changing the
competitive dynamics of the tourism and hospitality industry. The same is true for
the education market. Online offerings are better described in the following section.
Providing resources can give education market competitors a fighting chance. A
platform can increase an institute's exposure by promoting existing and future
programs, linking to clients' platforms, and marketing enrollment. Educational
institutions in our sample promote or host events. Open houses or institutional
presentations, receptions for recruiters and counselors, and experimental asset
drawings are examples of events. Institutes boast they have top-quality faculty and
use innovative technology in the classroom. The safety and cleanliness of school
facilities, as well as amenities from small class sizes to a beautiful campus, have all
been taken advantage of in a media campaign by an educational company, which
uses these images in their marketing campaigns all over the world to international
readers.

3. Digital Marketing in Education
Engaging Potential Students Digitally

Education institutes and companies have adopted various digital marketing
strategies to attract students to their institutions. Some of these strategies include:

Improving Website Experience: It has been found that more than 70% of students
use the website as a primary source to research colleges. A good website design can
have a massive impact on building trust and attracting students.

Social Media Presence: Investing time on social media and creating compelling
content for platforms can help build and maintain relationships with potential
students, professors, and other universities.
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Email Marketing: Email marketing provides a direct channel to communicate with
prospective students. Attracting students through blog posts and case studies
strengthens the university’s portfolio.

Online Advertising: Online advertisements have proven to be the best method of
recruitment in the education industry. Marketing messages go directly to where the
majority of the target audience is.

Different marketing messages give advertisers the ability to reach different types of
students. Creating Educational Content: Build brand awareness by creating valuable
educational content for prospective students. Publish content such as eBooks, case
studies, and white papers. Education providers personalize the targeting of
publications by collecting data relating to their website and figuring out prospective
students’ personas to target demographics. Having all these digital channels
properly set helps in targeting quality leads, and more can be done to increase
student enrollments. By incorporating analytics, institutions get to know which
demographics worked best and make needed improvements to marketing strategies
for the coming student enrollment period. Digital marketing not only creates better
leads that are interested in studying a program offered at an institution, but can also
decrease the costs associated with going overseas. A well-structured digital
marketing campaign changes the rate of student recruitment, making running
marketing campaigns more seamless and getting faster results on enrollment
numbers.

3.1. Social Media Marketing

This chapter deals with the component 'Marketing Strategies' topic 'Marketing
strategies in the education sector." Marketing is the soul or the backbone of any
institution, including educational institutions. It gives an edge over the flourishing
competition and can promote both quality and profits. Especially when it comes to
institutions offering technical and professional courses, marketing is the key to
familiarize the college society with its offerings. The marketing strategies for
professional educational institutions are not merely related to a corporate brand

identity; rather, they define a set of ethics and values on which the institution is
founded.

Marketing is a feeling, not just a functional theory. Marketing encompasses more
than advertising and branding. It is believed to sort, differentiate, and engage with
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the target audience at a level where a 'need’ and 'want' are created; thus, selling a
product may become an easy task. Branding is a salable name, term, design, or
symbol that gives an enterprise a competitive advantage. A good 'brand image'
brings strengthened recognition through people. This chapter sorts, differentiates,
and categorizes marketing strategies used in educational institutions according to
their demographics.

A. Social Media Marketing: Social media has transformed from just a social
networking site to a ground for marketing. It is a fact that social media can be a
great tool for reaching out to prospective students, but what needs to be understood
is that 'Social media, just like marketing, is a long-term game." Many educational
institutions have invested a plethora of time and money into social media
marketing, and the one question to be answered is 'What is the return on
investment?' As we know, social media is the biggest source used by the current
generation to express and share ideas. It is a platform, and with different users,
numerous opportunities come too. Common social media platforms have varied
users.

