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u-Mm AFFORDABILITY CAMPAIGN

BACKGROUND

Research findings

« Value/Cost
» Higher education is unaffordable
* You graduate with exorbitant level of debt
« Financial aid will not meet financial need for students below a certain income level
« Economic value is declining/some students would be better off in trade school
+ Endowments get most of their money from tuition

« Differentiation
» It doesn’t matter where you go to college
» All degrees are the same
* The reason you go to college is to prepare for a job

* Purpose
« The general public does not benefit from university research and academics
» Universities are too liberal and don’t welcome free speech

VICE PRESIDENT FOR
BRINGING U-M STORIES TO THE WORLD M COMMUNICATIONS

UNIVERSITY OF MICHIGAN
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DISCUSSION

« Are you seeing these misperceptions in your institution?
« What other misperceptions are you experiencing?

* Do you see any differences based on demographics?

VICE PRESIDENT FOR
BRINGING U-M STORIES TO THE WORLD M COMMUNICATIONS

UNIVERSITY OF MICHIGAN



GUARANTEE

vw

e



u-Mm AFFORDABILITY CAMPAIGN

CAMPAIGN GOALS

Increase application and enrollment rates among
high-achieving, in-state students with family incomes
up to $65,000.

high-value institution that is within reach to qualified
In-state students at all income levels.

@ Increase communication of U-M as an affordable,

VICE PRESIDENT FOR
BRINGING U-M STORIES TO THE WORLD M COMMUNICATIONS

UNIVERSITY OF MICHIGAN
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MARKETING OBJECTIVES

« Communicate to families in Michigan making up to $65,000 that they are eligible to
receive free tuition, and may be eligible for further aid to defray the cost of attendance
(room and board, fees and books)

« Communicate that U-M is affordable for all in-state students, including those with family
incomes above $65,000

« Communicate that U-M is the most affordable public university in the state for students
with financial need

« Reach influencers in the college application process

VICE PRESIDENT FOR
BRINGING U-M STORIES TO THE WORLD M COMMUNICATIONS

UNIVERSITY OF MICHIGAN
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TARGET AUDIENCES

PRIMARY:

* High school students and their
families

« Counselors in Michigan high schools

« Community-based organizations/
partners

BRINGING U-M STORIES TO THE WORLD

SECONDARY:
» General public

» State and national media

» Stakeholders (elected officials, donors,
alumni)

* In-state high-achieving high school juniors
and seniors at
all income levels

M COMMUNICATIONS

UNIVERSITY OF MICHIGAN
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2017 TACTICS

« Earned media/news coverage

« Owned social media posts (U-M’s Facebook and Twitter accounts)
» Sponsored social media campaign (Facebook and Instagram)

» Original content created for social media

« Cinema advertising

* In-stadium signage for home football games

« :30 radio spots for each U-M football game

» Big House marquee advertising

VICE PRESIDENT FOR
BRINGING U-M STORIES TO THE WORLD M COMMUNICATIONS

UNIVERSITY OF MICHIGAN
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2017 TACTICS

 Office of Enrollment Management:

— Slice of Life, View of the U, Application Workshops and M is 4 U events
— High School Counselor Workshops and Promoting the Publics event

— High school college fairs
— Financial aid outreach events

Supporting materials:

 Table tents  Retractable banners
* Flyers » Table cloths
 Brochure  Website

VICE PRESIDENT FOR
BRINGING U-M STORIES TO THE WORLD M COMMUNICATIONS

UNIVERSITY OF MICHIGAN
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CAMPAIGN GRAPHICS
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MICHIGAN

— YOU CAN— GO BLUE

GO BLUE' GUARANTEE

FREE U-M TUITION

IN-STATE STUDENTS | $65,000 & UNDER FAMILY INCOME

TUITION SUPPORT FOR QUALIFYING
FAMILIES WITH INCOMES UP T0 $180,000

IN-STATE STUDENTS | ANN ARBOR CAMPUS ANN ARBOR CAMPUS | EFFECTIVE JANUARY 2018

VICE PRESIDENT FOR

COMMUNICATIONS

UNIVERSITY OF MICHIGAN
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GO BLUE GUARANTEE/ ADMISSIONS _"""‘”“
YOU CAN GO BLUE GO BLUE GUARANTEE WEBSITE

SPLASH PAGE FOUR YEARS OF LANDING PAGE T
FREE U'M TUITIUN i " Go Blue Guarantee

IN-STATE STUDENTS | $65,000 & UNDER FAMILY INCOME | ANN ARBOR CAMPUS | EFFECTIVE JANUARY 2018 Michigan Residents. -
E GO BLUE GUARANTEE ;

Tep——
Are You a Michigan Resident with a Family Income My & Misconcapions
Less than $65K?

