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Tell us your marketing struggle!
1. Our program is new and people don’t know about us

2. We are established and want to increase programing attendance

3. We are established and want to increase one-on-one coaching sign 
ups 

4. Other???



You are a 
Salesperson



Sales

Marketing

Getting them 
to notice you

Getting them 
to show up



Reach Act Convert Engage

Marketing MarketingSalesSales

I know about the 
thing

I’ve expressed 
interest in the 

thing

I show up to the 
thing

I stay involved 
in the thing



Brand
Audience
Position
Personality
Logo

Reach



Reach

#1 #2



Reach

Blank space
Cohesive
Eye catching images
Brevity
Curiosity

Cheat Sheet to 
Good Design



Reach



Act

What do you want 
them to do?



Average person needs to see an ad 7-8 times before 
it sinks in

The average free event has a 50% no show rate

Act



Overcoming Objections 

1. This is boring and I know most of it
2. I’ll always be broke. College is expensive. 

Why bother. 
3. This doesn’t apply to me
4. I’m too busy for this

Act



People are more likely to show up 
when they know someone is 

expecting them 

Convert



Plan your follow up

Engage
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Creating Your Marketing Plan
•Goal: Collect the pieces that will help 

you create a marketing plan and 30 
second elevator pitch
•The Process:

• Define what
• Define who
• Define goals and objectives
• Define measurement of success
• Define budget
• Identify strategies and tactics
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Step 1: Define What
•What are you offering and trying to market? 

• Think about your overall program and messaging
• Think about the individual components of your program

•Examples:
• Workshops/events
• Online tools/courses
• Peer counseling
• General resources

•Discussion: What are some other examples?
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Step 2: Define Who
•Who is the target audience for your program 

and your marketing?
• Think about the individual components of your program
• Think about primary and secondary audiences
• Think about strategic partners — institutional and 

external
•Examples:

• Students, Faculty, Community
• Incoming Students, Outgoing Students
• Specific Populations — Borrowers, SAP, TRiO, Athletes 

•Discussion: Who else?
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Step 3: Define Goals and Objectives
•What are you trying to accomplish with your marketing, and why?

• Think about the overall primary goals for your program (long-term)
• Think about the goals of your marketing efforts (shorter-term)

•Examples:

•Discussion: What else?

Program Goals Marketing Goals
• Grow Program/Target New Customers
• Deepen Loyalty with Existing Customers
• Grow Inter-School Strategic Partners
• Launch new products or services

• Create Awareness
• Illustrate Benefits
• Increase Website Traffic
• Increase Attendance at Events
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Step 4: Define Success Measures
•How will you determine if your efforts are 

successful?
• Think about how you can track and measure your 

efforts
• Think about what data and analytics you already  

have access to
• Think about what data you can begin collecting

•Examples:
• # of attendees to an event
• # of impressions (website/newspaper)
• # of responses to a promotion

•Discussion: What else?
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Step 5: Define Budget
•What funds do you have available to support 

your marketing efforts?
• Think about what you have available now
• Think about what you may be able to get through 

other means
•Examples:

• Cost of printing and giveaways
• Cost of tools
• Cost of advertisements
• Details of how funds are allocated (especially for 

grants and sponsorships)
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Step 6: Identify Strategies & Tactics
•What marketing/promotion strategies and 

tactics will you use to meet your goal?
• Think about your goals and be sure to map all 

strategies back to those goals
• Think about your high-level vision for how these 

goals can be met
• Think about the actions you should take to execute 

that high-level vision
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Step 6: Identify Strategies & Tactics
•Example:

• Program Goal: Increase Attendance at Events by 25% by end of year
• Marketing Goal: Increase Awareness of Events by 50% by end of year
• Strategy: Engage target audience at key touch points and when they are most 

receptive to new information
• Tactics:

•Discussion: Other ideas/examples?

Tactic Message Audience Success Measure
Email campaign to 
incoming freshmen (prior 
to arrival on campus)

College is expensive, do 
you know how you will pay 
for it? We can help.

Any accepted/enrolled 
freshman

Open rate of 20%
Click rate of 5%
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Connecting the Dots
•The pieces you have so far:

• What you have to offer
• Who you are offering it to
• What your goals are for the program and for 

marketing efforts
• How you will define and measure success
• What you have available to spend
• The overarching vision for how you will achieve 

these goals and steps you’ll take to do so



Provided by Student Connections

Connecting the Dots
•What’s left?

• Refining/adding to your notes
• Research about your audiences (if needed)
• Putting it all together in a marketing plan template that 

works for you

•Rinse, wash, repeat…
• Implement
• Measure results
• Evaluate
• Adjust as needed
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Pitfall 
#1 Death by 

Committee
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Pitfall 
#2 Undefined 

goals
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Pitfall 
#3 A team of 1
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Recommended Reading
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Questions?
Emily Schwartz
MoneyMoments
Emily.Schwartz@midfirst.com

Sara Wilson
Student Connections
Sara.Wilson@studentconnections.com


