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> Today’s Presentation

* Optimizing Google Analytics to measure your international
marketing efforts

* SEO best practices for international recruitment

* Creating & leveraging multi-language content

* Planning social media engagement

* Implementing geo-targeted Paid Search campaigns

* The mobile reality
* Inquiry follow up
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> WES Report

The survey makes three broad observations of the information-seeking behaviour of international
Millennials:

= Mobile devices play a significant role in the students’ “prospect-to-application journey,” with
56% of respondents indicating that they used a smartphone to search for and apply to a US

college or university.
= Admissions officers, faculty, current students, and alumni were found to collectively exert the

greatest influence on Millennial students’ decision-making processes. These groups together
comprise “a cohesive university network,” as described by WES.
= International Millennials are heavy consumers of online content, and relevant, high-quality

content is a key in driving engagement with this prospect group.

Based on these findings, the WES report encourages institutions to establish a comprehensive
digital and mobile strategy, engage admissions staff, faculty, and current and former students in
the recruitment effort, and invest in relevant, high-quality content.

http://wenr.wes.org/2014/10/bridging-the-digital-divide-segmenting-and-recruiting-international-millennial-students/
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> Define Your International Strategy

c W
c W
c W
c W

are best to reach that persona
 What are your goals

hat international markets do you want to target
nat languages do you need to support
nich personas are you targeting

hat marketing channels
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> |International Student Recruitment Channels

International
Agents

( Mewspaper Ads )
menal
. Print Collateral
Marketing
-Tours & Fairs
Email & Lead
Murturing
Microsites &
Landing Pages
Responsive
Multi-language Web Design
Content Creation

Search Engine

Optimization
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> Define your Goals with this Checklist

USER INFO GOALS SCHOOL GOALS MARKETING PRIORITIES v

PROSPECTIVE
STUDENT

i :
PARENT CAM

1. LEADS

2. APPLICATIONS

3, 5SPEAK TO ADVISOR

4, 50CIAL MEDIA ENGAGEMENT
5, TESTIMOMIALS

1. FARENT LEADS

£, 3PEAK TO ADVISOR

3. ATTEMD PARENT WEBINARS
4. TEACHERS & GRADS

2. TESTIMOMNIALS

B N .}
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ANALYTICS
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> Filter Only International Traffic

International

Demographics

Language contains -
Technology
. Affinity contains
Eehavior Category
(reach)
Date of First Session
In-Mark et contains -
Traffic Sources
Segment
Advanced Other contains
Conditions Category

Sequences Location Country | Territory - does not contain Canada
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> International Traffic By Country

g

W .

1 - 489
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> Track International Inquiries and Applications
in Analytics with Goals

o Goal description  Edit

Name: Apply Now
Goal type: Destination

e Goal details

Destination

Beging with - e swcw eduformsiAdmissions/Admissions_Apply_Online_Thanks.aspx [J Case sensitive

For example, use My Screen for an app and Ahankyou himl instead of waww.example. comihankyou htm! for a web page

Value OPTIONAL

on 350 FUSD

=ign a monetary value to the conversion. Learn more about (Goal Vialues. For a transaction, leave this blank and use Ecommerce tracking and reports

ARS

to see Revenue. Learn more about Ecommerce Transactions.

Funnel OPTIONAL

Use an app screen name string or a web page URL for each step. For example, use My Screen for an app and Ahankyou htm! instead

On
of www.sxample. comihankyou. himl for a web page.

Step MName Screen/Page Required?
Admission Form Page edufforms/Admissions/Admissions_A Ho

+ Add another Step
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> |nternational Inquiries by Country

Country / Territory

% New Pages | - Goal Goal
Sessions J Sessions AT SITTEE O Session R Conversion Completions
Duration Rate

8,485 87.84% 7,453 64.30% 2.25 00:01:50 1.54% 131
International % of Total: Site Avg: % of Total: Site Avg: Site Avg: Site Avg: Site Avg: % of Tetal:
33.15% 76.17% 38.23% 70.05% .19 00:01:38 1.82% 28.05% (467}

