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INTRODUCTION 

What we’ll  
talk about 

Best practices 
marketing to 
international 
students. 

What are 
institutions 
missing? 

Social media 
best practices. 

What channels 
can you engage 
students on? 
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CHART 

Main concerns 
before departing 

What are the main concerns, 
complaints, and questions 
from students and parents 
before departing? 
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   53%	
  

41%	
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4%	
  

Base No: 1,117 
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CHART 

Main concerns 
before and  
after departing 
What are the main 
concerns, complaints, 
and questions from 
students and parents 
before departing? 
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Base No: 1,117 

BEFORE	
  DEPARTING	
   AFTER	
  DEPARTING	
  



icef.com     |    5 

CHART 

Top 10 criteria  
in marketing 
for institutions 

How important is this 
criteria in terms of 
marketing for institutions? 

86%	
  

86%	
  

88%	
  

88%	
  

88%	
  

88%	
  

90%	
  

90%	
  

91%	
  

93%	
  

24-­‐HOUR	
  TURNAROUND	
  ON	
  ADMISSIONS	
  DOCUMENTS	
  
(1009)	
  

AVAILABILITY	
  OF	
  AN	
  ONLINE	
  APPLICATION	
  SERVICE	
  (1026)	
  

PARTICIPATION	
  IN	
  AN	
  AGENT	
  INCENTIVE	
  SCHEME	
  (1002)	
  

REGULAR	
  VISITS	
  BY	
  YOU	
  AND/OR	
  YOUR	
  STAFF	
  TO	
  THE	
  
EDUCATION	
  INSTITUTION	
  (1019)	
  

HAVING	
  GUARANTEED	
  ENTRY	
  TO	
  SPECIFIC	
  EDUCATION	
  
INSTITUTION	
  PROGRAMS	
  (1015)	
  

AGENT	
  TRAINING	
  WORKSHOPS	
  ORGANISED	
  IN	
  THE	
  
DESTINATION	
  COUNTRY	
  (1030)	
  

FINANCIAL	
  SUPPORT	
  SCHEMES,	
  INCLUDING	
  SCHOLARSHIP/
BURSARY	
  SCHEMES	
  (1023)	
  

PROMPT	
  PAYMENT	
  OF	
  COMMISSIONS	
  (1029)	
  

AGENT	
  MANUAL	
  WITH	
  FEES	
  AND	
  INFORMATION	
  (1035)	
  

QUICK	
  RESPONSE	
  TIMES	
  TO	
  ENQUIRIES	
  AND	
  APPLICATIONS	
  
AND	
  REGULAR	
  COMMUNICATION	
  UPDATES	
  (1030)	
  

Base No: 1,117 
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CHART 

Marketing 
promotional 
material + 
campaigns 
How important is this 
criteria in terms of 
marketing for institutions? 

8%	
  

5%	
  

5%	
  

6%	
  

5%	
  

6%	
  

6%	
  

6%	
  

26%	
  

22%	
  

19%	
  

19%	
  

10%	
  

10%	
  

6%	
  

6%	
  

42%	
  

44%	
  

47%	
  

40%	
  

42%	
  

39%	
  

38%	
  

38%	
  

25%	
  

29%	
  

29%	
  

35%	
  

43%	
  

45%	
  

50%	
  

50%	
  

GIVEAWAYS	
  (PENS,	
  KEYRINGS,	
  MOUSE	
  PADS,	
  ETC)	
  (1008)	
  

EDITORIAL	
  OR	
  ADVERTORIAL	
  IN	
  LOCAL	
  NEWSPAPERS	
  OR	
  MAGAZINES	
  
(993)	
  

REGULAR	
  E-­‐NEWESLETTERS	
  OR	
  E-­‐ZINES	
  SENT	
  TO	
  STUDENTS	
  (1001)	
  

INSTITUTION	
  PROFILES	
  ON	
  COMMERCIAL	
  WEBSITES/WEBSITES	
  
AVAILABLE	
  IN	
  YOUR	
  NATIVE	
  LANGUAGES	
  (1020)	
  

SCHOOL/COLLEGE	
  PROFILES	
  IN	
  YOUR	
  OWN	
  AGENCY	
  BROCHURE	
  OR	
  
HANDBOOK	
  (1021)	
  

