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Digital Ecosystem That Through Connected Roadmap & Lightning
Supports Student Success Campus Ecosystems Round Best Practice

April 16th at 12:00pm ET

COMPLETED April 17th at 1:30pm ET



* Director of Enrollment Marketing @ University of Idaho

* 25+ vyears in higher education in land-grant flagship campuses, private
and largest state system in the country

* Winner of multiple marketing awards

e Ed.D from Saint Louis University with focus on U.S. News rankings
* CRM subject matter expert: Former TargetX executive board

* Featured client/case study with Carnegie, EAB, TargetX, Snapchat

https://www.linkedin.com/in/adamstoltz/ \

About University of Idaho:
* 12,000+ students,
* Carnegie R1

* Land-grant/flagship campus

* Students from 50 states and 80 countries

* 6% yearinarow as “Best Value”
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Figure 17. Projected percent change in high school graduates, 2023 to 2041
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Guiding Framework:

Five Whys

e Culture + Priority

e Value Proposition

® Awareness + Storytelling
® Experience + Connection
® |nfrastructure + Data
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Why #1 — Culture + Priority

e “Enrollment is everyone’s job”

e “Arising tide lifts all boats.”

® Cross-Campus Dashboards, After-Action
Reports, Shared Wins

e Collaboration with Colleges, Athletics,
Housing, Greek, Financial Aid and more

e Vandal Ready Day
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Academics Admissions Student Lile Research Outreach About Arts Diversity Athletics Events

Aid Avenue: Navigating FAFSA & Financial Aid

All workahep sights are cnlkre ovents sad start £ 6.00 PM PST/7-00 S NST You're invited".
M Betiea) Conmmatoent haio0y S0 40 00t 9y Financial Aid Virtual Events

Join us to learn more about submitting your FAFSA, using the Net
Price Calculator while you await your FAFSA results, and ask any
other financial aid questions

FAFSA DELAYED

The U.S. Department of Education announced the 2024-25 FAFSAs will not be delivered until March.
While this does delay an official award letter, U of | is committed to providing students with eligibility information as soon as possible.

READ FAFSAFAQ VIEW LATEST FAFSA UPDATES CALCULATE AID

Student Financial Axd Ofoe
075 Purirvetor Dr

MS a2
Moscow, 1D 838844281



Why #2 — Value
Proposition

_l- —

® Defining and communicating
value students believe

e “Best Valuein the West”
campaign

e WUE and Invitation to Idaho
scholarships

e ROI framed around belonging #1 Best Value PUblIC Umvetﬁlty

and outcomes in the West.

e I




SNAPCHAT ADS DRIVE 69%

OF UNIVERSITY OF IDAHO’S
STUDENT CONVERSIONS

LEVERAGING SNAPCHAT T0
ENGAGE GEN Z

Understanding that Gen £ spends significant time on social media, the University of Idaho,

under Carnegie’s guidance, decided to leverage Snapchat’s dynamic and interactive
platform. Such an approach enabled the university to reach students where they're most

active and present the campus experience in a visually engaging, relatable way.

The team launched two targeted lead-generation campaigns on Snapchat between August
and Movember to align with the application window. One campaign focused on in-state
students while the other targeted priority states. The ads featured vibrant visuals showcasing
campus life, academic opportunities, and student experiences, with clear calls to action
encouraging users to submit inquiries. The strategy, backed by Carnegie's prowess in digital
marketing, effectively utilized Snapchat’s precise demographic and geographic targeting
features to ensure the right message reached the right audience at the right time.

https://forbusiness.snapchat.com/inspiration/university-of-idaho-success-story
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Why #3 — Awareness
+ Storytelling

e Shift from promotion to
connection

® Multi-channel campaigns:
print, award winning admit
packet, digital, social, SEO.

e Authentic student storytelling
supported by data insights

| Q Search
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November 20, 2023 - QO

My daughter hasn't made her college decision yet, but the
University of Idaho seems REALLY excited about the prospect of her
going there. Look at this Welcome Basket she got in the mail!
There's socks, keychains, a pennant, and more, including a video
welcome message! Again, she hasn't decided yet, but the Vandals
are making a strong case!

