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REPORT

The Future of Education Marketing

Reuters reports, “Online education grew 13 percent

last year, and that nearly one-quarter of students

now take some online college courses. In 2002,

only 10 percent did so.”

“We want to understand where the

. . At the 2009 Online Lead Quality Summit,

highest caliber student prospects TARGUSinfo hosted nearly 350 }s,enior marketers —

are and how to recruit them. including representatives from CUnet, Datamark,
Westwood College, Grand Canyon University and

After a comprehensive review of more — to discuss marketing challenges in the

potential solutions, we decided rapidly changing education industry.

that lead scoring was the most Through attendee surveys and group discussions,
TARGUSinfo gathered valuable insight regarding
the latest trends in education marketing and —

students from the moment they more importantly — what’s on the horizon.

promising means to identify ideal

contact us.” The landscape of online marketing in education is
quickly evolving. Aggressive goals and innovative
- Christel Mosby marketing tactics are fueling a revolution in
Senior Vice President the space. Schools are looking to stretch their

Grand Canyon University marketing dollars by embracing new online
technologies and focusing on their best prospects.

Read on to find out how your peers are keeping
pace with the rapidly growing industry...

1. Schools are hecoming increasingly more

! “Online Education Expanding”, Awaits Innovation, by Andrew Stern, Reuters, Oct. 1, 2009
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sophisticated in their online marketing efforts. Nearly 75% have improved marketing efforts in the
last 24 months and over 80% will invest mainly in online marketing to drive enrollments. Now
is the time for schools to start looking at new and innovative programs and technologies to drive
enrollments and revenues.

. Nearly 40% of participating schools are currently

prioritizing their leads. The remaining 60% plan Do you prioritize or score your leads?
to do so in the next 6-24 months. Nearly every

school is benefiting from lead verification tools.

The ability to reach prospects with accurate

contact information is now the norm. The next Ve

™ No but plan to do so
within the next 6-12

about them to 1Improve conversion rates. months

No but plan to do so

within the next 12-24

months

step is to find the right prospects and learn more

. Competition is fierce — don’t find yourself behind the
eight ball. Almost half of our survey respondents
plan to grow their enrollment by over 20% in
the next few years. Lead scoring helps to drive
not just enrollments, but the right enrollments.
The inception of lead scoring gives marketers By how much do you plan to grow enrollment

the ability to better focus dollars on prospects over the next several years?

who are most likely to convert and stay enrolled.

Imagine the possibilities...

4. 95% have changed program offerings based on
feedback from prospective students and/or market More than 30%

research. This type of action feeds the enrollment 20-30%
10-20%

pipeline, but what about reducing attrition? With st 10%

lead scoring, schools now have access to insight
on current students — enabling them to increase
enrollment of stay-and-pay students by offering
the programs students want.

3. Transparency vs. Black Box. Lead scoring removes the blindfold to reveal who the ideal prospect is.
Schools are experiencing an increase in profitable enrollments by learning about who their students
are, where they came from, why they enrolled and more. With this information, schools can find
more prospects that look like their high-value students and tailor marketing campaigns accordingly.
Schools continue to report that they want a clear picture of why a potential student scored a certain
way as opposed to receiving a score from a black box.
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Accuracy, Efficiency and Simplicity

The education space has many challenges to face for the upcoming school years. With enrollment goals
growing, pressure is mounting to find the most effective ways to get ahead of the curve. Lead scoring
is jumping to the frontlines of these efforts and changing the marketing landscape in the education
industry — either schools have it or they want it.

“Despite a struggling economy, the education marketplace has become a proving ground for marketing
innovation,” said Matt McLaughlin, President, CUnet. “We work with a number of the top colleges and
universities to help manage cost per start, increase enrollment, conversion and retention at a rapid pace.
The advent of lead scoring promises to improve our ability to prioritize and analyze the value of potential

students as they express their interest in a school.”

Stay Connected with TARGUSinfo

Next year, we are going to develop and execute another survey, diving even deeper into what drives
success for marketing in education.

TARGUSinfo’s On-Demand Lead Scoring services combine unrivaled data, cutting-edge analytics
and real-time technology to identify, verify and qualify prospective students — from the moment they
contact you. For more information on On-Demand Lead Scoring, call 800.6.TARGUS (800.682.7487)
or visit WWW.TARGUSinfo.com.

gy

Scoring Summit, May 5-6
Hotel Monteleone, New Orleans, LA.

Don’t miss this first-of-its-kind event bringing together BZ2C
marketing decision makers to discuss how real-time scoring
is transforming business. www.TARGUSinfo.com/scoring
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