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MULTI- 
CHANNEL TO  
INTEGRATED:  
CONTINUING 
THE  
EVOLUTION
Integrated marketing requires a commitment to long-term 
success. It’s about forming and building relationships with 
consumers and, as with any relationship, it requires honesty, 
communication, commitment and the occasional apology. 
Integrated marketing requires that you evaluate the success 
of the program as a whole rather than hyper-focusing on 
the channel-specific measurements. It’s not just about the 
beginning (the inquiry or the lead); it’s also about the ongoing 
process and the outcome (the student-institution relationship, 
graduation and beyond). 



There’s a lot of buzz these days about multichannel and 
omnichannel marketing. Each concept, however, misses 
the mark by focusing simply on the variety and volume of 
channels rather than the integration of the messages across 
all channels in the mix. Integrated marketing (also referred 

to as integrated multichannel marketing) extends the idea 
of multichannel marketing by concentrating on building the 
“connective tissue” between channels and allowing the 
messaging on one channel to evolve based on the activity 
of another channel. For instance, when a visitor clicks on 
a specifically targeted digital ad, the content of the target 
website might change based on previous targeting activities 
and cookies. 

The goal of integrated marketing is to create a situation in 
which your graduates become long-term, raving fans who 
tout the benefits of your educational programs to those 
around them and encourage others to enroll. In other words, 
your graduates fill your marketing funnel. Whether it’s 
celebrating their graduation on Facebook, sharing that new 
job or promotion on LinkedIn, or simply referring your school 
and program to coworkers who are interested in advancing 
their education, the happy, empowered graduate can make 
a huge positive impact on your future enrollments. Combine 
that with a rich content ecosystem that draws in prospective 
students and engages them with compelling content, and you 
have a marketing mix that keeps on giving, year after year. 

Integrated marketing isn’t easy. To get you started, we’ve put 
together the “10 Commandments of Integrated Marketing” to 
use as a guide. 

THE HAPPY, EMPOWERED 
GRADUATE CAN MAKE A HUGE 
POSITIVE IMPACT ON YOUR 
FUTURE ENROLLMENTS.



01 Know thy customer.



nderstand the wants and needs 
of your community. Listen. 
Understand. Serve.

If you haven’t taken the time 
to understand and evaluate 
the wants and needs of both 

your current students and your future enrollees, 
it’s time to get started. Without a deep analysis 
of your customers, it’s highly unlikely that you’re 
going to be successful in delivering a marketing 
program that attracts their attention and meets 
their needs. Luckily, as marketers, we don’t have 
to rely on “behind-the-glass” focus groups where 
participants tell us what we want to hear in order to 
get something in return. Instead, the world of social 
media and big data allows us to easily evaluate the 
behaviors of our current students, learn what they 
like/don’t like and want/don’t need. By analyzing 
these behaviors, we can use large, publicly available 
data sets to identify prospective students based 
on behaviors that are similar to those of current 
students and then reach them with a targeted 
message. 

But in order to maximize the gain, you can’t just 
sit back and watch. Instead, you’ll be expected 
to participate in the conversation, engage with 
your community and add value in a variety of 
ways. This means dedicating your budget and 
resources to activities such as social listening, as 
well as evolving your existing business processes 
to be able to engage with prospective and current 
students, alumni and professionals when they need 
information or assistance.

U



02
Multichannel 
marketing is not 
necessarily integrated 
marketing. 



nlike integrated marketing, 
multichannel marketing focuses 
primarily on the variety of 
channels, as opposed to the 
integration of the messaging 
between those channels and 
the flow of the user’s journey 
throughout the entire ecosystem. 

U

YOU SHOULDN’T BE 

EVERYWHERE;  
YOU NEED TO FOCUS 
YOUR MESSAGE.“ ”



Reasons Your Multichannel Marketing 
Program Will Fail

Your content is not search engine optimized. 
Hummingbird says stop writing for Google; 
start writing for consumers.

It ignores the power of social networking. 
Facebook and Twitter are scary, but they can’t 
be ignored anymore.

It focuses more on lead generation than lead 
nurturing.

Lead nurturing is JUST as important as lead 
generation.

It’s designed for the desktop and not optimized for 
mobile.

MOBILE FIRST, desktop second.

You focus on content and forget about context. 
Content published in the wrong location will 
not perform.

You aren’t addressing the wants and needs of your 
prospective students. 

It’s not about the brand anymore; it’s about the 
individual.

It wasn’t designed based on research into the 
actual behaviors of your target audience. Focus 
groups are dead. People lie in focus groups under 
the scrutiny of observers. 