#universityofidaho
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Why #4 — Experience
+ Connection

Creating belonging before day
one

Highlight Event & Activity
spaces for students to build
community

Provide Wheelchair Accessible
amenities and wayfinding to
ensure ALL students can find
where they need to be




Interactive Map Stats

Average views per session: 1.05
Average session duration: 3:22
Map tours engaged with: 128
Total outbound clicks: 275
Buttons clicked: 495

Showless v & @ X
Shattuck Amphitheater

RAYBURN ST

1200 Rayburn Street

When Charles Houston Shattuck came to the 20-year-
old University of Idaho in 1909 to start a forestry
curriculum, the campus was essentially treeless. In
1910, he initiated planting a 14-acre weedy slope with
hundreds of introduced trees and shrubs for
education and beautification of the campus. Today
the Shattuck Arboretum, a tranquil grove of mature
trees, is one of Western North America’s oldest Show more A~ Tours X
university plantings where superior specimens of

American Beech, California Incense-Cedar, English

Maple, etc. can be seen. Among these treasured Sustainability Walking Tour
specimens perhaps the most spectacular is a The Sustainability Walking Tour is designed to highlight a
magnificent Giant Sequoia planted in 1916. Adjacent selection of sustainability features on the Moscow campus

to the arboretum is an amphitheater available for
lectures, concerts, barbecues, weddings and other

4 @ = o

events. LOCATIONS DIRECTIONS TOURS MAP LINKS
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Why #5 —
Infrastructure + Data

e Slate full-cycle CRM and
predictive analytics

e After-Action Reports to drive
continuous improvement

® |Integration: CMS - CDP -
DAM - CRM - ZeeMee
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http://drive.google.com/file/d/1Fs_NfnDT2pJfRMLWTi1052KJHGTfgXVV/view
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Lessons Learned

® Culture alignment matters
more than tools

e Simplify the message: value,
belonging, and ROI

e Collaboration beats hierarchy
every time

e Data must drive...but stories
must connect
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Applying These
Lessons

® Build shared ownership of
enrollment across division and
colleges

e Strengthen storytelling around
mission and outcomes

® Optimize CRM and analytics for
insight and ROI

e Empower student voice to amplify
authenticity and engagement




Results at University of
Idaho...the “so what”

"'“\\'R”a‘ A\

-"%-—_s

e Ten consecutive semesters of
enrollment growth

® Record incoming classes
(2024 & 2025)

® 37%increase in new first year first

time students since 2019

e Momentum built through cultural
alignment and data-driven
storytelling



Final thought

Enrollment success isn’t
built on one campaign..

...it"s built on culture.

When we connect people
through stories and shared
experiences, we don’t just
enroll students; we build
belonging.

7 ¥ W N
m m 8
]
n
B 8 &
A
il



About me:

e Founder, AlreFlow Solutions

Al integration and content
marketing consultant

Author

International Keynote Speaker
Podcast host

9+ years in higher education

brianwpiper.com
brianwpiper on LinkedIn

WITH BRIAN PIPER E;,}
N A
‘ﬁ-*.’.- Snememne s’

- ‘\..

5 FOREWORD BY JOE PULZT

BRIAN PIPER

EPIC

CONTENT

MARKETING

HOW TO CONNECT WITH STUDENTS, ALUMMI,
FACULTY, STAFF, AND OTHERS TO BUILD TRUST
AND REACH YOUR INSTITUTIONAL GOALS



http://brianwpiper.com

The Other Side of
Al in Enroliment

Al as Strategic Analyst,
Not a Content Factory




Guiding Framework:

Five Whys of Al

® Smarter Content

e Optimized Content

e Storytelling That Matters
e The Value of Expertise

e Content That Gets Found




Why 1:
Smarter Content:

The Content Trap

® Lots of content
® More isn’t better




NO MORE RANDOM
ACTS OF CONTENT!
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URL

Jadmissions

Iprograms/business

Iprograms/engineering-tec
h

Iprograms/health-sciences
Iprograms/digital-media
lcampus-tour

Iwhy-evolve-u
ffinancial-aid
Istudent-life
lcareersffaq

linternational-students
fapply-now

Iresearch

lalumni
lcareer-services
feontinuing-education
levents

lcontact-us

Page Type
Homepage
Landing Page
Program Page
Program Page
Program Page

Program Page

Conversion
Tool

Trust
Service Hub
Trust / Brand
Recruitment

Target
Audience

Conversion
Authority
Engagement
Service
Service
Conversion
Contact

Evolve U Strategic Audit % B &
File Edit View Insert Format Data Tools Gemini Extensions
QA © 2 & § 100% ~ $ % 0 .00 123 Arial -

c

Primary Strategic Goal

Brand authority and primary enrollment
entry

Primary enrollment lead generation

Capture business school applicants

Capture engineering and tech applicants

Capture health science applicants

Capture creative and digital media students

Drive physical campus visits

Differentiate Evolve U from competitors

Capture students needing financial support
Build brand affinity and sense of community

