


Landing Pages for
Higher Education Marketing: A Toolkit

Get more leads and improve your lead
conversions! This college and university landing
page toolkit for student recruitment includes:

. Landing page checklist that walks you through how to
build a landing page for student recruitment

« Competitor slides from universities and colleges in the
U.S. and abroad

« Landing page performance data to help you improve
your lead generation and conversions
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How Do You Compare?

The average conversion rate for higher education
landing pages is 4.4%, going up to 6.8% for online
certificate programs.

(Source: 2021 Conversion Benchmark Report, Unbounce)

Improve Your Results!

Use this toolkit to create a successful school or
program landing page.

This toolkit can also help you identify gaps in
your digital recruitment and enrollment
marketing strategies.
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Traffic Sources

Have | considered which channel a prospect used to find my
landing page? Did they come through a brand awareness or lead
generation campaign?

0 Email 0 Organic social [0 Organic search

O Paid social O Paid search O Other

Presumably, not all prospects will find your landing page through
the same channel.

Understand the value of utilizing different tactics for reaching
prospects at different points in the marketing funnel.
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Tone & Emotion

The tone of my landing page promotion matches my channel:
] Yes [J No

For example, are you
advertising on Instagram
(more creative vibe) or
LinkedIn (professional B 11ARVARD
development emphasis)? W P g

h faculty and peers

- Harvard Business Analytics Program
ai S €
O e

A Linkedin Live Event

Remote Work Revolution

March 26th @ 1 p.m. ET

QY W
Harvard's Instagram promotion (left) is Complete the Harvard kol I
.. . . 5 ) analytics The switch to #remotework has upended
more about creativity, and their LinkedIn Business Analytics Program the way organizations lead, foster connections, and
. use digital tools. During our #LinkedInLive event on
HERGES 9 Months Friday, March 26th, Professor Tsedai Neeley will

present insights from her new book Remote Work
Revolution: Succeeding From Anywhere and explain
how managers and employees can navigate these
challenges. Register on our website.

promotion (right) focuses on skill,
certification, and time. They understand
the platforms!

Earn a Certificate in Business Analytics Online in as Few as 9 Months )
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Consistency & Specificity

My landing page copy is specific
to the message, offer, and tone of my ad, post, or email:

O Yes O No

Peabody Online at Vanderbilt University

seco 2l leader with an online EA.D. in leadership and leaming in

organizations. Master's degree required.

VANDERBILT “7 Peabody College

Vanderbilt's LinkedIn ad Learn More
(rig ht) emphaS|Ze_5 the 'd_ea Earn Your Ed.D. Online from Vanderbilt [ttt
of belng infl uentlal, while Become a Leader for Positive Change septofe

t h ei r | a n d i n g pa g e ( | eft) What is your highest level of education completed?

stresses “positive change.” —seec— 181§ -Falal 141

1 i 1+ 1 Peabody College Is Ranked a Top-5 Education School by U.S. News & World | Earn Your Ed.D. Online from
Which is it? Thereis a lack P o e
Of CO n S I Ste n Cy. Vanderbilt Peabody College of education and human development offers a doctor of Next Step

education (Ed.D.) in leadership and learning in organizations that is designed for
experienced leaders across industries. Students can graduate from this online

program in three to four years with the knowledge and skills needed to influence
growth in organizations and communities.
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Readability

I checked the readability score of my copy
to make sure it's at or below a 9th grade level:

O Yes O No

Fast Fact: 100% of You can use
bestselling fiction readability tools like
authors write at or Online Utility or
below a 9" grade readable.

level.

(Source: Contently)
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https://contently.com/2015/01/28/this-surprising-reading-level-analysis-will-change-the-way-you-write/
https://www.online-utility.org/english/readability_test_and_improve.jsp
https://readable.com/
https://readable.com/

Read the Room

| know the traffic temperature of prospects visiting my landing page:
] Yes [J No

Temperature affects how you talk to prospects
and what you ask of them.