Focus on measuring real behaviors such as 
search patterns, navigation paths and click-
throughs. 



It isn’t measurable.
If you can’t measure it, you can’t optimize it. If 
you can’t optimize it, it was dead from the start.

It’s disruptive.
Don’t interrupt people’s lives. Find ways to 
integrate into their lives: be there when they 
need you.

It’s not integrated.
If your messaging and channels are not 
integrated and cross-performing, you are likely 
only adding to the consumer confusion that 
comes from the proliferation of channels and 
content. 

Note: Omnichannel is even worse. You shouldn’t be 
everywhere; you need to focus your message. This 
leads me to my next point …  

CONTENT PUBLISHED IN THE 

WRONG LOCATION 
WILL NOT PERFORM.



03
Content is king, but 
context is queen ... 
and we know who 
rules the kingdom.



sk any realtor what the three most 
important concepts are in real 
estate, and they’ll likely answer, 
“Location, location and location.” 
While some marketers have been 
preaching that content is king 
and encouraging their clients to 

spend time and precious budget dollars on a wide 
variety of content, they often neglect to mention 
that the appropriate placement of that content (in 
other words, the context) is nearly as critical as the 
content itself. The most incredible video, informative 
infographic or helpful blog post won’t have any 
e�ect on your marketing goals if the content is 
placed in a location where your target demographic 
won’t see it. Hyper-target your content to too 
narrow an audience, and you’ll miss opportunities to 
engage beyond that audience. On the other hand, 
spread your content too thin across channels your 
prospects aren’t visiting, and your content is wasted 
on the wrong audience. 

A



04 Embrace the power 
of the social network 
(o�ine and online).



t’s all about people, not 
technology. Social networks are 
nothing new. Cavemen left wall 
paintings to warn future visitors 
about the big hungry bear in the 
cave next door. Communication 
evolved to channels beyond 

cave paintings to include smoke signals, telegraph 
messages and, eventually, digital media. But in 
this era of mobile devices, tweets, posts and text 
messages, we also need to remember that word-
of-mouth communication can be just as powerful. 
Research clearly shows that today’s consumer relies 
more on the recommendations of their friends and 
family than on marketing messaging. As a result, we 
need to remember to use our personal relationships 
as we build the integrated marketplace and 
empower our current students and alumni to share 
their successes with their peers, family and friends. 

Think about it. While a graduate of one of your 
programs might celebrate their graduation with a 
photo posted on Instagram and Facebook, they 
are also likely to share their experience verbally at 
the o�ce, at a dinner party and at a professional 
networking event. The impact of sharing a positive 
or negative experience goes well beyond the initial 
sharing. The story is repeated and retold. 

I



Embrace the power 
of the social network 
(offline and online).

Social media plays a big part in a potential student’s 
decision on where to go to school. According to a 
study by the University of Massachusetts Dartmouth’s 
Center for Marketing Research, 41 percent of school 
officials said they believed they could directly 
attribute an increase in enrollments to their social 
media efforts. This may be the case: According to 
a report by Uversity and Zinch, nearly two-thirds of 
students use social media to research colleges, and 



SOCIAL NETWORKS ARE 
NOTHING NEW 
CAVEMEN LEFT WALL PAINTINGS 

TO WARN FUTURE VISITORS ...

nearly three-fourths find it influential in their decision. 
UMass’s marketing research center also found that 
college presidents out-blog and out-tweet corporate 
CEOs as the higher education industry becomes more 
involved in using social media to recruit students.

In another study, UMass researchers found that 
Facebook is the most popular platform among 
millennials when looking to interact with brands 
online, and that Pinterest users focus on sharing and 
researching brands. Seventy-five percent of Pinterest 
users are using the site to share their personal 
interests and lifestyle with others. These could be 
your brand ambassadors. 

The takeaway? Social media is not a fad. It’s not a 
trend, and it’s not going away. It’s a fundamental 
shift in the way we communicate, and education 
marketers need to embrace social networks in their 
communications planning.



05
An advertising strategy 
and a relationship 
strategy are two entirely 
different things.



dvertising is about the message; 
relationship-building is about 
shared experiences, conversation 
and understanding. Advertising 
is one-way communication, 
but engagement with another 
human being requires a two-way 

dialogue and a value exchange. Advertisement is 
a valuable tool when it comes to raising awareness 
of a brand or program, while relationship-building 
helps develop an a�nity for a program and opens 
opportunities for providing assistance and support. 
Both are critical to a multichannel marketing 
program, and both should be considered important 
components to a successful messaging mix.