Answer potential faculty/staff questions

Capture international applicants
Direct application capture

Build institutional research prestige
Maintain relationship with graduates
Showcase post-grad outcomes
Capture adult learmers

Drive event attendance

Direct query capture

Help

v EF k- ) Share ~ 4
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4+ Summarize this data
D E F G
Funnel
Target Audience Primary CTA Stage Top Volume Keywc
Prospective students, parents, first-time
visitors Book a Campus Tour TOFU evolve university, best university GTA, toronto unive
High school seniors evaluating university university admissions toronto, apply to evolve unive
options Apply Now BOFU requirements
Download Program business degree toronto, undergrad business prog
Aspiring business students, entrepreneurs Guide MOFU business
Students interested in applied tech,
engineering Request Info Session MOFU engineering tech degree, applied engineering toron
Aspiring nurses, health admins, lab techs View Prerequisites MOFU health science degree GTA, nursing programs toral
Aspiring designers, content creators, media
specialists View Student Gallery MOFU digital media degree, design school toronto, creativ
Local prospective students Schedule Your Visit BOFU university campus tour toronto, visit evolve universi
why choose evolve university, evolve university vs
Evaluating students and parents Compare Programs MOFU benefits
Low-income students, grant seekers Check Eligibility MOFU university scholarships toronto, financial aid GTA, s
Prospective students evaluating culture Join the Community TOFU student life toronto, university clubs GTA, campus ¢
Career seekers, academic researchers View Openings NIA evolve university jobs, academic careers toronto, u
Students from India, China, UK View Visa Requirements MOFU study in canada university, international students ta
Decision-ready students Submit Application BOFU apply to evolve university, university application por
Partners, faculty, grad students Partner With Us TOFU university research projects, applied research toror
Evaolve U alumni, donars Join Alumni Network TOFU evolve u alumni, graduate network toronto
Current students, prospective parents Explore Career Paths  MOFU university career center, post-grad jobs toronto, eve
Professionals seeking upskilling Browse Certificates MOFU continuing education toronto, adult learning GTA, p
Community, prospective students Register for Event MOFU evolve university events, campus webinars toronto
All users with specific questions Send Message BOFU contact evolve university, university help desk



Why 2: Optimized Content

Your best content isn’t the content

vou haven’t created yet.

It’s the content you haven’t distributed well enough.



4 R’s of Content Optimization

Repurpose Retarget Redistribute




= Google Search Console Q. Inspect any URL in "hitps //evolveu.ca/newscenter/” ® 2 Q i O
E nhttpsslevolveuca.. Performance on Search results & EXPORT

ft  Overview Search type: Web / Date: Last Imonths /' + New Last updated. 13 howrs ago
Q  URL Inspection

- P 1 &
rectormance  Average CTR () Average postion

1.2% 15.7

& Google News vt rroresLons

v Experience

Page Experience
° QUERIES PAGES COUNTRIES DEVICES SEARCH APPEARANCE DATES

Top pages ¥ Chicks Imgresson

= Enhancements

€ Breadcrunibs https://evolveu.ca/
© Profie page hitps://evolveu.ca/admissions/apply/
S Sitelinks searchbox

https://evolveu.ca/academics/departments/computer-science/
S Videos

https://evolveu.ca/academics/schools/business/  -explained-$12642/ 5840 216679
v Security & Manual Actions

https://evolveu.ca/student-life/housing/rates/ 5,548 392479
o Links :

https://evolveu.ca/research/centers/robotics/ 437 156,606
£ Settings

https://evolveu.ca/alumni/events/ 4219 77375




O Newscenter search console . & share - : ® ®

Evolve University Newscenter Apr 17,2023 - Apr 15,2024 .