[1 Hot [0 Lukewarm 1 Cold
They're on my email list for They may have seen a few of They haven't heard of my
prospects and have maybe my institution’s or program’s institution or program, but
even clicked on Apply Now ads, or even clicked on an ad might be using general
a couple of times without or webpage, but left without program search terms that
converting. providing their contact match mine.

information.
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Appropriate Primary Call-To-Action

My primary CTA matches my traffic temperature:
[ Yes 0 No

O Low-threat

Any questions about leadership development?

= Cold leads
\ ’ Schedule a call with our Admissions Team or email Rebekah, our Director of Professional and .
Continuing Education. We're here to help you succeed. = Req uest |nformat|on
SR— We made a
CTA for each [0 Moderate-threat
threat level = Lukewarm leads
on a Tufts = Attend a Live
Take the Next Step landing page. Q&A Webinar

O High-threat

‘ REQUEST INFORMATION | ‘ ATTEND A LIVE QA WEBINAR | = Hot |ead5

= Register Here

employer? Download a cost justification email template
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Secondary Call-To-Action

| have a secondary CTA that is always “Apply Now:
O Yes 0 No

This trend is unique to higher education. But make sure your secondary
CTA is not boring like this! (Our next slide explains why.) In terms of design
and placement, it shouldn't upstage the primary CTA.

COloradO Mesa U hive I'Sity BEGIN YOUR JOURNEY WEST. Bt
splits their primary CTA (left)

| to glve pros pects more . "Up To $3,000 1,000 ANNUALLY

i o choice and fewer form fields.

o F To be eligible for the new housing scholarship students must: To be eligible for this scholarship students must:

S Their secondary CTA doesn't B s
overshadow it; the primary (e T e it
CTA literally covers the R
secondary (Apply Now)

HIGH EXPECTATIONS. LOW COST.

BEGIN YOUR JOURNEY WEST. Enail me Whlle you sc I’O|| dOWh!
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Call-To-Action Language

We've all seen too many “Request Info” and “Apply
Now"” buttons! Regis University offers a creative

solution for this, replacing “Request Info” with “Open
Your Affordability Guide.”

“‘“Apply Now" buttons can be elevated in the context
of an application fee waiver or early application
scholarship.

Last Name *

Zip Code

Program of Interest *

Example: Apply Now for Early Application
Scholarship!

- Select -

*Denotes a required field

form, you give Regis University your consent to use automoted
vext and e-mail you at the information above regarding educational
e that you are not required to provide this consent to receive

OPEN YOUR AFFORDABILITY GUIDE
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Privacy Policy as Credibility

| have a link to my institution’s information privacy policy in small font
right below the primary CTA button:

O Yes O No

Most prospects will never click on this, but having one is a credibility
indicator. This is extra important if you're marketing to prospects in

Europe, where strict legislation on this was instituted in 2018: Regulation
(EU) 2018/1725.

Victoria University of

Wellington does a
nice job with their By completing this form, | understand that the information | provide is being collected

privacy policy text. for the purposes described in—and will be used in accordance with—the University’s
Privacy Notice.
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Easy Access to Multiple Forms of Contact

| have a section with clickable phone number and email
for prospects to ask any questions:

O Yes O No

This is also a great place to offer live chat, if your school has it!

Tufts Cou rS es at TuftS R, 617-627-0609 I ! courses(dtufts.edu

UNIVERSITY

We replaced Tufts' global navigation with a simple
header with clickable phone number and email.
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Remove Navigation Buttons

| have removed global navigation from my landing page:

] Yes O No

Remove any extra links. Suppress your global navigation (header AND footer).
Remove the links from logos, etc. You don't want prospects to click away
from your CTAs.

Fast Fact: removing the navigation

menu can increase signups by 100%!
(Source: VWO.com)

EMPLOYERS
LOVE BIOLA
In their words, our grads are:

Biola University should remove their global
navigation at the top of the page. It's very
distracting.

APPLVV FOR FREE TODAY 1 Nge ] - - | % '2 5 Z o {“
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https://vwo.com/blog/a-b-testing-case-study-navigation-menu/

Clear Value Proposition

The value proposition I'm offering appears in the landing page
heading and is reinforced by statistics and social proof:

O Yes O No

Your key selling point appears in the heading (and is NOT just a program name; looking at you
University of San Francisco). The statistics and testimonials should also reinforce this key point. Harvard's
heading emphasizes that the cache of their rankings and reputation are accessible online (good!).

