
Digital Marketing 
Strategies to Increase 
Graduate Program 
Enrollment 



Purpose of Today’s Meeting 
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▰  Who we are 

▰  What we’ve done 

▰  What we can do 

▰  Pain points/considerations  

▰  Goals of UNCW graduate level recruitment 

for 2019 and beyond 



Meet Jenna Curry, Lead Digital Strategist 
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Professional Trainer in Digital Marketing 
▰  Jenna Curry Branded Trainings  

▰  WordpressTV 

▰  WordCamp Wilmington 

▰  UNCW CHHS Social Media Best 
Practices 

▰  Wilma Leadership Accelerator 

▰  UNCW’s QENO 

▰  The Digital Media and Technology Group 

▰  Cape Fear Women in Tech 

▰  Commercial Real Estate Women 

Port City Young Professionals Networking Group 
Founder and President  
 
Wilmington Today 
Co-Owner;  Director of Marketing 
 
Greater Wilmington Chamber of Commerce 

 2017 Entrepreneur of the Year Award 
 Board of Directors, Past 

UNCW Alumni  
 2008 Bachelor of Arts in Communication Studies with Minor in Spanish 
 UNCW Alumni Association, Board of Directors, Past 
 Women’s Golf Team 
 Clocktower Society 

 
Quality Enhancement for Non Profit Organizations (QENO) 
Coach 
 
Wilma’s Women to Watch Award Winner 2015 
 

 

 



Meet Alisha Browne, Marketing Manager 
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EDUCATION 

▰  B.S. INFORMATION DESIGN & CORPORATE 
COMMUNICATION; MINOR IN MARKETING 

▰  Bentley University | Waltham, MA 
 
WEB DEVELOPER & DIGITAL MARKETING COORDINATOR  
▰  UNCW Cameron School of Business (CSB) March 2016 – 

May 2019 

 
CERTIFICATIONS  
▰  GOOGLE ADWORDS CERTIFIED  

▻  AdWords Essentials & Search Marketing January 
2018 - January 2019  

▰  INTRO TO WEB DESIGN & DEVELOPMENT  

▻  Tech Talent South | Raleigh, NC Summer 2016  
▰  HUBSPOT CONTENT MARKETING CERTIFICATION 

▻  HubSpot Academy May 2017 - July 2019  



Some of Our Clients 
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International Agency with a Global Reach 
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UNCW Programs Lead Gen Campaigns 
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▰  Campaigns for 28 UNCW graduate-level 
programs ran to date. 

▰  Cost per lead averaged $4.95-$100/lead 
depending on the program goals, 
demographics, and success of the 
campaign. 

▰  Average spend was $1,400-$2,200 over 
1-3 months prior to application 
deadline. 



Higher Ed Funnel 
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​ Awareness ​ Inquiries/
Applicants 

​ Grad 
Students 

​ Prospects/ 
​ Data Capture 

R E P U T A T I O N / C O M P E T I T I O N  



Remedy’s Current Graduate Program Funnel  
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Paid Ad on Facebook or Instagram for Interest or Event Sign-Up > Capture Contact Info Via Form > Notify 
Lead via Email > Notify Program Director via Email > Populate Contact info in Google Doc 



Remedy’s Current Graduate Program Funnel: 
Retargeting 
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Remedy’s Current Graduate Program Funnel  
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Program Director receives the contact info for lead via email and populated in Google Doc with guidelines 
for follow -up 



Remedy’s Current Graduate Program Funnel: 
Recommendations we made for Program Directors 
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•  Try to follow up by phone within an hour of their email and leave a voicemail introducing yourself 
•  Send a personal email if you can’t reach them by phone.  
•  Try them 3 times the first week then once a week after that 
 
Types of info, messages, etc. to include to nurture the relationship with the prospect: 
 