« Famiy Prafias
If you apply to U-M and are admitted, we are prepared to cover the full cost of your * et Steps
in-state tuition for four years of undergraduate study on our Ann Arbor campus Value of a UM Degree ) -
That's our Go Blue Guarantee — a $60,000 value to you and your family!
Effective January 2018
Learn what the Go Blue Guarantee Are you a Michigan resident with a family income less than $65,0007
means for you: If you apply to U-M and are admitted, we are prepared ta caver the full cost of your in-state tuition

for four years of undergraduate study on aur Ann Arbor campus. That's our Go Blue Guarantes
& $60,000 value to you and your family!

©If you're applying to U-M Furthermors, after a review of your financial aid applications,

you will most likely be eligible for additional aid to cover the IS YOUR FAMILY
O 1If you're already enrolled at U-M. c0sts of housing, meals, textbooks and other expenses. INCOME MORE
We encourage you o explora cur admissions site and THAN $65K?

discuss this great oppartunity with your family. Highlighted Leam more about how we're

Is your family income more than $65K? See your ways to go blue, too! balow arasoma key atoas of interest 10 gat you slansd. Wa keeping U-M sffordable and
ook forward to receiving your application by our Early Action accessible for Michigan
deadline of November 1 or Regular Decision deadiine of

residents.
February 1
©
Go Blue!
Why Choose Michigan Majors & Degrees

How does U-M stand out from ather schools? Leam about our nationally ranked programs
before you begin your application pracass.

e

Value of a U-M Degree Next Steps

Attending collega is an investmant that can Learn about how 1o apply to U-M and for
maka a tramendous impact an your fiure. financial sid.
Got started on the application [
What s the valus of a U-M dogree? process

VICE PRESIDENT FOR

BRINGING U-M STORIES TO THE WORLD COMMUNICATIONS
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VIDEOS SHARED VIA SOCIAL MEDIA

University of Michigan

@ University of Michigan L eee @ University of Michigan W Offering FREE tuition for in-state students with
s 0 03 a family income $65K and under
#GoBlueGuarantee #LeadersandBest #GoBlue
YOU CAN GO BLUEL: "You can come to YOU CAN GO BLUE!: "U-M is committed to
We will find a way to help you afford a Michigan and the whole world opens up to you." keeping a world-class education within reach of
spectacular COllege education.” #YouCanGoBlue #LeadersandBest #GoBlue all Michigan residents." #YouCanGoBlue
#GoBlueGuarantee #LeadersandBest #GoBlue S— #|l eadersandBest #GoBlue

P [co v cunanree [
FOURamARS OF
FREE USTUITION

CSTATL STUBONTS | 545 000 & UNDET (AMILY INCOME | ANN ARBON CAMIUS
I Mectivn sy 7918

’
st ! h.()’\.-'l ed

U-M: AN EXCEPTIONAL EXPLORE HOW YOU CAN
GO BLUE GUARANTEE YAL_U‘E ) Learn More GO BLUE! Learn More
Leamn if you qualify Learn More Explore your options Explore your options

GoBlueGuarantee. UMich.edu admissions.umich.edulyou-can-g admissions.umich edul/you-can-g m

ol Like B Comment # Share ,

Y Like () Comment £ Share 15 Like () Comment ¢ Share DU SV QUARAN TS
0 O ; i
— b "ot LA v Learn if you qualify Learn More
GoBlueGuarantee. UMich.e:
ol Like P Comment 4 Share