3.2. Search Engine Optimization

Search Engine Optimization (SEO) is crucial for making educational institutions
visible to their prospective students. These are some of the basic principles of SEO
that can be applied: content relevance for search queries, crawlability, backlinks,
search user behavior, site speed, mobile-friendliness, and on-page SEO. In this case,
the content should be of high quality and meet the needs of the students in such a
manner that they can find the information easily. Some strategies can be used to
optimize the website content, such as keyword research, targeting keywords in the
URL, title tag, meta description, and heading tags. Other optimizations can be done
using internal and external backlinks. It is observed that the domain authority of the
website should also be improved for higher ranking, and for this, inbound link
generation is one of the best practices.

Keyword research customized according to the search behavior of the customer or
student and competitor analysis will show what other alternatives are already
available for students. There are also certain tools that can be used to perform
competitor analysis to find the keywords that can be targeted. With local SEO,
universities can engage with students near the campus; thereby, it may directly
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reflect as more students visiting the campus for admissions. After incorporating
various SEO strategies on the website, the website performance can be analyzed by
auditing the number of users, average time spent by the user, bounce rate, page
speed, etc. Based on the analytical data, some of the SEO strategies can be re-
optimized to increase visibility and attract more students, such as more web page
content or a new website landing page. Thus, efficient and updated landing pages
can drive more traffic and leads, resulting in increased enrollment.

4. Content Marketing for Educational Institutions

Content marketing, a form of marketing that focuses on creating and sharing online
materials that do not explicitly promote a brand but stimulate a consumer's interest
in its products or services, is incredibly relevant to our university clientele. When
applying content marketing to academia, the value of content can be bifurcated into
two categories: "thought leadership” and "outcomes and achievements." Most
students are motivated to seek educational opportunities by the specific interests
that they have or the questions they seek to answer about a particular discipline or
industry. In an era when trust in higher education is eroding and enrollment in
degree programs is declining, a prime marketing objective of universities is to build
relationships and engage with potential students, and this is the role of content
marketing. Content marketing encompasses many different types of materials,
including:

1. Articles and Blogs - They are a great way to share information, such as news about
a recent success, an insight from an industry conference, or research by a faculty
member. 2. Videos - Videos that give an "inside look" into programs or events can be
especially engaging. 3. Infographics - Infographics can help tell data-heavy stories in
a visually compelling way.

Building thought leadership and expertise sharing through blogging and other
platforms is also a powerful way of showing potential students and their families
that the university is comprised of trustworthy, informed faculty, staff, and students.
Colleges and universities can demonstrate their commitment to the desired
outcomes of students and their families by circulating case studies, success stories,
or mindful empathetic pieces written by faculty, staff, or students in the form of
articles, blog posts, infographics, and videos. This content also claims the value of
the overall student experience that students are not only safe but also celebrated



CHIB Amina Djazia
Associate Professor
International Management of Companies and International Marketing
Abou Bekr BELKAID Tlemcen University
Faculty of Economics, Business and Management
Business Department

and successful as a part of the university ecosystem. Creating content is only half the
work: distributing it to potential students is a crucial part of the strategy. Posting
the visual materials on existing social media accounts that are followed or leveraged
by student ambassadors, colleges, and departments is a great way for universities to
begin deploying the content. Institutions that are already providing press releases
about their annual best-practices sustainability report, honor roll, or alumni
magazine will also glean capital from sharing this content with their target goals.
Ongoing consistency is key; potential students should have many different
opportunities to encounter these stories and the university values embedded within
them. Because the solitude of a website experience might not pull in a large number
of unique visitors, cross-sharing the blog highlights and more in separate social
posts and ad campaigns works to capture all the brand exposure across each
potential student's journey.

4.1. Blogging and Thought Leadership

Having a blog is a great way to share what is happening on campus, faculty research,
and program updates. Your blog should provide an insightful look into happenings
that will appeal to prospective students. What will resonate with them? What
questions do they have about going to grad school? The content of your blog should
showcase your institution’s thought leadership, faculty, staff, and students.