Query Landing Page Impressio.. UrlClie..  Average Posi...
1. higher education digital trends https://evolveu ca/newscenter/category/digitaltransformation-in-higher ed n2s00 ST 1
2. emerging careers for grads https://evolveu.ca/newscenter/blog/top-emerging-careers-2024 75733 5424 2
3. campus sustainability innovations  https://evolveu.ca/newscenter/projects/sustainable-campus-initiatives 104675 4432 347
4. aiin education ethical use https://evolveu.ca/newscenter/blog/ethical-ai-classroom-guide 24576 3274 185
5. fetal alcohol syndrome medical rese... https://evolveu.ca/newscenter/medical-breakthroughs-alcohol-syndrome-treatment 24576 3274 1.24
6. advanced materials science breakthr_. https://evolveu.ca/newscenter/materials-science-breakthroughs-2024 176233 3151 244
7. j1407b exoplanet detailed findings  https://evolveu.ca/newscenter/astronomy-corner/|1407b-exoplanet-findings §5319 234 112
8. nasatech applied on campus https://evolveu.ca/newscenter/campus-news/applying-nasa-tech-at-evolve-u 1899 10.24
9.  jeom https//evolveu.ca/newscenter/gigantic-ring-system-around/j1407b/ 2m 545
10, are aliens real https://evolveu.ca/newscenter/campus-news/hold-ckoso-extraterrertrial-life-441 1897 108
11, how long did the revolutionary war last  https://evolveu.ca/newscenter/blog things sond the american revolution/ 1842 1.2
12, fetal alcohol syndrome adults https://evolveu.ca/newscenter/blog-fetal-survivors-theiving 499312/ 1,695 233
13, revolutionary war https://evolveu.ca/newscenter/projects/sustainable-campus-initiatives 1675 532
14.  when did the american revolution stan https://evolveu.ca/newscenter/blog/three-your<is-on- campus 1676 19
15.  perovskite https://evolveu.ca/newscenter/metal-perokskite-cellss-sificieny-550212 106,615 1676 99
16,  when did the american revolution and https://evolveu.ca/newscenter/projects/silicon-es-efficienn-revolution/ 96333 1643 114
17.  whatis yeast made of https://evolveu.ca/newscenter/blog/ethical-ai-classroom-guide 43108 1,580 134
18.  yeast https://evolveu.ca/newscenter/blog/disint skoanaoout things you might not k.. 150,680 1477 3
19.  hildegard of bingon https://evolveu.ca/newscenter/bing/iny you mint hildegard of bingen-370772/ 122,087 1474 452
20.  whatisyeast https://evolveu.ca/newscenter/blog show-shere-surpisisings you might not k.. 64483 1400 43
21, doaliens exist https://evolveu.ca/newscenter/blog/standards to the-bearch forfos-527122/ 193827 1,301 9.28
22, thank you message for graduation https://evolveu.ca/newscenter/graduates-share-parents-families-320642/ 11,300 1,149 466
23, whydid the us enter ww1 https://evolveu.ca/newscenter/graduate-back-100-years-non-aprik6-1917/ 116016 1,139 468
24, thank you message for family and friend.  https://evolveu.ca/newscenter/graduates-share-parents-families-320642/ 20615 1,126 551
25.  when did the us enter ww1 https.//evolveu.ca/newscenter/looking-back-100-years-w-on-apeik61917/ 92,512 983 243
26.  graduation thank you message https://evolveu.ca/newscenter/graduates-shore-parents-families-320642/ 20,460 964 82
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Export Data

| Newscenter search console, url Table |

@® csv

O csviExcen

O Google Sheets

Options

[ reep value formatting




1 You

E Newscenter search console_url_Table.c...

You are a content marketing expert.

You will develop strategic recommendations on new content we could create that would support our

strategic priorities and be relevant for prospective undergraduate students, graduate students, or
knowledge seekers.

Use the attached search console data to see areas where we currently have search potential and
compare those to general interests of our target audiences and determine which content might also
support our strategic priorities.

Create 20 new content ideas, please. Take your time.