•  Program news, awards, announcements 
•  Wilmington and/or UNCW news, awards, announcements that would matter to them 
•  Open houses, events, homecoming 
•  Links to videos  
•  Media coverage 
•  Deadlines approaching 
•  Photo/video and testimonial from someone they could relate to 
•  Helpful resources in learning more about the program or how to apply 
•  Connect with a graduate assistant to interview 
•  Have a Grad assistant follow up by phone or email to introduce and answer questions 



Email & SMS Nurture Sequences 
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•  Example Sequence customized per program 
 Auto-responder – Welcome/Intro 
 Day 2 –   Links to Videos/Resources  
 Day 3 –   Student Testimonials  
 Day 4 –   Awards/Recognition/Announcements 
 Day 5 –   Meet the Faculty 
 Day 7 –   Application Deadline Reminder 
 Day 10 – Open houses, events, Homecoming 
 Day 14 – Media Coverage 
 Day 20 – Connect with a graduate assistant
 Day 30 – Application Deadline Reminder 
 Day 45 – Helpful resources in learning more 
     about the program or how to apply 
 Day 90 – Breakup Email sent to those that  
      have not engaged/applied  



Stats 
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•  According to the 2017 Online College Students 

Report, 61% of students enroll with the first 

institution that contacts them. 

•  Princeton Review recommends students plan out 6 

months prior to applying for Graduate School 

***Takeaways – respond and nurture leads quickly and 

for no less than 6 months.  



Current CSB Holistic Strategy 
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•  CRM Management (tracking the sales process) 
•  Paid Advertising 
•  Email Nurturing 
•  Organic Social 
•  Content for Inbound Marketing > Blogs, Content 
•  In Person Events (Info sessions and School visits/

Graduate School Fairs) 



Why Remedy? 
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•  6 years combined experience working on lead gen for graduate programs 

•  6 years of data acquired through Facebook ad accounts, custom audiences, Hubspot, and 

active campaign platforms. 

•  Jenna has worked with over 26 departments at UNCW from website design, email marketing, 

new student lead generation, event lead generation, and social media marketing training 

(CHHS and QENO) 

•  Jenna is 2008 Alumni and Past UNCW Alumni Board of Directors Member 

•  Alisha has helped grow the CSB graduate and undergraduate programs the last 3 years 

•  Positive existing relationships with over 30 programs as well as OUR 

•  Transparency and reporting: strategy, ad spend, cost per lead 

•  Team of account managers, copy writers, and content creators to launch data-driven, targeted 

campaigns that generate results. 
 
 



Services Offered 

17 •  Pricing Breakdowns available for 6,12,18 and 24 Month Goal Based Campaigns 
 
 

ü  Paid Advertising 
ü  Facebook/Instagram Ads 
ü  Google Ad Words Paid Search 
ü  Google Display Network 
ü  YouTube Video Ads 

ü  Consulting/Strategy  
ü  Landing Page Design and Hosting (off UNCW site) 
ü  Email & Text Nurture Sequences 
ü  Calendar Booking Tools Built Into Flows 
ü  CRM Management (tracking the sales process) 
ü  A/B Testing 
ü  Offline Tracking 
ü  Social Media Management 
ü  Content Creation 
ü  Messenger Marketing with Chatbots 
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What are Enrollment Goals for  
2019 and Beyond? 
▰  Which programs? 
▰  How many new students? 
▰  In what amount of time? 
▰  How many leads do we need to get an applicant? How 

may applicants result in an enrolled student? 
▰  What would it mean to UNCW for each program to 

grow? 
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Test > Iterate > Repeat 

​ Best 
Practices 

​ Testing 
​ (Time) 

​ Strategy/
Implementation  ​ Iterate ​ Scale 



20 

Let’s do this! 

Want to Download These Slides? 
 

Visit: http://remedydigitalagency.com/uncwgrad 

Jenna Curry| Owner, Remedy Digital Agency 
remedydigitalagency.com | jenna@remedydigitalagency.com 