25,593 (15.32% (19,493 (-8.21% (2.77% (12.29% -15.39%
1. EE United States 2,974 (35.05%) 91.16% | 2,711 (36.37% T0.17% 2.03 00:01:08 1.24% 37 (28.24%)
2. EIE United Kingdom 807 (9.51%) 87.24% 704 (9.45% 62.83% 1.97 00:01:20 0.74% 6 (458%)
3. = India 766 (9.03%) 88.12% 675 (0.06% 58.62% 2.58 00:02:11 2.22% 17 (12.98%)
4 @8 Australia 360 (4.24%) 92 50% 333 (447% 72.78% 1.72 00:01:09 0.28% 1 (076%)
5 = MNetherlands 239 (2.82%) 90.38% 216 (2.90% 74.48% 2.03 00:01:32 2.09% 5 (3.82%)
6. 3 Philippines 193 (2.27%) 90.67% 175 (2.35% 75.13% 1.82 00:01:50 1.04% 2 (1.53%)
7. BE= South Africa 192 (2.26%) 89.58% 172 (231% 57.81% 1.92 00:01:36 1.04% 2 (153%)
8. 010 Nigeria 185 (2.18%) 60.54% 112 (1.50% 42.16% 3.95 00:07-05 5.95% 11 (8.40%)
9. (not set) 148 (1.74%) 84.46% 125 (1.68% 43.24% 3.22 00:03.04 541% 8 (6.11%)
10. @ Pakistan 141 (1.66%) 81.56% 116 (1.54% 53.19% 3.0 00:03:18 1.42% 2 (153%)
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> International Traffic by Channel

Default Channel Grouping

% New Pages | : Goal Goal
Sessions J Sessions L Alliem s Session R Conversion Completions
Duration Rate

11,139  82.00% 9,134 34.27% 5.42 00:03:00 3.73% 415

International % of Tota Site Avg: of Tota Sie Avg: | Ste Avg Ste Avg Ste Avg % of Total
(86,123) 5.45%] (66.968] (16.21%) | (28.48%) (5188%) (-9.23%) (3.535)

1. Organic Search 6,028 (54.12%) 79.20% | 4,774 (52.27% 25.83% 6.71 00:03:35 4.43% | 267 (54.34%
2. Direct 2,113 (18.97%) 85.90% | 1,815 (19.87% 32.32% 4. 58 00:02:43 2.51% B3 (12.77%
3. Paid Search 1,792 (16.00%) 89.62% | 1,606 (17.58% 65.64% 1.90 00:01:09 3.29% 59 (14.22%
4. Referral 694 (6.23%) 83.72% 581 (5.36% 23.49% 565 00-02:57 1.87% 13 (3.13%
5. Email 197 (1.77%) 57.87% 114 (1.25% 4 57% 8.38 00:05:11 6.60% 13 (3.13%
6. (Other) 179 (1.61%) a87.71% 167 (1.72% 94 41% 1.13 00:00:15 0.00% 0 (0.00%

7. Social 136 (1.22%) 63.97% 87 (0.95% 4.41% 779 00:06:26 7.35% 10 (2.41%
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SEO
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> Start with SEO

 |dentify international keywords
e Use the correct information architecture
* Translate and optimize

* Use International Targeting in

Google Webmaster tools
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> Which keywords should you use to attract
international students?

Describe your courses/programs
Use keywords that describe your the location (s)

Target one main keyword per webpage of your
website




Higher The Language Schools Guide to Digital Marketing for

E i . :
Nf'a‘iﬁgﬁﬁg International Recruitment

> KeyWO rd Re S e a rC h = Search for new keywords using a phrase, website or category

Enter one or more of the following:

Your product or service
* Enter keywords that R
describes your programs o e
e Select the location (s) you
. . . Your product category
are interested in targeting
¢ SeleCt the |anguage (S) you Targeting |7 Customize your search |7
are planning to target Keyword iters
Spanish
* Use search volume as an oo Keywordoptons
Show broadly related ideas
indicator of popularity Negave keyworc i eyuort iy scer

Date range |7
Keywords to include
Show avg. monthly searches
for: last 12 months

https://www.google.com/adwords/
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> Keyword Research

Targeting

Mexico
Spanish
Google

MNegative keywords

Date range (7
Show avg. monthly searches
for: last 12 months
Customize your search
Keyword filters
Keyword options
Show broadly related ideas

Hide keywords in my account
Hide keywords in my plan

Keywords to include

«£

The Language Schools Guide to Digital Marketing for

Keyword (by relevance)

curso de ingles

cursos de ingles

clases de ingles

aprender ingles

come aprender ingles

curso ingles

ingles

cursos de ingles online

clases de ingles online

cursos ingles

ingles basico

aprende ingles

aprender ingles online

estudiar ingles

Avg. monthly searches |7

14,800

22,200

22,200

18,100

14,800

2,400

49,500

380

390

480

14,800

2,900

320

1,000

Competition |7

High

High

High

High

High

Medium

Medium

High

High

High

Medium

High

High

High

International Recruitment

Suggested bid 7

CAB1.48
CA31.62
CAB1.48
CA51.32
CAB1.04
CAB$1.63
CAS$0.88
CAB2.49
CAS1.77
CAB1.56
CAS50 81
CA31.15
CAB2.38

CAB31.03

https://www.google.com/adwords/



https://www.google.com/adwords/

E';%'gg;ion The Language Schools Guide to Digital Marketing for

Marketing International Recruitment

> International Targeting - Language

Webmaster Tools

Site Dashboard International Targeting

Site Messages (14) Target your audience based on location and language settings. Leamn More