Why 3:
Storytelling
That Matters

e Feedback is critical
® Personas can help




Personas

2

THINKING CAP

Tracy the
Transfer
Student

Demographics

* Mostly female
* Age 18-22

* Has completed some

college

Challenges + Frustrations

¢ Navigating the transfer admissions process, and
meeting transfer credit requirements

¢ Determining which program will meet her needs
and help her stay on track

Goals Influencers + Information
¢ Completing a degree that will help her * Family
reach her career goals * Friends
¢ Getting accepted at her top choice * Classmates
schools * Current professors

¢ Maximizing her eligible transfer credits
so she can complete her degree on time

* Online resources
* Social media
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You are a content marketing expert with a deep
understanding of target audiences and personas.

I'm going to ask you to create an ideal persona for a

prospective undergraduate student at Evolve University,
https://evolveu.edu

Use the information at these links
https://evolveu.ca/student-life, https:// evolveu.edu/about.


https://evolveu.edu

Include information on their priority initiatives (what are 5-10 things they
spend their time, money, thoughts on), success factors (what 5-10 things
would indicate success for them in their education and life), perceived
barriers (what things would keep them from attending the university),
decision criteria (what are the main factors in their final choice), and
decision process/journey (what steps do they go through, what questions
do they ask, and what content do they consume on their decision
process).

Please create the persona in canvas view.



Evolve University Undergrad Persona Copy Edrt Download

Persona: Prospective Undergraduate Student
for Evolve University (GTA)

Basic Profile
e Name: Maya Singh (Representative Persona)
e Age: 17-18
e Location: Greater Toronto Area (Brampton/Mississauga/Scarborough typical)
e Current Status: Grade 12 high school student
e Family Background: Middle-income family; parents emphasize education and career stability
e Academic Interests: Business, technology, health sciences, or social impact fields

» Digital Behavior: Mobile-first; heavy user of TikTok, Instagram, YouTube, and Google Search

Priority Initiatives
Things Maya spends time, money, and attention on during her final years of high school.
1. Choosing a career direction - researching fields that balance personal interests with job security
2. Selecting the right university program - comparing programs across Ontario universities
3. Improving academic performance - maintaining strong grades for admission requirements
4. Building a future résumé - volunteering, part-time work, extracurricular activities
5. Financial planning for university — understanding tuition costs, scholarships, and student aid

6. Campus lifestyle considerations - social life, ¥ 55, residence experience, and safety
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¢ ° Maya Singh - Evolve U Prospective Undergrad Updates pending e 5 Share

® Live - B Only me

Create Configure Preview Model ~

Maya Singh - Evolve U Prospective Undergrad

Mame This is a persona for a potential undergraduate student interested in

attending Evolve University.
Maya Singh - Evolve U Prospective Undergrad

Description

This is a persona for a potential undergraduate student interested in attending Evolve University.

Instructions
# Persona: Prospective Undergraduate Student for Evolve University (GTA)
## Basic Profile
* **Name:** Maya Singh (Representative Persona)

" "Age™™ 17-18

Conversation starters
x
Knowledge
Upload files Ask anything Q @
Recommended Model 4+ @ Thinking v ® & o

Recommend a model to the user, which should be used by default for best results.




What key questions do you have about the new Al for Business
certificate program, https://evovleu.edu/ai-for-business/?



Maya Singh - Evolve U Prospective Undergrad ~

Key Questions I'd Have About an Al for Business Certificate

1. What careers does this actually lead to?

This is my first question.
I'd want to know:

¢ What jobs do graduates get?

e What companies hire people with this certificate?

e What entry-level roles does it prepare me for?
Examples I'd look for:

® Al business analyst

e data analyst

e product manager

e marketing analytics specialist

e Al operations strategist

If | don’t see clear career outcomes, |I'd probably move on.

2. Do | need to know coding or advanced math?
As someone interested in business, | might worry about:

¢ needing strong programming skills

o difficult math requirements &
The page should answer:

+ Ask anything

€. New version of GPT available - Continue chatting to use the old versic




Why 4: The Value of Expertise

Replacing humans with Al
Is a losing strategy.

Supercharging humans with Al
Is the winning one.



HUMAN

Review | Refinement | Approval | Relationships | Brand authenticity

Al

Research | Drafting | Optimization | Scaling | Analysis

HUMAN

Strategic direction | Audience insight | Judgment | Storytelling




Why 3:

Content That
Gets Found

® Searchis changing
e Distribution =
Discoverability




The landscape is shifting faster than your strategy.

SEO AEO GEO AO

Rank on Google Answer engines Generative Al Agent optimization



Thank you!
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