Read sbout USF's COVID-2D resources snd sbout

Gy Harvard Business v :
\:3:4 School Online Courses  For Organizations  Insights ~ More Info Q  Login

UNIVERSITY OF SAN FRANCISCO °°

Request Info MFA in Writing Learn online from the leaders
velop your witing through an intimate, persor rriculur in business education

First Name* participat n the greater literary nmunity. Students work closely Expand your business skills and engage with a global network of learners with
our flexible, online courses.

Last Name* Publishable Manuscript v
k ble work Explore All Courses

Experiment Cross-Genre
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Messaging Around Skills and
Problem Solving

My messaging focuses on skills students will acquire
and problems they will learn to solve:

] Yes [ No

Fast Fact: Copy that uses Victoria University of Wellington hits a home run
positive emotion here, bringing multiple points together in one video:

i - i community, problem solving, and faculty experts.
(joy/anticipation) performs

lower than copy that highlights - ONOUR
the problems your institution/ A UNITY o
program solves.

(Source: 2021 Conversion Benchmark

Report, Unbounce) .
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5-Second Test

Someone unfamiliar with my campaign understands the key
selling point and offer with only 5 seconds to review:

] Yes [ No

Yes, really. Test this on an Fast Fact: adjusting your
unsuspecting friend or landing page headline with a
family member! More 5-second test can improve
points if they fit your readability by 233%

target demographic.

(Source: Unbounce)
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https://unbounce.com/landing-pages/increase-conversions-by-improving-the-clarity-of-your-value-proposition/

6-Foot Test

| can read the headline on the landing page
while standing 6 feet away from my desktop/laptop:

] Yes [ No

S, 617-627-0609 | [ coursesBtufts.edu

We created a simple but
Take Leadership : loud-and-clear headline
Courses Online to y for Tufts that provides
Elevate Your Skills, Fist e the who (leaders), what
Career, and Impact : (leadership training),
why (career and impact),
and how (online).
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High-Contrast Button

My CTA button color is high contrast with the rest of my landing page:
O Yes 0 No

It shouldn't be overly coordinated with the color theme!

Fast Fact: a high-contrast CTA button can increase conversion by 38%!

(Source: Klientboost)

Think Big

Arkansas State University's blue button stands out
from the rest of the design (red/gray/white).

However, it is a bit overshadowed by the chat box #MM/W

and hashtag, which don't need to be so large.

Transfer up to 90 credit hours
Pay only $258 per credit hour

Request Information
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https://klientboost.com/landing-pages/landing-page-examples/

Streamlined Form or Multi-step Form?

My lead form is narrowed to the most critical fields,
such as name and email:

] Yes [0 No [1 Multi-step form tracking micro-conversions

More fields usually lose people — except when they don't. Good multi-step forms
track micro-conversions and get prospects invested. Psychologically, you're more
likely to make a large commitment once you've made a small commitment.

@ ACADEMY ofART UNIVERSITY"
Academy of Art University’'s form has a great arrow to :
draw the eye ?nd useful muj,tl—step ﬂe.lds for prospects R D A CARESRIN
searching for “art programs.” Create fields that make : ART & DESIGN?
prospects feel they’'ll get the most specific and
relevant information. A multi-step form should benefit
them, not you. Make sure you follow through with
specifics after they provide you with trust.
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Hero Image

| have a large, high-quality image as a header
that reflects my key selling point:

] Yes [ No

Campus shots can demonstrate history and prestige, diversity, or innovation,
depending on the shot/campus. Showing the learning community or the technology
can also be important. Ultimately, what you show depends on your audience.

(See slide 27 for more on that!)