v Search Appearance @

+ Search Traffic Language Country

Search Queries © Your site has no hreflang tags.
Links to Y our Site
ntemal Links Google uses hreflang tags to match the user's language preference to the right variation of your pages.
Manual Actions
International Targeting
Mobile Usability
» Google Index ) ) )
<link rel="alternate” href="http://ca.example.com” hreflang="en-ca” /> English in Canada
<link rel="alternate” href="http://it.example.com/” hreflang="it-it” /> Italian in Italy

Security Issues <link rel="alternate” href="http://mx.example.com/” hreflang="es-mx” /> Spanish in Mexico

b Crawl

Other Resources

https://www.google.com/webmasters/
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> |International Targeting - Country

Webmaster Tools

Site Dashboard International Targeting

Site Messages (14)

» Search Appearance @ Language Country

« Search Traffic
Search Queries Your site's domain is currently associated with the target: Canada

Links to Your Site

nternal Links

Manual Actions

International Targeting Set in Webmaster Tools 1 profile and Country Target per Subdomain:
Mobile Usability
» Google Index http://ca.example.com/ Target Canada
b Crawl http://it.example.com/ Target Italy
Security Issues http://mx.example.com/ Target Mexico

Other Resources

https://www.google.com/webmasters/
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> Evaluate your Organic Search Queries

Query Impressions  Change Clicks « Change CTR Change Avg. position  Change
221 + 35% 26 + 24% 12% +-1.0 1.3
) + 24% 25 + 25% 32% +03 1.0
25 + 9% 22 + 5% 88% #-3.0 1.0
53 + 47% 11 + -8% 21% +-10 1.0
18 + -28% 10 56% + 20 1.0 +06
10 * -23% 10 *-23% 100% 1.0
13 + 333% 9 + 350% 69% + 3.0 32 +-0.2
38 + 124% 8 + 14% 21% + -20 57 +-05
27 + 4% 8 +-20% 30% + 6.0 23 +-1.0
21 +-25% 8 *-20% 38% +20 1.0 +02
36 + -42% 7 + -46% 19% +-2.0 20 +-02
35 * -22% 7 + -42% 20% *-7.0 1.0
12 + -20% 7 + -36% 58% +-10 1.0

https://www.google.com/webmasters/
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> Understand your keyword rankings by country

* Queries Pages Countries Devices Search Type Dates

No filter No filter Italy - No filter Web Last 28 days
Total clicks Avg. CTR Avg. position
15,323 17.69% 6.4

Queries Clicks ¥ CTR Position
1 2,835 58 36% 1.0 »
2 1,066 56.46% 15 »
3 769 74 59% 11 »
4 165 83.76% 11 o)
5 119 89.47% 1.0 poy
i 114 7917% 1.0 »
7 108 54.82% 1.0 5

https://www.google.com/webmasters/
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> Plan for search globally, target locally

naszaklasa

For country specific data:
http://ptgmedia.pearsoncmg.com/images/9780789747884/supplements/9780789747884 appC.pdf
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>Be Very Specific About Your Language School’s
Audience — develop personas

The International Degree-Seeker

BACKGROUND

» 18 to 26 year-old international student

* |z mast likely from Taiwan, Japan or Saudi Arabia

= 10-15% transfer from local competing language schools

* May already hold an undergraduate degree (20% are pursuing a kMaster's)

* May have transferred from a local competing language school (10-15%)

DBJECTIVES

= Sesking taimprove English communication skills in arder to prepare for university and pass TOEFLAELTS exam

+ Focused on impraving English pronundiation, grammar, reading, and compasition skills

* Looking for a reputable English language training program led by experienced, approachable instructors

« Prefers a central campus location with access 1o amenities, immersed in the local community

* She is looking for a program that facilitates participation in community activities, fun social events, exploration of
local surroundings

= Mast interasted in surmmer courses: Communication Skills is likaly har first choice, fallowad by Integrated Skills and
alunteer Community Service

* She is most likely interested in pursuing STEM programs - Biochemistry, Pre-Med, Engineering. Mathamatics, etc.