It's important to establish a blogging schedule and stick to it. Your audience will
come to expect news from you at specific intervals, and this will make you more
visible. Consider using SEO techniques in your blog to increase search engine
visibility and draw a wider audience. Design blogs with the end user in mind - they
should be attractive and easy to read. There are many topics that fall under the
larger “thought leadership” realm: highlighting research and findings of your faculty
members, discussing industry trends, and student affairs and student life
experiences. Some schools decide to restrict the blog to one or two topics, whereas
others run a broader spectrum of posts.

More importantly, on the comment level, if a prospective or current student poses a
question, quickly respond with useful information. This is a great way to illustrate
practical information, start a dialogue, and show support: demonstrating to readers
that you can address their concerns. Addressing the questions readers post can also
give admissions committees ideas for future blog posts and what should be a focus
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area for FAQ updates. Sharing news and blog entries via social media can
significantly increase the visibility of blog posts. Here are the analytics you should
look out for, track, and compile in an annual trends report: 1. Number of visitors:
unique and return 2. Bounce rate 3. Geographic location of readers 4. Browser used
by readers 5. Time spent on page 6. Pages visited 7. Keywords used to find your site
8. Traffic sources: search engines, websites, and social media.

4.2. Case Studies and Success Stories

Stories of graduates and their career journeys can be compelling. Stories of student
success build credibility and may influence the perceptions of prospects, especially
if supported with data and evidence. Sharing real-world "graduate impact stories"
can visually and emotionally hook the reader with a message intended to implicitly
inform any prospective student's decision in a "show, don't tell" manner. Again, this
is prime content marketing territory. Sharing student success also provides a
recognizable return for your mission and may be an easy way to validate the
effectiveness of your programs or services. After all, what is an internship in the
Disney College Program? A Pell Grant recipient who worked her way up to manager
at Waffle House? That entrepreneur? We encourage us all to take it to the red pen
and remind ourselves of more impressive student career stories. We replace it with
nuanced, compelling narratives that quickly convey credible and ultimately more
engaging personal influence. We should be sure to tell stories about graduates who
have had to overcome significant challenges for added perspective. At the bottom of
the pyramid are numbers and career destinations. At the top of the pyramid, we tell
the stories in the world, recognize the names, and create content that resonates with
the reader.

5. Innovative Marketing Techniques in Education

The education sector is not traditionally one for over-the-top, extravagant
marketing campaigns, but it is an area where a certain level of strategic marketing is
necessary. Like any other business, educational institutions need to attract new
customers—in this case, students. The internet means that prospective students can
find out everything they want to know about learning institutions, and a shift
towards more, particularly higher, education providers means the competition for
attention is tough. The good news is that the education sector is starting to
experiment with marketing that strays from the norm. More educational institutions
are investing in fresh, innovative marketing techniques and being inspired by the
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trends, consumers, and developments in marketing. Staying ahead of the marketing
curve will allow your institution to stand out from the raft of learning providers any
potential student has to choose from. Schools, colleges, and universities are
adopting modern technology as part of their marketing strategies. A prominent
example is the use of immersive experiences, such as virtual reality and augmented
reality. A number of major American and European universities have created VR
tours of their campuses, making the user feel as though they are actually walking
around the educational facilities. The benefit of this approach is clear: prospective
students can get a realistic feel for the environment, education system, and facilities
without traveling. Useful information can be easily disseminated, and the
educational institution gains an increased pool, both in terms of number and
diversity, of potential students. Another promising brand technique is the use of
gamification. This involves using games and interactive content for marketing
purposes. The experience is engaging, interesting, and memorable, creating a
positive association with the learning provider. If educational marketers adopt
immersive technology and gamification, they can provide prospective students with
both a reason to choose their institution and a memorable ‘go to’ experience.

