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Hello There.
P R O L O G U E
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Special Guest Stars.

Amanda Rambo-Jackson
S A L E S  D I R E C T O R

Theresa Cottrell
S E N I O R  A C C O U N T  E X E C U T I V E

Joshua Dana Swindle
S E N I O R  S T R A T E G I S T
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Tech Stack.
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Quality Cue.
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Meta Business Partner Directory
SOURCE : https://www.facebo ok.co m/ busine ss/mar keting-part ner s{
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Quality Cue.

Google Search Partner Directory
https://partnersdirec tory. wit hgoo gle.co m/part ner s/9277285272{

9



TCPRA  //   ANNUAL CONFERENCE. 2024

HIGHER EDU LANDSCAPE (the shadow)  

• Context (Higher Education in Tennessee) 

• Top Competitor, CGR

STUDENT JOURNEY (the struggle)

• UPCEA + Search Influence Data

• Test Your Experience, Study and Improve 

SCOREBOARD (the better world)

• Enrollment Scoreboard

• Start With Why (even w/ Campaign Reporting)

• Tracking Meaningful Metrics

BONUS ROUND: Q&A

10

Agenda.
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Higher Edu Landscape.

11 



TCPRA  //   ANNUAL CONFERENCE. 2024

Mission.

12

A communications career in higher education 

spans many disciplines and skill areas.
 
As a practitioner, you must combine elements 

of marketing, journalism, public relations, 
advertising, broadcasting and government 
relations. Add to this a mastery of changing 

technology, a deep-rooted understanding of the 
foundations of educational philosophy and a 
clear vision of your institution’s goals – both 

today and tomorrow – and you have the 

qualities that make a career in higher education 
communications so dynamic and rewarding.

While no institution is identical to yours, 

there are issues and challenges that 
communicators in an array of higher 
education settings have in common. The 

Tennessee College Public Relations Association 
exists to explore these commonalities. 

Formed in 1975, TCPRA is an alliance of 
communicators who represent the colleges 
and universities, public and private, two-year 

technical schools, technology centers and 

community colleges that together define 
higher education in Tennessee.
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Immediate College Enrollment Rate.
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Immediate College Enrollment Rate.
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Immediate College Enrollment Rate.
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Rebuilding Public Trust.

18

ARTICLE: Jon Marcus  |  December 30, 2023

The Hechinger Report

SOURCE

Higher Education’s industry image issues are rooted in cost, 

stress from career uncertainty and lack of faith in payoff. 

 

Many prospective students 
no longer connect the product 
of a college education with 
the outcome of a good job.
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SOURCE:

Ranking 
Factors for 
College Choice.

** Institutional Brand and Parental Influence on College Choice - Noel-Levitz 

Advance Education Higher Education Whitepaper
2022 Student Survey

19 
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Advance Education 2023 Parent / Student Survey

SOURCE

70.6%

60.5%

56.7%

52.8%

40.2%

35.9%

25.2%

18.2%

17.0%

11.4%

0% 25% 50% 75%

Total cost

Specific major

Career preparation/ professional development

Distance from home

Academic ranking

Size of school

Friends attending

Reputation of sports programs

Parents or family attended

Alumni relationship

Total Cost

Specific Major

Career Preparation / Professional Development

Distance from home

Academic Ranking

Size of School

Friends attending

Reputation of Sports Programs

Parents or family attended

Alumni relationship
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What factors 
most influence 
your choice of  
higher 
education 
institution?

S T U D E N T S
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The Hero’s Challenge.
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The Hero.

22
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Insights.
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Insights.
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Enrollment Journey.

25 



TCPRA  //   ANNUAL CONFERENCE. 2024

Story Structure.
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Whitepaper: Outcome-based Marketing: The Case for a Perspective-Shift in B2B Marketing

SOURCE
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SOURCE: LOOKING TOWARD THE FUTURE: WHITEPAPER
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SOURCE: LOOKING TOWARD THE FUTURE: WHITEPAPER



TCPRA  //   ANNUAL CONFERENCE. 2024 29

Stealth Applications.

29

2 0 1 9

2 0 2 3STEALTH  
A P P LICATI ON
A P P L Y  W I T H O U T  I N Q U R Y

U P  1 6  P O I N T S

44%

28%

SOURCE: LOOKING TOWARD THE FUTURE: WHITEPAPER



TCPRA  //   ANNUAL CONFERENCE. 2024 30

Student Journey.

30

S T A R T  A P P L I C A T I O N

C O M P L E T E  A P P L I C A T I O N

E N R O L L E D

( - 6 3 0 )  /  6 3 %  D R O P  O F F

( - 1 7 4 )  /  4 7 %  D R O P  O F F

370

1,000
I N Q U I R Y
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Student Journey.

31

S T A R T  
A P P L I CA TI O N E N R O LL EDI N Q U I R Y A C C E P T ED

C O M P L E T E  
A P P L I CA TI O N
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Better Stories, Better World.
POWERFUL STORY UNLOCKS DATA EMPOWERMENT CULTURE  

32 
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Goal. 

33
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Slate Reports Unlock the Campaign Scoreboard. 

34

SCOREBOARD we’ve built for active partner using Data Studio, powered by Slate report exports
PUBLIC UNIVERSITY IN ALABAMA

TRACKING WHAT MATTERS MOST DURING CAMPAIGN - ENROLLMENTS
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Power of the Scoreboard.
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TRACKING WHAT MATTERS MOST DURING CAMPAIGN - ENROLLMENTS
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Scoreboard.

36 

TRACKING WHAT MATTERS MOST DURING CAMPAIGN - ENROLLMENTS
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MSDSA CRM Export.
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Goals, then Website.

Source:: Google Analytics
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Direct
Definition of Google 
Analytics Traffic Source

URL Entry/Bookmarks: 40-60%

This includes users who directly type the URL, 

access it from bookmarks, or use browser 

autocomplete. It often represents a significant 

portion of direct traffic, especially for well-

known brands.

Untagged Links: 20-30%

This includes clicks from emails, secure 

browsing transitions, and other sources where 

referrer information is lost or not properly 

passed.

Technical Glitches: 5-10%

This encompasses instances where 

referrer data is misinterpreted or lost due 

to technical issues.

Dark Social Sharing: 10-20%

While difficult to quantify, dark social sharing 

via messaging apps and private channels likely 

contributes a notable but often 

underestimated portion.

40%

30%

15%

10%

Autocomplete  
URL Entry 

Bookmarks

Untagged Links

Dark Social Shares

Glitches

Google Doesn’t Know...
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Landing Page Views.

40

Source:: Google Analytics
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Google Analytics.

41

Source:: Google Analytics
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Testimonial Slides
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Creative.

43
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Meta Safe Zones.

44
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Thank You.
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