VICE PRESIDENT FOR
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BIG HOUSE MARQUEE IN-STADIUM ADVERTISING

———

—YOU CAN—

—YOU CAN— & GO B !
.~ 60 BLUE! | &

IN-STATE STUDENTS | ANN ARBOR CAMPUS

.
o 4+ M
TP URRER K i é &‘ admissions.umich.edu/affordability

ML umTh adsi e gas

MNCAAB JT 15 Xavier @y

e
TUITION SUPPORT FOR QUALIFYING s
FAMILIES WITH INCOMES UP T0 $180,000

IN-STATE STUDENTS | ANN ARBOR CAMPUS

admissions.umich.edu/affordability

VICE PRESIDENT FOR

BRINGING U-M STORIES TO THE WORLD COMMUNICATIONS
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EVENT MATERIALS

CINEMA ADVERTISING —YOU CAN—

FINANCIAL AID FOR FAMILIES
WITH INCOMES UP T0 $180.000

IN-STATE STUDENTS | ANN ARBOR CAMPUS

Z GO BLUE GUARANTEE E

FOUR YEARS OF

FREE U-M TUITION

0 & UNDER FAMILY INCOME | ANN ARBOR CAMPUS
EFFECTIVE JANUARY 2018

IF YOU APPLY FOR AID AND
YOUR FAMILY INCOME IS BETWEEN

$65-5180K

YOU COULD RECEIVE SCHOLARSHIP
AND GRANT AID THAT REDUCES YOUR
AVERAGE TUITION COST TO

$1912-311.970

AYEAR

Do you qualify? goblueguarantee.umich.edu

FOUR YEARS OF

IN-STATE STUDENTS | $45,000 & UNDER FAMILY INCOME
ANN ARBOR CAMPUS | EFFECTIVE JANUARY 2018
Ledin % W RGN
goblueguarantee.umich.edu LEARN HOW AFFORDABLE

A WORLD-CLASS UNIVERSITY CAN BE:
admissions.umich.edu/affordability

VICE PRESIDENT FOR

BRINGING U-M STORIES TO THE WORLD COMMUNICATIONS

UNIVERSITY OF MICHIGAN
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DISCUSSION

« Are you deploying similar tactics?
« Have you seen success in certain tactics over others?

« What marketing mix do you find most effective?

VICE PRESIDENT FOR
BRINGING U-M STORIES TO THE WORLD M COMMUNICATIONS

UNIVERSITY OF MICHIGAN



u-Mm AFFORDABILITY CAMPAIGN

HIGHLIGHTS—EARNED MEDIA & U-M CHANNELS

» 220+ stories in news outlets nationwide

National media coverage, including: The Chronicle of Higher Education, Forbes
and USA Today

6.93M impressions of the #GoBlueGuarantee hashtag on Twitter

Utilized U-M channels:

« University Record story —
13,321 pageviews (12,284 unique) | 3:56 average time on page

* goblueguarantee.umich.edu —
61,525 pageviews (52,972 unique) ) | 6:00 average time on page | 17.6% return visits

VICE PRESIDENT FOR
BRINGING U-M STORIES TO THE WORLD M COMMUNICATIONS

President Mark Schlissel incorporated into speeches and op-eds

UNIVERSITY OF MICHIGAN
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HIGHLIGHTS—EARNED MEDIA & U-M CHANNELS

 Office of Enrollment Management recruitment efforts:

« Over 2,300 prospects and parents reached through themed events
(e.g. Slice of Life, View of the U)

» Over 500 counselors reached through Promoting the Publics and
200 counselors attended the High School Counselor Workshops

« Over 500 high school college fairs/visits

VICE PRESIDENT FOR
BRINGING U-M STORIES TO THE WORLD M COMMUNICATIONS

UNIVERSITY OF MICHIGAN
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HIGHLIGHTS—PAID DIGITAL CAMPAIGN

» Over 8 million ads shown to the target audience

Reach:
« 81%+ of the 142,000 student/parent audience
« 30%+ of the 1,500,000 statewide audience

Over 1.5M actions (likes, views, clicks, shares, etc.) taken on the ads

Ads viewed an average of 5.63 times

More than 9,000 visitors directed to goblueguarantee.umich.edu (with 1,400 form fills

300K+ audience members captured for remarketing purposes

VICE PRESIDENT FOR
BRINGING U-M STORIES TO THE WORLD M COMMUNICATIONS

UNIVERSITY OF MICHIGAN
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HIGHLIGHTS—OUT OF HOME ADVERTISING

Cinema (September 1-October 27):

« 17 theaters in West Michigan, Mid-Michigan, and the Upper Peninsula
« 415,305 impressions

U-M Football/Basketball (September 16-January 9):

e In-stadium/arena and radio:
» 484,500 fans in-stadium/arena
* 960,000 radio listeners

VICE PRESIDENT FOR
BRINGING U-M STORIES TO THE WORLD M COMMUNICATIONS

UNIVERSITY OF MICHIGAN
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u-Mm AFFORDABILITY CAMPAIGN

2017 CAMPAIGN INSIGHTS—DIGITAL CONTENT

Student Audience

» Most popular ad content is moving graphics (GIF) layered over iconic imagery (e.g. Diag) Top performing
GIF had over 400K views.

» Videos were less effective, but ones that featured students outperformed others. Student videos reached
45K of the 140K target audience.

General Audience

« Coach Harbaugh video performed best with 10x the number of views compared to the next most popular
video.