5.1. Virtual Reality and Augmented Reality

Virtual Reality (VR) is a computer-generated simulation of a three-dimensional
image or environment that can be interacted with using special electronic
equipment. Augmented Reality (AR) is a technology that superimposes a computer-
generated image on a user's view of the real world. VR and AR are starting to make a
splash in the technology world and have started to gain traction in other industries.
VR could be used for prospective students to virtually tour your university’s campus
to help get a better understanding of the environment, resources, and facilities. AR
could be used to show additional information to prospective students around your
campus when using smartphones or tablets to take a real tour. VR and AR tools are
designed to aid in the overhaul of the hardcopy approach in a marketing strategy as
a communication tool that provides stakeholders with a more immersive approach
in understanding a product. VR is designed in an enclosed space, while AR is used in
a larger space. It is also anticipated that participants experience a deeper
understanding of something they can't see, like students wanting to pursue a higher
degree can feel their future field practically. It offers a good pattern and design for a
rebranding strategy. By showing desirable values and symbols, it offers stimulus in
the learning process for engaging and interacting directly with the contents. Budget
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analysis and planning should be made to wisely invest in VR marketing. The average
cost of creating an app or game for the mobile environment is around $250,000, not
including hardware such as VR goggles, sensors, and engines. The university has VR
marketing apps or games that can be accessed in the Apple Store. VR offers
maximum return on investment. The maximum limit of the product depends on the
actual, accurate revenue forecast, learning content, and its brand. Each session can
accommodate the maximum participants for approximately 8 minutes. Like mobile
developers, the AR stages also depend on factors such as high-quality data
preparation, design methods employed, and the complexity of the content. The
return on investment depends on the adopted platform devices or involved
software. Some universities have used mobile applications that invite students to
discover college data. Some universities have used signage devices in a college
environment for promotional material.

5.2. Gamification

The term gamification refers to the application of game design elements and game
principles in non-game contexts. Gamification may be used to improve engagement
in the educational sector. For example, marketing departments in various
educational institutions can develop a wide range of quizzes to propose to
prospective students. Mention fun, interactivity, rewards, and competition in the
communication around these quizzes. Mention the uptake of existing quizzes in your
submission as proof of their success. Discuss some substantive insights that resulted
from these quizzes. Finally, conclude with some do's and don'ts for developing these
quizzes. Ensure that the structure of the previous different sections is not followed
in detail. Starting with the results will make your piece stronger.

Prototyping in the scoping paper is ready and reviewed. We would appreciate a
go/no-go at your earliest convenience to initiate literature research if you find the
proposal to have merit. No longer a simple element in just video games, the use of
gamification in a business context is rapidly expanding. This is particularly true for
educational institutions that wish to attract and engage with more potential
students. Examples of the use of gamification often include quizzes and other
interactive content. Additionally, these quizzes may or may not be assessing
knowledge, but often focus on potential students to gradually engage or encourage
further research or explore other content. In essence, keywords could include
gamification, student interaction, student engagement, interactive content,
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knowledge quizzes, fun quizzes, promoting education, marketing, learning
retention, social media quizzes, and blog quizzes.

6. Building Brand Awareness for Educational Institutions

Many institutions diversify their offerings to meet different needs. However, if the
market is aware of these specialties, the institution might have difficulty attracting
students to prep courses. Establishing a strong brand can create differentiation in a
competitive market. Effective branding should be done consistently across the
board. This includes consistent use of trustee positioning and messaging in
marketing efforts, consistent utilization of visual identity standards, and a
consistent overarching brand strategy to ensure audiences experience a cohesive
and unified message. Storytelling is another effective marketing strategy that works
to create bonds between educators and potential students. Sharing success stories,
student testimonials, and faculty profiles are just a few ideas that follow this
marketing strategy.