Q[ University of Colorado Boulder

University of Colorado Boulder knows one of their
key selling points is their gorgeous location. (Nice ,
hero image!) However, this graduate program S AL NN -
landing page could be strengthened with a Advance-your education. Advanee your career."
header that gives a value proposition specific to fopts a ‘
their institution.
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Visual Social Proof

I have social proof on my landing page that includes a visual:

O Yes O No

This could be a quote from and photo of a
student/alumna, a video testimonial,
reviews with star ratings, a photo and short

blurb on an expert or influential person - ’ . “My job at Google is to figure out

recommending your school or program, etc. how to best empower our clients
- ' to develop their success.

If you have a lot, you can put them in a | . Are you a

slider! < | Marketing Master,

like Brice?
This nice example from Audencia Business

School provides a face with career results (at
Google!) and calls in high-achieving prospects
in marketing.
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Visual Quality Indicators

| have a quality indicator represented visually on my landing page:

O Yes O No

This can be rankings, badges, accreditations, awards, etc. graphic
representations of quality.

Academy of Art University does

an excellent job visually We have graduates working at these respected companies, among others:
representing quality via career

outcomes. They also have a
great Start Here button that . \ Google ! M. 'l i!
follows you down the page, ad%as” 3 |

reminding you to act.

G AMES
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Focus on Learning Outcomes

| have included a short program or course description that is focused
on what graduates will be able to do:

] Yes [ No

Make sure to speak to the
problem(s) students want to solve
by attending your school/program. RESSIEEE

nsight ng authentic

Ranked in the Top 30
U.S. Universities by U.S.
News and World Report

Enhanced learning
—taught live by a leading
expert

These leadership courses online

feedback

In our work for Tufts, we avoided inspirational
text and focused on skills acquired and sniog
concrete proof of those skills. S

instructol w students.

students.
LEARN MORE ABOUT BETH
MCCARTHY

REQUEST INFORMATION
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Traditional & Creative Financial Resources

I have included basic financial info,
highlighting things that make it easier to enroll:

O Yes O No

Mention scholarships, early application and
registration incentives, or even creative resources.

We provided professional development program
prospects at Tufts with a downloadable letter to
send to employers justifying the cost for
professional development.

Do you need to submit a request for funds and cost justification to your current
employer? Download a cost justification email template.
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Avoid Thank-You Page Faux Pas

Prospects who complete the lead generation form are directed
to a campaign-specific thank-you page:

] Yes

Thank-you pages are almost as
important as landing pages. They
determine whether prospects feel you
respect their time. Avoid a generic
thank-you page and provide access to
an additional resource specific to their
program of interest.

Maintain the specific style, tone, and
message of the channel and landing
page. And whatever you do, don't just
redirect to your homepage!

O No

Thank You

For requesting more info about our MA in
Psychology program.

Pepperdine has a
personalized page
with three different
ways to reach out to
your specific Your enrollment officer, Kelley Hill, will be in touch with you soon.
enrollment officer. s sl e By oo i
We received a call

from her 2 minutes Kelley Hill
later! Rammn
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One Landing Page Per Audience

| have a slightly different landing page
for each of my target audiences:

Of course, only check the boxes that apply to your goals!

O Domestic undergraduate students
Emphasize:

e In-Person Program: how to take a college tour virtually or in-person, sense of
community

e Online Program: quality indicators like accreditations, rankings, awards; online
student/alumni accomplishments (project samples, work accomplishments, etc.
hard evidence of quality output)

e Both: problems the program or course helps students solve, career results, chat
with current students/alumni
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[0 Domestic parents
Emphasize: scholarship/financial aid info, career outcomes, sense of
community

[0 International parents
Emphasize: scholarship/financial aid info, rankings and career outcomes,
safety (if in-person)

[1 School counselors
Emphasize: retention and student success data
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[0 Domestic graduate [1 International graduate

students students
Emphasize: Emphasize:
e In-Person: subject-specific e In-Person: visa benefits
facilities/resources (opportunities to stay after
e Online: quality indicators like graduation), subject-specific
rankings, accreditations, facilities/resources, welcoming
awards; meet a leading faculty professional environment
member online e Online: quality indicators like
e Both: career outcomes, accreditations and awards; meet a
financial aid, faculty leading faculty member online

e Both: rankings, funding
opportunities, faculty
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[ Visiting students