Recommendations:
« Continued use of influencers/celebrities for General Audience
« Use of color, text, robust visuals in first three seconds to engage viewers
« Pin GBG content on the top of U-M channels for longer engagement

VICE PRESIDENT FOR
BRINGING U-M STORIES TO THE WORLD M COMMUNICATIONS

UNIVERSITY OF MICHIGAN
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2017 CAMPAIGN INSIGHTS—MEDIA, OOH ADS AND OEM

« Ongoing media is recommended to keep GBG top-of-mind
 Pitching new statistics to select national media prior to general release would be most effective
* Include content created for social media in news pitches

« Cinema, Athletics in-stadium and radio advertising is hard to measure, but know from research and
anecdotally that it can have a high level of recall

» Continued effort on Admissions website to capture prospective student information (with 1,500 form
fills as baseline)

» Early application findings:
o 10% increase in in-state applications
o Anecdotal references to GBG in regard to application motivation
o Demand exceeded supply of materials at recruitment/financial aid events

VICE PRESIDENT FOR
BRINGING U-M STORIES TO THE WORLD M COMMUNICATIONS

UNIVERSITY OF MICHIGAN
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SENTIMENT ANALYSIS
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College Affordability: U-M — Volume of Posts (Basic Sentiment) from 6/1/16 to 12/31/17 :::

VICE PRESIDENT FOR

BRINGING U-M STORIES TO THE WORLD COMMUNICATIONS
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SENTIMENT ANALYSIS
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DISCUSSION

« Are you surprised by any of these insights?
« What are you using to measure sentiment?

« What trends are you seeing in applications?

VICE PRESIDENT FOR
BRINGING U-M STORIES TO THE WORLD M COMMUNICATIONS

UNIVERSITY OF MICHIGAN
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TACTICS

(U-M leadership, Deans, alumni, community based groups,
student outreach groups, HS counselors, campus communicators)
o Toolkit to include marketing assets, handy facts, FAQs, etc.
o President Schlissel speaking opportunities
o Inclusion in statewide communication efforts

* Media
o Release of U-M application and enrollment data
o Ongoing GBG news

* Owned U-M social media
o Video testimonials, animations, static posts with strong call to action

VICE PRESIDENT FOR
BRINGING U-M STORIES TO THE WORLD M COMMUNICATIONS

UNIVERSITY OF MICHIGAN
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TACTICS

« Paid digital advertising
o Audience-targeted campaign across Facebook, Instagram,

o Inclusion in other U-M storytelling efforts

« Media advertising
o Regional print publications
o Radio
o U-M Athletics (Stadium marquee, IMG network radio ads, ticketholder email)
o Cinema

« Update OEM print and event materials and website as needed

VICE PRESIDENT FOR
BRINGING U-M STORIES TO THE WORLD M COMMUNICATIONS

UNIVERSITY OF MICHIGAN
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Animated

GIF U-M'S COMMITMENT TO AFFORDABILITY

UNIVERSITY OF
MICHIGAN
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$65,000 & UNDER FAMILY INCOME | ASSETS BELOW $50,000 | IN-STATE STUDENTS | ANN ARBOR CAMPUS MICHIGAN
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IN-STATE STUDENTS | ANN ARBOR CAMPUS WITH INCOMES UP TO $180,000 MICHIGAN
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VICE PRESIDENT FOR
BRINGING U-M STORIES TO THE WORLD M COMMUNICATIONS
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TRACKING AND MEASUREMENT

« Applications and enrollment of targeted students

« Attendance and materials distribution at events

* Media placements

» Social media engagement

« Advertising impressions

» Website traffic

» Lead generation and email open rates (inc. Michigan Impact)
» Counselor engagement

« Crimson Hexagon sentiment analysis

VICE PRESIDENT FOR
BRINGING U-M STORIES TO THE WORLD M COMMUNICATIONS

UNIVERSITY OF MICHIGAN
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TRACKING AND MEASUREMENT

Initial results — 8/28/18-9/7/18

« 412K impressions over all paid channels: Facebook, Instagram, Snapchat, Google
Display and YouTube

» 6,000 visits to the goblueguarantee.edu website (average of 500 visits/day) — 30% lift
In traffic compared to the same time period last year

 QOver 275 form fills for additional Go Blue Guarantee information

VICE PRESIDENT FOR
BRINGING U-M STORIES TO THE WORLD M COMMUNICATIONS

UNIVERSITY OF MICHIGAN
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DISCUSSION

* Thoughts, comments, insights?

VICE PRESIDENT FOR
BRINGING U-M STORIES TO THE WORLD M COMMUNICATIONS

UNIVERSITY OF MICHIGAN
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THANK YOU!

VICE PRESIDENT FOR
BRINGING U-M STORIES TO THE WORLD M COMMUNICATIONS

UNIVERSITY OF MICHIGAN