Public relations campaigns will also help elevate an institution's reputation by
motivating positive press coverage. This coverage will expose potential students to
the academy's successes and the quality of the education received at the institution.
Strategic advertising placements are also important in establishing brand identity,
touching potential students in high-visibility areas akin to social media platforms
and landmark locations. To maintain current students' brand loyalty, institutions
must continually engage with students via social media, newsletters, traditional
correspondence, and further on-campus events. Monitoring brand awareness is
crucial as it encompasses the thoughts and feelings of prospective, current, and
former students surrounding an institution and its brand. Conducting focus groups,
student surveys, and demographic research might help an institution establish a
baseline for these things. Similarly, utilizing statistics and data can help an
institution track the effectiveness of their web-based recruitment initiatives.

6.1. Branding Strategies

Brand is an emotional construct, feeling, or perception that comes to people’s minds
about products or services offered by a company. What are your experiences and
story as a student, and how did it make you feel about each of the institutions that
you attended or taught at? During these periods, students, staff, and faculty develop
a set of emotional attachments to the institution that can last a lifetime. Emotional
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relationships may contribute largely to whether students enroll, stay, donate, how
many students enroll, how many staff enroll, and whether faculty decide to work at
the school.

Consider this evidence: ¢ Schools that develop a unique value proposition have a
50% higher graduation rate. e Schools with a clear, compelling brand that is clearly
articulated have double the enrollment of schools not taking the time to do so.
Branding was seen as so important to three of the oldest and best-known colleges in
Indiana that they collaborated to create a shared brand. Indiana small colleges
discovered that branding and marketing not only provided new ways of recruitment
but also focused the institution’s goals, strategies, and internal communication
mechanisms. Branding may or may not become a part of the educational landscape,
but the imperative for understanding and showing the short- and long-term
competitive advantage of attending, graduating, and donating remains. While a
brand platform is an overarching strategy, schools must develop targeted online and
offline integrated marketing and social strategies to tell and perpetuate the initial
story.

6.2. Public Relations and Media Outreach

A primary component to enhancing visibility for any educational institution or
vocational school lies in its public relations and media outreach strategies.
Relationships with media contacts are critical to getting an institution’s brand and
messages out in the market. Engaging in good public relations is about positively
impacting a person’s opinion or perception about your school. Creating and
distributing a good press release can tell the story, provide information, and
generate interest in the event. Taking the necessary steps to cultivate strong
relationships with these outlets will drive your institution’s ability to attract
attention for your admissions events, programs, and graduations. People trust and
read newspapers, use news apps, and gather information from other forms of
media, and it is up to PR professionals to create and maintain a positive vision of
their institution.

A well-built media kit, tailored to each institution’s audience and delivering a timely
and newsworthy message, has the power to draw the media in. The media kits may
feature background information on the institution, its curriculum products, staff,
course offerings, and press releases on events hosted or attended, as well as other
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relevant news. Schools should build a database of all local newspapers, electronic
media, and possible education-related newspapers, magazines, and industry
periodicals, and commence a targeted, ongoing media advocacy campaign. Many
students and parents place a lot of trust in the opinions of educational providers
that they see featured in a positive light in their local newspaper, so it is the
responsibility of the marketing professional to place them there as often as possible.
By providing community outreach events, open houses, expos, and high school
visits, a school has the perfect opportunity to create a good profile for their
institution. These positive stories should be worked into the list sent to the media.
When public sentiment goes awry for any reason, it is important to ensure that a
strong and timely reaction will minimize any inbound negative traffic. Keep an eye
on all releases: written, radio stories, mentions, and reviews, and have a formal
communications plan to deal with any issues that may arise.

7. Measuring the Effectiveness of Education Marketing

Campaigns

In the age of the Internet, we have access to volumes of data that can help us
understand campaign performance and drive strategic decisions. Measuring the
effectiveness of your campaign is key to ongoing improvements in strategy and
messaging. Some of the key performance indicators (KPIs) educational institutions
should be tracking include total enrollment numbers, highest enrolled programs,
website traffic, and where that traffic comes from, user demographics, such as
location, device, and source of referral, engagement rate and growth on organic
social media platforms, engagement rate and email capture form fills on the website,
conversion rate of different services offered by engagement specialists, service
intake metrics for students who show accuracy in data, such as source of referral,
what pages and videos a student may have visited, and what the last action was
taken before they schedule an appointment.

