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Addressing enroliment from multiple angles s

mm otrategic Advertising

Enrollment boosting

Academic Face




Strategic Advertising

Goal: increase enrollment and

name recognition

mm CNhgaged ad agency

Used data, analytics to target,
hone approaches, channels

Digital, terrestrial, retargeting,
search engine optimization
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Website Traffic Sources/Medium S

 |n 2015 traffic sources were
dominated by organic Google
searches, which is common.

 While Facebook drove most
referral traffic (second only to
oit.edu sites) Bing and Yahoo
are present in the top six
traffic sources. 4. 1 bing [ organic

5. M oitedu / referral

1. M google [ organic
2. M (direct)/ (none)

3. MW my.ocit.edu / referral

 Agency recommended that

Oregon Tech advertise on 6. M yahoo / organic

both GOOgle and Bing, among 7. m m.facebook.com / referral

other channels, because of 8.  facebook.com / referral

amount of traffic driven from 9. alliance-primo.hosted.exlibrisgroup.com { referral

both sites.

10. indeed.com ! referral



Sample: Admissions “Requests for Information”
Conversion Path by Source

=p Organic Search
= 52K

wp Direct
= 19K

erral

‘|;lr

= Social
= 423

=p Email
= 40

F Admissions homepage
a5K

F Request Infarmation .

4.9K

Sessions by Source

google
(direct)
bing
my.oit.edu

yahoo

55K sessions

19K sessions

38K sessions

33K sessions

32K sessions

This conversion path
visualizes how traffic
sources contribute to
achieving website activity
goals.

The goal for this is for
users to request
information from the
Admissions webpage.

“Requests for Information”
had a 4.65% conversion
rate in 2015.
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2016 Advertising Approach

e

* Display Advertising / Retargeting
* Event

* Print

* Radio

e Search Marketing (PPC)

« SEO

e Social Media

1) Recruitment,
Enrollment

— 2) Name
recognition,
reputation
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MWFAARN

Reaching the destination...and staying

Began website overhau S
project, focus on
academic pages

ldentifying priorities for
academic segments

.
Hiring new resource

Oregon Tech in the News

Oregon Tech Launches New Master's Degree to Address Rural
Health Needs
Higher Education Coordinating Commission approves Master of Science in Allied

i Go owls!

Give Today!

Oregon Tech Communication Students Provide Workshop on Dr. Martin
Luther King, Jr's Approach to Conflict Resolution
Students in Communication Provide Workshop on Dr. Martin Luther King to Local Bookstore

focused on academic sites JE=

EXPLORE THE CAMPUS

Students.
CONNECT WITH US
‘s Oregon Tech's Dental Hygiene Program in La Grande to Phase Out
_q‘y Moda, Inc. informed partners late in 2015 that its collaborative Dental Hygiene
25l Program at the ODS College of Dental Sciences in La Grande will close in March
2017.

Oregon Tech Student to Attend State of the Union Address as First
Lady’s Guest
Junior in Software Engineering, Lydia Doza, selected to sit in First Lady Michelle

L] L]
Housing & Residence Life Obama's box during State of the Union Address. Lydia is an ambassador for young Native

[ » 2
New Student Orientation Americans who encourages youth to get involved in science. We @ Danny Miles! Thank you from all
- Student Clubs & Organizations your Klamath Falls fans who cheered at
| L] L | L
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i“ = Oregon I8}
Audit” and Overhaul of Collateral =

P"llm

Working with Admissions to make
collateral more relevant to today’s
potential students

More division by audience segment

Content approach matches typical
viewer behaviors

New materials launch this summer,
early fall

v

E‘_k/\
,.—;///




Oregon L)

Advocacy and Institutional Profile =

e Supported Government
Relations advocacy and
outreach for Oregon Tech and
OPUs for 2016 Short Session:
messaging, materials

* |[ncreased media outreach

— Examples: Academic programs in
media; leadership meetings with
media; faculty commentary
pieces; reporter meetings

OREGON INSTITUTE OF TECHNOLOGY

AVET, A CURUAND ANETWORE

A 10cving In nlbary resligence 1or weven years, Samusd

G &N ATwFOATMST! WhAre (Su CAN CONMMCT AEh a™er
wch wa the Versrars Cluls This achool has sllowed



