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Now that you know a little 

about us, tell us about you.

Open
Question



Agenda

Designing with advocacy in mind

Building awareness—online and offline2

3

1 Student movement online

Maintaining brand integrity when moving online

4



Online is here.
Jump in. 
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Undergraduate Enrollment by Modality

2013 – 2019

Exclusively Online Some Online None Online

Source: IPEDS

↓ 2.6%

Online preference has been growing
EVEN BEFORE THE PANDEMIC

↑ 5.4%

↑ 5.6%

↑ 8.3%

↑ 5.2%

↓ 1.8%



Top Industries for Remote WorkRemote Jobs Demand INCREASES Steadily

Source: LinkedIn Economic, 2021

Students have more choice than ever 
WITH COMPANIES GOING VIRTUAL

Share of Remote Searches



Source: IPEDS, 2020
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Student Origin for Distance Programs 

Unparalleled flexibility and reach
ONLINE OFFERS
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Faculty Responses Regarding Teaching Modality 

More than half of 
courses offered 

remotely

Fall 2020: 
All or mostly 

remote

Spring 2021: 
All or mostly 

online 

PRE-COVID DURING COVID

Source: The Economist Intelligence Unit

Accelerated shift to online overnight
COVID-19 PANDEMIC



Lasting impact on online learning

Source: CHLOE 6: ONLINE LEARNING LEADERS ADAPT FOR A POST-PANDEMIC WORLD
Eduventures Research and Quality Matters, 2021 

Greatly Decreased

Decreased

No Change

Increased

Greatly Increased

EMERGENCY REMOTE PIVOT HAS

8 6 %
of colleges and universities 

report increased prioritization 

for online learning   



“We’ve been entering a new paradigm for the last decade and 
COVID-19 has just expedited this progress. It provided 

gasoline to trends that were already underway.”

MICHAEL HORN
Clayton Christensen Institute 
for Disruptive Innovation



If you’re online, do you think the 

impact to your brand has been 

positive, negative or neutral?

Polling
Question



Student movement online

Agenda

Designing with advocacy in mind

Building your brand—online and offline2

3
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Case study: Maintaining your brand when moving online
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Yes, we’re going to talk about 
rankings.



Online Programs
BIGGEST MOVERS IN

(well-known brands)(online exclusively)

FROM TO



Rankings
BUILDING BRAND EQUITY THROUGH

#40
Overall

#14
Overall

#15
Overall

#10
Overall

#3
Career 

Outcomes

Santa Clara University  
Online MBA Rankings

#20
Evening

MBA



Awareness

First things first

Leveraging traditional 

marketing tactics (including 

public relations) as well as 

strategic partnerships to 

drive awareness in a way 

that reinforces itself. 

Grassroots Digital

What you need to WIN



Strategic partnerships 
grow your REACH

Partnerships Trade Organizations

DRIVING AWARENESS:

(and)



Awareness

Getting students and 

alums excited about 

what’s happening at SCU.

Student and alumni efforts 

drive a virtuous cycle and 

grow our brand.

Engaging our base

Grassroots

What you need to WIN

Digital



Engage your base to 
support your brand

Events

GRASSROOTS:

Social Engagement



Awareness

Driving enrollment through 

digital tactics that are additive 

in brand building. The halo of 

digital marketing supports 

our awareness and 

grassroots efforts.

In a way that supports 
our brand

Grassroots Digital

What you need to WIN



Best Performing Examples

At any given time, we have 350+ ad combinations in market to support student acquisition for online MBA.

IN ORGANIC UNIQUE 
PAGE VIEWS

281%

YOY INCREASE

6-19%
CTR

1-2.5% Benchmark

VS

Standard Paid Search Site Traffic

306%
INCREASE IN NEW USERS YOY

Drives efficient student acquisition

DIGITAL:



Student movement online

Agenda

Designing with advocacy in mind

Building awareness—online and offline2
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Case study: Maintaining your brand when moving online
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Identify your target

BEST PRACTICE #1

Who is your target?

Who are your competitors?

What are your key points of differentiation?



Make your brand personal & relevant 

BEST PRACTICE #2

THEN NOW



Being consistent is an understatement

BEST PRACTICE #3



Studio Produced Talking Head Informal Talking Head On Location Shoots Greenscreen Composites

Narrated Slides Audio Podcasts Screencast Demonstrations Annotated Whiteboard

Guest Interview Curated Multimedia Lightboard Lectures Animated Graphics

Empower faculty to strengthen your brand online 

BEST PRACTICE #4



Deliver a tangible return on student investment

Source: Poets&Quants alumni survey, 2020

#3
Career 

Outcomes

BEST PRACTICE #5



Student movement online

Agenda

Designing with advocacy in mind

Building awareness—online and offline2
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Case study: Maintaining your brand when moving online
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Advocacy Loop

Engage with alumni well after they leave campus 



• Schools that aren’t looking to go online will see enrollments decline

• Creating alternative revenue streams will be essential

• Building advocacy among students, alums & your community accelerates your brand

• We’re only in the 3rd inning of higher ed’s digital acceleration—it’s not too late to jump in

• Doing this all on your own can be challenging—a partner with expertise can help

KEY TAKEAWAYS
BRINGING IT ALL TOGETHER



Strategic Planning
Strategic and market expertise to 

build successful online program 

portfolios

Marketing
Innovative, effective, custom-created 

student outreach

Technology
Reliable, innovative next generation 

technology includes customizable 

delivery platform

Enrollment
Tailored, full-service enrollment 

support for applicants and 

administrators

Change Management
Full project management, 

implementation oversight and 

change management support

Student Services
Personalized student support that 

increases persistence, decreases 

administrative burden

Learning & 
Instructional Design
Transformational learning design 

and delivery create engaging, 

differentiated online programs

Faculty Engagement & 
Academic Support
Customized solutions and individual 

support ensure faculty succeed online

Analytics & Dashboards
Data and analytic solutions ensure 

real time information, support 

informed decision making 

(dashboards)

COMPLETE ONLINE PROGRAM SOLUTION
EVERSPRING PROVIDES THE
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What’s preventing you from 

getting started?

Open
Question


