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We are more connected than ever

#1



8 billion
2018

Source: Gartner says 8.4 billion 

connected "things" were in use 

in 2017, up 31 percent from 2016

 

Connected devices



Connected devices

20 billion
2020

Source: Gartner says 8.4 billion 

connected "things" were in use 

in 2017, up 31 percent from 2016

 



Google internal data, Global, March 2016.



Google Internal Data, for 10 countries including the US and Japan, April 2015.

Over half of those searches
happen on mobile.



Staying Relevant is Hard

#2



Proprietary + ConfidentialProprietary + Confidential

15% of queries 

on Google 

every day are 

brand new  

Advert isers’ 

website 

content is large 

& dynamic

Staying relevant is hard 





50%
of all searches will be 

voice searches by 

2020, according to 

comScore

Source:  comScore

72%
of voice-activated 

speaker owners say 

that it has become part 

of daily routine

We’re evolving to a world of 

voice-first interactions

44%
order groceries and 

household items at 

least once a week

58%
create or manage 

shopping lists at 

least once a week
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Answer: Domino’s Pizza

Share Price Evolution of Select Stocks, 2010 to Date
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Platforms for Ordering a Domino’s Pizza

Domino’s Is A Tech Company 

that makes pizza.

Digital Sales as Percent of Total Retail Sales,

US, 2014-2016



Micro Moments Matter

#3





Meet 

Marlhon

urban policy programs

A bad day at work sets off his 

interest in bigger career 

ambitions. While on-the-go, he 

researches the graduate study to 

get there.



https://vimeo.com/141148419


Be There

Be Useful

Connect the Dots

Be Quick

❑ Tap into Your Audience’s Passions

❑ Create Snackable, Educational Content

❑ Use Location Signals

❑ Provide How-To Video Content

❑ Empower Purchases on All Channels and Devices

❑ Identify your Moments

❑ Understand your Share of Intent

❑ Eliminate Steps

❑ Anticipate Needs

❑ Load like Lightening

❑ Measure Across Screens

❑ Measure Across Channels

❑ Nix Team Silos

Micro-Moments Checklist 

Customize with 

your client’s site



Mobile is Crucial 

#4
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EDU queries continue to grow on Mobile, while 

Desktop/Tablet declines become routine

+11% YoY

-8% YoY

G oogle Education Insights Quarterly, Q4 2018, Internal Data. Do not reprint without explicit permission.

Query Volume by Quarter



Decisions Take TIME

#4
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Adults who want to advance or change their career 

+  are considering going to college

and researching their options

+ are narrowing down their options

and ready to enroll

See

Think

Do



Proprietary + ConfidentialEarly engagement is critical when students are most influenceable

3.6
# of schools in 

initial consideration set (avg)

75%
of prospective students do 

not consider beyond their

initial school & program list

Source: “Unpacking the Student Decision Journey in Higher Education”,  Google Ipsos Research, February 2017
Q. How many schools did you research in this step?

Did you consider new schools that you previously had not in this step?



Get Moving on YouTube…Now!

#5





Did you 
watch this 
on TV or 

YouTube?



Source: Nielsen january 13th 2016 C7 P2+ rating, YT numbers from Variety view count 5 days after original airing

1.5M 
P2+



Source: Nielsen january 13th 2016 C7 P2+ rating, YT numbers from Variety view count 

5 days after original airing

1.5M 
P2+

42M 

2
8X 



YouTube has 
2 Billion Active 
Users Every 

Month.

Source* Nielsen 2017

That’s 20
Super Bowls
Every Day.



85
%

Source* Stageoflife.com Teen Trend Report

Students
Use YouTube



Students
Watch YouTube 
Daily

64
%

Source* Stageoflife.com Teen Trend Report



Students
“Can’t live without 

YouTube.”

50
%

Source* Ad Week 2017



62
%

Students use 
YouTube as part of 
their research 
journey.

Source* Google proprietary research



Source* Pew Internet 2018 Survey

85%

72%

69%

51%

32%

Gen Z Platform Usage



Match your 
approach 
with your 
message 
and 
audience

1.



Goals:

• Create brand awareness

• Engage Spanish-speaking 
and English-speaking 
audiences

• Direct traffic to 
readysetcareer.org

• Unite 12 colleges under one 
umbrella campaign

Case Study: Inland Empire/Desert Regional Consortium



Results:

In 3 months:

Budget: $10,500

• 209,550 completed 
views

• > 420,000 unique 
impressions

• 773 visits to the website

In 1 year:

Budget: $26,340

• 979,669 completed 
views

• > 2.1 million impressions

• 4,238 visits to website

Case Study: Inland Empire/Desert Regional Consortium



Results:

Year 1 costs per completed 
view:

• English: 7 cents

• Spanish: 3 cents

Education industry 
benchmarks:

• 10 - 15 cents

Case Study: Inland Empire/Desert Regional Consortium



Don’t let 
the “SKIP” 
hide your 
brand

2.



…and don’t 
be afraid to 
break the 
fourth wall



Experiment3.



Strategy:

Have students share their stories and 
experiences (authentic narration style) 
at the program level.

