
COLLEGE & 
ADMISSIONS 

COLLABORATION



Students are applying to more universities
than ever before (between 4 and 7).

Demographic shift means there are less 
students to recruit.

Students and families are extremely 
price conscious.

Competition for students is tougher than ever.

Enrollment Reality



...also something about a pandemic?

Recruitment is tough right now, 
but we can meet the challenge  
through collaboration.

We can’t do it alone.

Enrollment Reality



ASEM Wants to  
Partner with You

Our goal is to make the most of our time and money by using 
both to accomplish the most good possible for the university.

We believe this is best done by aligning 
the steps of the process to our strengths.

ASEM brings expertise in mindsets and positioning strategy.

Colleges bring expertise in their programs 
and the value they offer students.



ASEM Wants to  
Partner with You

Plug & Play Emails1

Website Strategy2

Custom Audience Targeting  
(Direct Match) Advertisements

3

Short Video4



PLUg & Play 
Emails





Plug-and-play works 
because the process is 
aligned to our strenghths.



Website 
Strategy



Student Mindsets

Source: Eduventures 2017 Prospective Student Survey

Student Mindsets



Shifting enrollment Drivers

Source: Eduventures 2017 Prospective Student Survey

Shifting Enrollment Drivers



Shifting Enrollment Drivers

Source: Eduventures 2017 Prospective Student Survey

Shifting Enrollment Drivers







Your Most Important 
Marketing Tool

48%
Nearly half of college 
prospects go first to 

program websites before 
institutional websites.

* Source: EAB Interviews and Analysis.

College websites are the 
most trusted and most used 
communication channel for 

prospective students.

Virginia Tech increased 
Liberal Arts applications 

25% following departmental 
website improvements.



mindset strategy

Students often start 
the “conversation” 

with us on college and 
departmental websites.

The opening 
conversation is 

critical to gaining 
student engagement; 
mindset segmentation 
improves our chances 
of engaging a student.

The more a 
prospective student 
is engaged, the more 
likely they will apply.



ASEM’s approach

Experiential Interest  
Career Pragmatist

CAREER SOCIAL
Social Focus 
Exploration & Meaning

ACADEMICS
Career thru Academics  
Grad School Bound





Positioning Features  
as Segmented Benefits 

With more than 500 Registered Student 
Organizations to choose from, you are 
bound to find a support group of other 
students with similar goals and gain 
experience toward your career, no matter 
your academic discipline or dream 
job. Explore examples of clubs catered 
connected to academic programs, or tap 
the link below to search a list of all clubs 
and organizations.

No matter your major or interests, 
you can create and collaborate with 
peers by joining one of our many 
Registered Student Organizations. 
Explore examples of clubs related 
to academic programs, or tap the 
link below to search a list of all 
clubs and organizations.

With 500+ Registered Student 
Organizations, you are bound to find 
a club catered toward your major 
or interests, where you can stretch 
your strengths through academic 
collaboration with your peers and 
professors. Explore examples of clubs 
connected to colleges across campus, 
or tap the link below to search a list 
of all clubs and organizations.

Connect To  
Your Career

Get Connected 
On Campus

Find Your Academic 
Community



Positioning Students  
as the “Hero”



Authentic, Social Proof



Anchored in the Brand

Earn it  
Every Day

Find Your Strengths 
and Stretch Them

Positive Collision of 
Ideas and Experiences

Show 1-to-1 
in Action



Let’s meet about 
your website!



Direct Match 
Advertising



Targeted to mindset



The Opening  
Conversation Matters

+1,200%
Ads segmented to mindset 
increased engagement an 
average of 12 times over 

the “generic” control.

Creative is straightforward—
it essentially works to say 

“we have what you are 
looking for.”



The Opening  
Conversation Matters

20x
Higher engagement 
following messaging 
to “career” segment
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0.45%

0.40%

0.35%

0.30%

0.25%

0.20%

0.15%

0.10%

0.05%

0.00%

Academics
Blank 

Segment

Busin
ess

Segment
Career

Segment

Computer 

Science

Engineering
In-State

Out-o
f-
State

Campaign 
Total

Social 

Meaning

Segment

Click thru rate (CTR)



Segmentation 
Name

Impressions 
Delivered as of 
1/15/21

Clicks CTR Total 
Conversions

Conversion 
Rates

In-State 517,596 1,732 0.33% 118,065 22.8%

Out-of-State 378,835 1,394 0.37% 3,551 0.9%

Career 78,752 1,825 0.34% 119,639 22.3%

Social Meaning 263,062 1,027 0.39% 23,921 9.1%

Academics 220,173 846 0.38% 11,377 5.2%

Blank 582,052 2,331 0.40% 5,817 1.0%

Business 84,677 281 0.33% 3,823 4.5%

Comp Science 78,752 240 0.30% 1,273 1.6%

Engineering 107,390 350 0.33% 2,093 1.9%

TOTALS 2,769,031 10,026 0.36% 289,559 10.5%

Engagement is the highest 
when the opening conversation 
starts with mindsets

In-State engagement was supported 
by the app fee waiver campaign

Results by segment





Program-specific 
messaging TEST

7,000+ Additional visits to unl.edu 
driven by program ads



Why Direct match?

We can take the 
“opening conversation” 

directly to students 
who are already pre-
qualifed as possible 

applicants.

We can deliver the 
right message at the 

right time for students 
relative to their 

enrollment drivers, 
making them more 
engaged with us.

The more a 
prospective student 
is engaged, the more 
likely they will apply.



We NEED college messaging in  
our ads to complete our strategy.  

We can easily scale with minimal  
coordination and a $5-10k  
investment from each college.



Short Video



3/4 of students use  
youtube in their search

* Source: ACT/NRCCUA



* Source: ACT/NRCCUA

“A newcomer in the 2020 pecking order is TikTok 
[...], TikTok only allows for short-form videos up to 60 
seconds in length.

“This time restriction may make conveying a sense of 
an institution seem challenging, but institutions should 
note that students appreciate visual cues in a short, 
‘bite-sized’ format.

“Younger students are more likely to say they used the 
platform in their search than seniors.”



TikTok is not currently a part of our strategy.





VISION    One student per college creates 3  
      short videos per week (mindsets)

HOW    •  Colleges fund one student worker. 
 

     •  ASEM provides strategy and  
      constructs an editorial calendar.
 

     • UCOMM provides expertise in  
      workflow and execution.
 
WHERE    Primarily: YouTube Shorts, but ALSO 
      college sites, admissions.unl.edu, 
      homepage, UNL social channels (IG), 
      rich content for direct match ads, 
      features in direct emails/landing pages



The difference between  
producing ZERO videos or  
producing 30 per week  
is our ability to organize 
and collaborate.



Efficiency comes from systems,
not individuals.

We’re working out the strategy  
and process—more to come.



ASEM Wants to  
Partner with You

Our goal is to make the most of our time and money by using 
both to accomplish the most good possible for the university.

We believe this is best done by aligning 
the steps of the process to our strengths.

ASEM brings expertise in mindsets and positioning strategy.

Colleges bring expertise in their programs 
and the value they offer students.



ASEM Wants to  
Partner with You

Plug & Play Emails - continue with the plan.1

Website Strategy - schedule a meeting with Andrew.2

Direct Match Ads - consider a $5-10k investment.3

Short Video - more info soon.4