Assuming that you have data to measure, there are several strategies for collecting
data. First, you could collect real-time data from your website and scheduling
platform, manual data inputs from staff and faculty members, aggregation of data
from other units within your institution, connecting multiple platforms to collect
and measure data, and providing comprehensive, digestible, and usable reports with
data analyzed for decision making. Modern analytics and statistics software allows
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us to track all kinds of data points. The difficulty is in determining which of these
data points are meaningful, and how we can collect, track, and report on them in a
streamlined way that is directly actionable. By tracking KPIs, we can collect a larger,
more accurate amount of data that we can report on but also make informed
decisions about our marketing strategy. Sector-based marketing is results-driven
and can, in turn, influence the direction of a specific institution or sector as a whole.

7.1. Key Performance Indicators

Key Performance Indicators (KPIs) act as measurable values for demonstrating the
effectiveness of marketing efforts. Choosing the most effective KPIs can be difficult,
and without a clear goal, KPIs may not be useful. For educational institutions, some
KPIs can include:

- Enrollment conversion rate - Clicks - Cost per acquisition - Visitor-to-lead
conversion rate - Page views - Social media engagement (likes, shares, comments,
retweets, mentions) - Inquiries - Unique website visitors

Like KPIs, goals and objectives that are trackable are set by the institutions
themselves and thus are variable, depending on school size and area of focus.
Institutions should use data to drive decisions; KPIs can show what marketing
techniques will be best to invest in and where marketing technique strengths and
weaknesses are. Student inquiries, on-site visits (as well as key visitor
demographics and educational levels), registrations, and enrollments (if applicable)
are all easy to collect. Data from any tests, such as demographic, keyword, or
content tests, can be tallied and analyzed for easy KPI measurement. Quality
assurance can be performed by ensuring the data is integrated into the purchasing
system. Data should be collected, and the appropriate metrics must also be
gathered.

If marketing efforts aren’t meeting your institution's key performance indicators,
regular review shows trends and allows for strategic decisions to be made. Goal
setting is just one essential aspect. Also, regularly review the ROI of your education
marketing campaign, constantly analyzing and making small marketing strategy
changes to your education marketing strategy to assure the most prime results. In
an online environment, when attempting to track success, it is crucial to collect data.
For educators, a large focus should be placed on web-based inquiries, registrations,
and enrollment rates. Studies of those that convert will allow for a more targeted
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marketing campaign. Goal setting is made easier if live chat is made available
because it can be a way to gather valuable data. KPIs provide a way to measure how
well something is working. It is easier to choose the right data to track if goals are
defined. It can also help to monitor the financial health of a specific strategy. Many
customer questions are answered with a chat feature or by phone. Because they
need immediate answers, these potential customers are the fastest to convert.
People who use the chat function also tend to be further along in their decision-
making journeys. Have you noticed how it can be difficult to pick the very "best"
data to track?

7.2. Data Analytics and Reporting

For the marketing strategy to be effective, it is crucial to understand the data behind
the marketing efforts and what they suggest. Compiling the list of results and
findings that can be used to support other marketing strategies is advisable. By
utilizing recognized analytics software, you can gather data in terms of web, social
media, advertising, etc. Data reporting enables institutions to develop a snapshot
view of a campaign’s performance. There are several different techniques for
comprehensive and encompassing data reporting.