Case Study: Oakland Community College



Results:

In the 1st month:

• Drove 348K+ impressions

• 146K completed video 
views 

• 42% completed video 
view rate

Case Study: Oakland Community College



Keep it moving

(even if you don’t 
have video) 

4.



Results for 8-Week 
Campaign:

East Los Angeles College:

• 57,903 impressions

• 31,208 completed videos

• 54% view rate completion

• 95 visits to the website

LACCD Overall:

• 509,150 impressions

• 277,321 completed 
videos

• 54% view rate completion

• 880 visits to the website

Case Study: Los Angeles Community College District



Build for attention. 
You only have 5 

seconds to engage 
your audience.

5 4 3 2 1



Results for 8-Week 
Campaign:

In just 5 weeks:

• > 11,000 completed views

• > 34,000 impressions

• 33% completed view rate

• 9 cents per completed view

Case Study: Los Angeles Community College District



Paid Search is CRITICAL

#6



social online 
video

friends & 
family

search

Search is the first resource students turn to when they begin the research process  

58%

~42% started researching specific schools first

5%

30%

4%

~56% started researching programs/degrees/generic first

best schools 

online schools

types of degrees

specific degrees

course type

tuition, financial aid

Schools they are already familiar with

Schools recommended by others

best 

opportunity 

to influence

Question: What was the first 

thing you did after you were 

inspired to go to school?

Source: “Unpacking the Student Decision Journey in Higher Education”,  Google Ipsos Research, February 2017
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+12% YoY

-8% YoY

Mobile

Desktop & Tablet

% of Queries by Device
Q4 2018 NonBrand

Brand

Brand queries skew more desktop/tablet; NonBrand queries 

skew more mobile

+9% YoY

-9% YoY

G oogle Education Insights Quarterly, Q4 2018, Internal Data. Do not reprint without explicit permission.



Text Ad copy



What makes the difference in PPC – Quality Score

KEYWOR
D

AD URL

RELEVANCE

QUALITY
SCORE



Goals:
• Increase online visibility when 

potential students search for 
college courses and programs

• Exposure across all publishers and 
devices for mobile and desktop

• Unite 12 colleges under one 
umbrella campaign

• Drive traffic to an umbrella site 
website where a student can 
search for a specific program or 
course, and then select the college 
of their choice to learn more 

• Track and report conversions, calls, 
form submits, and website visits 
from PPC

Case Study: Inland Empire/Desert Regional Consortium



Results In Just 1 Year

Total PPC Budget $52k

• 320,173 impressions

• 16,631 visits

• 938 calls

• 442 form submits from umbrella 
website

• Average cost per lead is $37

Case Study: Inland Empire/Desert Regional Consortium



Make their non-Google experience useful 
through landing pages

#7



Landing Page Experience

1.Offer relevant, useful and original content

2.Promote transparency and foster 

trustworthiness on your site

3.Make mobile and computer navigation easy

4.Decrease your landing page loading time

5.Make your site fast



Goals:

• Increase online visibility when 
potential students search 
college career programs only. 

• Exposure across all publishers 
and devices for mobile and 
desktop

• Use specific text ad language 
for keywords relevant to each 
career program and drive 
traffic to the programs’ 
specific url

• Track and report conversions, 
calls, form submits, and 
website visits from PPC

Case Study: Cypress College



2 month case study

Total PPC Budget 
$15,762.00
• 50,661 impressions

• 2,830 visits

• 161 calls

• 21 form submits and emails

• Average cost per lead is $86

Case Study: Cypress College



Your Listings are Bad

#8



Listings Management
The Importance of Consistency

Unique 
Department 
Listings 
Management

Niche Directory 
Placement Citation 

Consistency

• Managing Local Listings 
for entities with 
multiple departments is 
a little different than 
standard GMB 
management. 

• Google’s “Located In” 
GMB feature can be 
utilized to delineate 
between departments.

• Inclusion in niche 
directories isn’t a 
make-or-break SEO 
item in 2019, but our 
Listings management 
solution ensures each 
entity is listed in 
relevant outlets. 

• Ensuring a consistent 
representation of each 
department helps the 
search engine and users 
feel more confident 
about the information 
provided. 

• 50% of business owners 
have found wrong 
information on their 
business listings.



Offline is Critical!

#9





Just when you think you know it all…

IT CHANGES!

#10



Key Community College Takeaways

• Always be thinking 

about mobile traffic

• Plan your touchpoints

• Influence EARLY!



Key Community College Takeaways

• Do your research on 

which platforms your 

prospective students 

prefer and optimize 

your campaigns into 

higher performers



Key Community College Takeaways

• A mix of general, brand 

and program terms can 

take a larger budget in 

PPC, but delivers great 

$CPA

• Program only terms are 

more expensive, but are 

targeted & effective



Key Community College Takeaways

• Landing pages 

should directly 

address the keyword 

and load very fast.



Key Community College Takeaways

• YouTube is the second 

largest search engine

• Take advantage of low 

cost & provide great 

content to your students

• Influence EARLY!



Key Community College Takeaways

• Make SURE your 

creative is authentic 

and helpful to students



Key Community College Takeaways

• Make your ads as 

BIG as possible by 

taking advantage of 

ad extensions