A



06 Trust is not given, it 
is earned ... through 
action.



arning trust takes time and 
investment. It takes showing that 
you’re willing to put prospective 
and current students’ needs 
first and your business needs 
second. They need to know you 
are willing to support them. When 

you request information for gated content, you are 
responsible for someone’s privacy. They trust you 
with their information. Make sure your content o�ers 
are full of rich, helpful information.

E

MAKE SURE YOUR 
CONTENT OFFERS 
ARE FULL OF 
RICH, HELPFUL 
INFORMATION.“ ”



07 If you can’t measure it, 
you can’t optimize it.



ou need to understand what your 
key performance indicators are 
and then comprehend that one 
month does not make a trend. 
Extenuating circumstances, such 
as election months or holidays, 
can a�ect your campaign. Stay 

at it long enough to be able to gather and evaluate 
useful data. Timelines will vary according to the 
campaign and the institution. 

Y



08 Don’t abuse the  
opt-in ... protect your 
customers.



pen communication is the sign of 
a great marketing program. Over-
communication, however, can 
quickly be perceived as spam, 
leading consumers to click that 
“unsubscribe” link or add you to 
their spam or blocked list. When 

prospective students complete the inquiry form and 
provide a little bit of personal information, they are 
expecting that marketers will use that information 
only to communicate about the information they 
have requested. 

HubSpot provides some guidelines for building 
an opt-in list. It all comes down to creating original 
and valuable content, whether in your blog, on 
social networks or through gated content o�ers. 
Potential students will be more willing to share 
their information and want to stay connected with 
you if they know you provide value. By knowing 
your current students and the wants and needs 
of your prospective students, you can find ways 
to o�er value beyond program and financial 
information. Share stories of student successes. 
Provide information about employers who recruit 
from your school. Let prospective students “meet” 
the educators and learn more about their teaching 
styles. 

O



09
One brand ambassador 
can be more powerful 
than 100 qualified 
leads.



eads are good. Highly qualified 
leads are better. But brand 
ambassadors who are willing 
to share their successes and 
recommend your programs year 
after year are a gift that keeps 
on giving. When developing your 

engagement plan and building relationships with 
your prospective, current and graduated students, 
think of them as falling into one of four di�erent 
groups:

L



Source: Zendesk’s Impact of Customer Service on Customer Lifetime Value Survey, 2013
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Ambassadors: This group lives and breathes your 
brand. They market your brand for you, telling 
their family, friends and acquaintances to look 
into your school. Your goal should be to create 
brand ambassadors. They are the ultimate positive 
message amplifiers.  

• Here’s where word-of-mouth marketing comes 
in – it’s just as powerful now as it ever has been. 
Remember Faberge Organics Shampoo? Every 
person now has a soapbox. 



PEOPLE TRUST 
RECOMMENDATIONS 
FROM OTHER PEOPLE 
MORE THAN ANYTHING ELSE. “ ”

• People trust recommendations from other 
people more than anything. Zendesk’s Impact of 
Customer Service on Customer Lifetime Value 
Survey found that 90 percent of consumers 
are influenced by reviews written by other 
consumers. 

Advocates: This segment will brag about your 
brand when prompted. They are willing to provide 
testimonials if you ask and will be active participants 
in online contests, social media conversations and 
so forth. Encourage them to interact with you as you 
cultivate a relationship. 

Agnostics: They do not care about nor need your 
program offerings. Do not invest many resources 
into this segment unless you simply want to build 
awareness. 

Adversaries: These are the opponents of your 
brand. They have a multitude of media out there 
to air their grievances about your products. As 
marketers, we have to address them. 



10 A lead opens a door. 
A relationship lasts a 
lifetime.



hile most marketers love to talk 
about “the funnel” and focus on 
where prospective students are 
in the recruiting process, keep 
in mind that the relationship 
doesn’t end at the inquiry or the 
conversion. Continue fostering 

the relationship throughout the education life cycle. 
Stay in touch with your alumni, interact with them 
through social media and share their stories of 
success. When a graduate talks positively in the 
social space about your message, amplify it! Retweet 
the comment about his or her acceptance, program 
success, graduation or job o�er. Help them share 
their positive experiences and congratulate them. Be 
human. Be helpful. Be happy for their success. 

W



TAKEAWAYS

• Invest resources into getting to know 
your students. 

• Take time to form relationships with 
prospective students and build their 
trust.  

• Stay up-to-date on technological 
innovations and new measuring and 
marketing tools.  

• Make sure you’re producing relevant 
content and posting to the right 
channels.  

• Aim to produce brand ambassadors. 
 - Focus on student retention.  

• Know your audience, but also know 
your value and what you bring to the 
table.