INDIVIDUAL	
  INSTITUTION	
  BROCHURES	
  IN	
  ENGLISH	
  AND	
  YOUR	
  OWN	
  
LANGUAGE	
  (1050)	
  

PARTICIPATION	
  IN	
  EDUCATION	
  EXHIBITIONS	
  IN	
  YOUR	
  COUNTRY	
  (1031)	
  

MARKETING	
  AND	
  VISITS	
  TO	
  LOCAL	
  SCHOOLS/COLLEGES	
  (1032)	
  

Base No: 1,117 
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Rethinking the  
recruitment funnel 
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1. YOU HAVE STUDENTS’ ATTENTION 
 

2. THEY’RE CHECKING YOU OUT 
 

3. THEY ASK FOR INFO 
 

4. THEY APPLY 
 

5. YOU OFFER  
ADMISSION 

 

6. THEY 
ENROL 

Ways to make prospect 
management more effective. 

INFOGRAPHIC 
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INFOGRAPHIC 

Ideal marketing + 
recruitment for  
institutions 

MARKETING 
PLAN 

INSTITUTIONAL 
COOPERATIONS 

ALUMNI 

ADVERTISING 

FAIRS + 
EXHIBITIONS 

INTERNET | WEB 
+ SOCIAL MEDIA 

EDUCATION 
AGENTS 

GOVERNMENT 
ORGANISATIONS 



icef.com     |    9 

BEST PRACTICES 

What matters most 

9 

Students are not numbers—
don’t make them feel that way. 

~Social	
  Media	
  ROI	
  

- Social Media ROI 

“ Social media  
is the new  
campfire / 

watercooler ” 
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The new marketing AQUIRE 
LEADS 

ENHANCE 
RETENTION 

RELATIONSHIP 
BASED 

WORD OF 
MOUTH 

BEST PRACTICES 

A complement to all forms of 
communication, not a replacement. 

FACE TO 
FACE 

ENGAGE 

SOCIAL 
MARKETING 

- Social Media ROI 

▶  Engage 

▶  Be authentic 

▶  Be unpredictable 

▶  Be brief 
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CASE STUDY 

Follow the leader 
EKU president leads the way 
 with Twitter engagement. 

https://storify.com/EKU/follow-the-leader 
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CASE STUDY 

https://storify.com/EKU/follow-the-leader 
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TRU’s LipDub project 

▶  Student-driven project, supported by TRU World 

▶  10 months of hard work launched Nov 21, 2015 

▶  Over 1400 views in under 16 hours, 31 shares from 
just this one post and was posted on many 
Facebook pages and social media channels. 

 
▶  https://youtu.be/buwLFhgsYcI or find the post on 

facebook.com/truworld 

CASE STUDY 

Sherri King, Thompson Rivers University 
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Tips for marketing 
to millennials 

▶  View sponsored content with a lot of skepticism 

▶  Do a lot of research before making a purchase decision 

▶  Know what they want and readily share opinion 

▶  Visual consumers 

▶  Attracted to interactive content 

▶  Multi-device consumers 

▶  Focused on ROI 

BEST PRACTICES 

business.com 
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Ambassador program 
▶  Peer-to-peer engagement/retention 
▶  Project-based: blogs, videos, testimonials,  

promote + create events, video projects (LipDub) 
▶  Training sessions and workshops 
▶  Team identity and branding 
▶  Twitter chats/Hangouts with ambassadors 
▶  Involved with collaborative marketing projects 
▶  Present at special events 
 
▶  ourTRU.ca launch December 15, 2015 

CASE STUDY 

Sherri King, Thompson Rivers University 
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BEST PRACTICES 

Strategy 
How do we know if our marketing strategy is working?  

▶  Set measurable goals. 

▶  Focus on a few channels. 

▶  Have a plan for leads follow up. 

▶  Measure what works and what doesn’t. 
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TEAM 

Collaboration 

Sarah Mines 
Saes Director - Canada 

ICEF, GmbH  
smines@icef.com  |  icef.com 

Caroline Levesque 
Business Development Manager 

ICEF, GmbH  
clevesque@icef.com  |  icef.com 