Emphasize: transfer credit info

0 Adult professionals
Emphasize: career and salary data, networking
opportunities

[1 Employers
Emphasize: roster of companies, skill-sets, any statistics
on retention or diversity, equity, and inclusion

1 Lifelong learners
Emphasize: course description and faculty
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Always A/B Test

I am using A/B testing for each of my landing pages
to learn more about what my prospects want:

] Yes [ No

You can test things like long-form
content vs. short-form content,

different header images, a Fast Fact: Only 17% of marketers

streamlined lead form vs. a use landing page A/B tests to

multi-step form that tracks improve conversion rates. (Source:
micro-conversions, etc. HubSpot)

Only test one variable at a time, of
course, because...science!

\?ﬁ[ HigherEducation Siide 31


https://www.hubspot.com/marketing-statistics

Keywords

| have done basic keyword research:

O Yes O No

Make sure to research competitor R e
keywo rdS, eSta bl iSh ed keywo rdS, a n d n eW | HoIE oS Q EMBAESG, o am Otps/vnwauder O UnitdStoles % Engish R Google  (159p2020-Aug2021 -
keywords. This is especially important for i I 3 St ot

Saved keywords

. . Y Excludeadultideas ADD FILTER 259 keyword ideas available

your headings and main paragraph. =T W T g R g
[J environmental investing 100-1K  Low - 578 520,00
f ] k d h [0  executive training programs 100-1K  High - $7.20 $18.00
It you're new to keyword research, start YPem—— = R
M t h G | ! K d p | Y [0 executive doctorate 100-1K  Medium - 3459 $1365
WI Ooq e S eVWO r a n n e r‘ O u Ca n [ topexecutivemba 100-1K  Medium - $430 51698
fo| |OW u p W|th Si m | | arwe b an d O dgsanaaiasy SERLART | ok - s204 p—
[ executive masters degrees 100-1K  High - $8.44 2478
U be rS u q q est. ] esgcorporate 100-1K  Low - $2.78 $10.04

-
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https://ads.google.com/home/tools/keyword-planner/
http://www.similarweb.com/
http://www.neilpatel.com/ubersuggest/

SEO

| have placed appropriate SEO keywords
into headings, intro text, and metadata:

] Yes [ No

Fast Fact: In a survey conducted by
Databox, 70% of respondents said SEO is
better than PPC for generating sales.

(Source: Hubspot)
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https://www.hubspot.com/marketing-statistics

Pixels

My landing page is using pixels to track how visitors are engaging
on the page and when they submit forms:

] Yes [ No

This can tell you a lot about the strengths and
weaknesses of your page. Use a standard
Google Analytics setup with on-page metrics.
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Remarketing

| have a remarketing campaign for visitors who don’t convert:

O Yes O No

Remember what we learned about channels and
traffic temperature? Make sure you have a plan to
remarket to those cold prospects who didn't
complete your form the first time!
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Congratulations!

Your toolbox just got an upgrade! You now have solid examples, data, and
recommendations to help you build your next set of landing pages.
Remember: any box checked “no” offers a great opportunity for growth!

Want some help checking off those “yes” boxes?
Get your questions answered and brainstorm quick wins during a free call with our
Co-Founder and Lead Strategist, Suzan Brinker, PhD! Email suzan@vivwebs.com to
schedule a call.

Suzan Brinker, Ph.D. | Lead Strategist

Suzan has dedicated her career to helping higher education initiatives build strong value propositions
and communicating them to the right audiences. Her work spans enroliment marketing initiatives at
Penn State, Northeastern, Babson, and Tufts. Having served as Director of Marketing in complex
university settings, Suzan is excited to lead Viv Higher Education because it gives her the chance to
build the agency partner she always wished she had.

Suzan is a collaborative leader who understands how to navigate university environments. She has
worked extensively with faculty, administrators, and senior leadership teams and is proud of her track
record of increasing conversions and enroliments for initiatives targeting a diverse set of audiences,
including: continuing education and lifelong learning; undergraduate and graduate students;
domestic and international audiences; and broader university communities and employers.
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hank you!

vivhighered.com

suzan@vivwebs.com
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