Tracking audience behavior can also help with changing and refining targeting
strategies. Knowing what section of the population converts on a website the most
and what their interests are will improve your targeting message and develop more
attractive campaigns. Understanding software enables institutions to understand
which content results in the highest number of shares and inbound links and how
target groups interact with the content. The ability to create charts and
visualizations of various data types helps marketing professionals develop
attractive and informative materials that clearly communicate results to all levels of
management. While visualizing the data, it is important to keep in mind the
opportunities and hazards. Members of a team may find it difficult to utilize the
correct format, while others may believe that as the data is already clear in their
minds, visualizing it just complicates the process. It is essential to recognize that
possessing data carries the expectation of being accountable for using it to work
towards goals and meeting targets.

Additionally, it is often seen that the quality of data, rather than the quantity, is
essential. To use a person’s data without their consent can result in the issue of
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avoiding legal action. Fairness, transparency, accuracy, and accountability are
significant factors when using data in a marketing campaign.

8. Ethical Considerations in Education Marketing

There are several ethical issues to consider in marketing education programs. An
institution must be able to demonstrate to those it is serving and/or proposing to
serve that it operates with integrity and is worthy of trust. The privacy of student
information, however it is obtained, must always be respected. From a marketing
perspective, a school or program should communicate the truth about its offerings.
This communication must be transparent. Anything stated in advertising or
promotional materials should be true and not misleading. There may be risks to
participation never stated, but potential students need to be able to make informed
decisions. Last but not least, institutions should always be clear in what they are
doing and why. For example, schools should never tout the success of their students
if the program listing a specific placement rate is highly selective and does not
include all students.

While an organization’s general counsel is usually most familiar with any laws and
regulations applying to student marketing, there are also a number of regulatory
bodies governing the university or institution itself which may provide guidelines
for its operations. Civil government regulation of private sector marketing practices
is generally meant to protect consumers from businesses that engage in misleading
or unfair advertising practices. Regulatory agencies also impose individual liability
on employees who participate in deceptive marketing activities. While an
institution’s general counsel and regulatory agencies have an interest in things not
going wrong, it is the institution’s responsibility to ensure that things go right. That
is where a marketing professional can assist in developing and nurturing an ethical
culture among the marketing functions.

Guarding and ensuring institutional reputation requires us to develop an honest,
ethical marketing culture within our own programs. If we do, we are more likely to
have the confidence of others and to deliver an education equivalent to what is
promised. Some, unfortunately, do not see it this way and have agendas focused on
short-term student acquisition growth curves and personal economic gain realized
through fraud. Ultimately, the health of the profession and future success of our
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programs are dependent on our ability to rise above such behavior and focus on the
long-term success of our students.

9. Future Trends in Education Marketing

The future trends in the education marketing aspect include the personalization of
the student experience, predictive analysis, social media, and mobile marketing.
Being aware of these changing trends is a way to ensure that a marketing strategy
remains relevant in the future and is able to attract future generations of students.

1. Personalization through Al and Machine Learning Al can be used together with
data to create bespoke or personalized online student experiences. It can also show
the right interventions for institutions in terms of engagement through websites and
email. Related technology is also being created to help gather and integrate student
data. Using machine learning, it could download all the different spreadsheets
available in your institution and start updating the record of a particular student. In
the future, a combination of the two could help make decisions in various
admissions and marketing activities. For students, it could give them a taste of what
their minds might feel like when they start college within a future institution.

2. Technology There are a number of exciting opportunities in technology that could
be of use in marketing or engaging with students and the community at large better.
A clear example of how institutions can already improve communications is
chatbots and the use of audio messages on both Facebook Messenger and
WhatsApp, which are platforms future students use a lot. While data analytics has
been the number one strategy for success for the past few years, the coming years
will involve integrating it with marketing engineering, innovation, and deep
analytics in a continuing and related fashion. It would treat the closed-loop analytics
approach as similarly core to a lead management strategy or recruitment strategy,
so organizations would need to be put into place to effectively utilize that approach
for those potential leads. This attitude—and a similar study—will encourage
continuous contributions to the progression of student recruitment and marketing
strategies.
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