» Top universities of choice are San Frandisco State University, Calorada State, University of Oregon, and Marshall

CONCERNS

* Since she is likely funding her English language training herself, or relying on a scholarship, she is concerned about
affordability

Wants o ensure that program start dates will work with her schedule (multiple options with regard to start dates is
important to har)

“oncernad about finding a place o live while pursuing the program

encerned about verifying the experience and credentials of the language schoal instructars

= May prioritize schoals that affer level-specific courses she can use 1o target and customized her English language

learning

0y




E';%'gg;ion The Language Schools Guide to Digital Marketing for

Marketing International Recruitment

>Articulate Your School’s Social Media Goals

Attract more fans
to your existing
social communities

Social

Increase website . Increase your
referrals from M e d | a ranking in search
social media engine results

Goals

Generate more
quality
inquiries/student
leads
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>Align Your Content with Your Audience & Your Goals

* Contest and quizzes
e Student testimonials
* Audience targeted news

CultureWorks o Qnicampus, . . _
Pl et February 2 at 3:00pr =, Destination Canada @ DestinationCA - Jan 18
T g : o Be prepared for your university studies! Find out how other students such 4 ’ Discover why #ESL summercamp in Canada is a parent’s top choice
Big? Bigger? Biggest? #TestTuesday #Gramma #Trivia & : oy
as Adrianna benefited from ONCAMPUS for their teen. hubs.ly/H01ScFmO

| http://www.oncampus.global/meet-our-students.htm

Carleten Univer

b) bigger . \\
S ey g ., Destination Canada @ DesiinalionCA - Jan 26

{ * What traits should you look for when searchmg for a top ESL
“Studying at FoundationCampus 7 instructor? Here are four top ones to watch forl... fo.me/4sBx30Jg9

has made me a more rounded and mature

individual. | am able to articulate my essays

@Cuhurc\\"?nkﬂ and reports better and | feel much more
e M e confident.”" - Adrianna

< Share
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> Develop Multi-language Content
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I'm very happy about having
chosen Hansa for my English
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> Use the correct architecture when Developing
Multilanguage Content

C M [ itdestination-canada.ca e E‘B K
o m

I
Home Chisiamo  Contattad >

sV, DESTINATION CANADA

LANGUAGE CAMP

e o OTTAWA, ONTARIO

fkﬁ'g INTERNATIONAL Chi Siamo » Inglese Programma »  Attivita » Informazioni » == [ 1 ltaliano

|
N Francais

¥ English

T EER

= Pycckuii

=== Fspaiiol

E3 550

* Portugués

*_ Vietnamese

LEZIONI DI INGLESE k&
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> Develop Content for Target Countries

CulturalVistas l Programs Partner with Us Blog News & Impact Events About Us Donate Contact

Korea WEST

Related Cont
The Korea WEST exchange program provides top South Korean university students and young professionals "

the opportunity to Work, complete an intensive English Study program, and explore the life and culture of the Rack to Progame
United States through immersion and independent Travel

As part of Cultural Vistas' sponsorship, WEST scholars come to the United States for up to 18 months for a Program Details
personalized exchange experience, which includes English language training and acculturation, placement in T

sh stugy 3
professional internships, and the opportunity to travel and sightsee before returning home e

Frequently Asked Questions

Senvices and Fees

Host Information

. ©' CONNECTWITHUS + [
MAKE YOUR DONATION
NEWSLETTER SIGN UP

e cultural... + Follow

Program Phases
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> Use Video Testimonials to Engage Prospects

Since 1974

AT eI

| I (1] II\VI (1]

School of Languages
INDIVIDUAL APPROACH

Proudly Canadian Since 1974 LEARN ENGLISH

2 VIEW PRESENTATION

nial - Serap from Turkey

VIDEOS & PHOTOS
TESTIMONIALS
PATHWAYS

PRO MOTION S
HOMESTAV
ACTIVITIES

ek ABOUT OMNICOM NEWS & EVENTS HELP CONTACTS
ONLINE TEST

+TORONTO +CALGARY

PROGRAMS & COURSES

FEES AT OMNICOM
REGISTRATION VIDEO TESTIMONIALS BY INTERNATIONAL STUDENTS AT OMNICOM

mﬂ ol ™

DIRECT LINKS

!

Omnicom School of Languages
Yuta from Japan Anna from Russia Serap from Turkey

Important Info
WHAT OUK STURENTS SAY ABOUT THEIR LIFE HERE

Our Promotions
..Iwas very fortunate to study at Omnicom School of Languages in Canada, where I didnt only get

TOEFL/IELTS/GMAT experience in the Canadian work environment but also saw tons of interesting things outside of the
school. Il never forget my studies here. Thanks a lot, Omnicom!

Special Courses Yufia from Russia, Work & Study Program in Toronto

Become an ESL Teacher ...My first impression was that I was scared on the first day but after the test to know my English level, I

got to know friends and enjoy trips. I am always comfortable during the classes and 1always try to
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> Why paid Search?

((:""7\..
>

Fast, i
MeagiirablE i oA SaALEh
Results )

You Have Control of ‘0’ You Only Pay

Budget & Scheduling for Clicks

Targetting is tightly focused
by location, language and
keyword
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> Set your Country Targeting in Google AdWords

Search | Radius targeting | Location groups | Bulk locations

et
< > ".‘:1 Enter a location to target or exclude Search
v A -
- For example, a country, city, regicn, or postal code. Or, click the button above to show available
lec ations within the map area.
[+]
il Targeted locations Reach Remove all
Albania - country 1,200,000 Remove | Mearby
Azerbaijan - country 3,100,000 Remove | Nearby
i Bulgaria - country 6,060,000 Remove | Nearby
% Atiantic Belarus - country 5,560,000 Remove | Mearby
& - Colombia - country 28,300,000 Remove | Mearby
AL SOUTH N Georgia - country 2,250,000 Remove | Mearby
T AMERICA ) ) :
- ST AUSTRAL A : Kazakhstan - country 6,750,000 Remove | Mearby
| Mexico - country 65,300,000 Remove | Mearby
z Morocco - country 8,630,000 Remove | Mearby
Orman - country 1,860,000 Remove | Mearby
Russia - country 57,700,000 Remove | Mearby
Serbia - country 6,120,000 Remove | Mearby
United Arab Emirates - country 10,300,000 Remove | Mearby
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> Set your Languages in Google AdWords

Choose the language of the sites that you'd like your ads to appear on. Be sure to write your ads in the language that you target, since AdWords doesn't translate ads or

keywords.

+" All languages
Arabic Greek Portuguese
Bulgarian Hebrew Romanian
Catalan Hindi Russian
Chinese (simplified) Hungarian Serbian
Chinese (traditional) lcelandic Slovak
Croatian Indonesian Slovenian
Czech Italian Spanish
Danish Japanese Swedish
Dutch Korean Thai
English Latvian Turkish
Estonian Lithuanian Ukrainian
Filipino Malay Urdu
Finnish Morwvegian Vietnamese
French Persian

German Palish
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> Use proper responsive landing pages for your
Google AdWords campalgns @Culture\)(/ml

r(:ngs Jnr.vrsrycoch 30 Westem Univorsity Unnerséy o Kiny g 's Uni lvevs‘yCoHeg
G(,ulrlm\\mk\ Crtan nstito 3 xshm Colego . wversdy Short Torm Summe

y C o Western Une versly
gy Durham College Cz

Are you ready to jump the final hurdle before
entering a Canadian university?

CultureWorks is here to help!

Make It, a fast-track English program developed
by CultureWorks, will have you eaming Carleton
University credits in six weeks.

Are you ready to pump the final hurde before enfosng & Canadian uwersty? Remember, if you want to Make It to an excellent

e e i Canadian university education, CultureWorks can

# by CultrnWorks, will have you edrring Careton Ursverssy crodts 0 sa e
help!

GET STARTED NOW!

Rwa, Ortaro - e caplal oty of Canada - or sor glomous weeks (A 15 August 26) on he Learn more about program detasts & more!
200 wil e provded 1 on Camgus resdences

First Name*

Last Name*

REQUEST FREE INFO Email*
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> Consider Multilanguage Google AdWords campaigns

Keyword Clicks 7| + Impr. |7 CTR|? Avg. Cost 7 Converted Cost/ Click R
CPC clicks | 7 converted conversion @ I 3 Fh l'.h P
= click [7 rate [7 M/ Intensive Lnglis rogram
cursos de 72 1,948 3.70% 50.32 52280 3 37.60 4 17%

inglés

CUrsos en 44 926 475%  §0.21 §9.03 4 §2.26 0.09% b‘
inglés

PROGRAMA DE INGLES INTENSIVO (PII)
MEJORE SUS OPORTUNIDADES ACADEMICAS

Ar3s Gragarties pirs exdsdartes Gesde rovel prre gurte e y avaread Los s

Cursos inglés 36 965 373% 5023 5811 4 52.03 11.11% A ety 9 SOLICITE INFORMACION
USA :LM mmwndou-m\ ::::mm
V Propacaciie para ol exsman ¥ Exprosiicnes idiomiticas ¥ Eacriners
& ot 1 i sl om oSN
S Sharian

Curso de Ingles en EE.UL.

Asista a la Universidad de Georgia.
Domine el idioma. jRegistrese yal
iep.uga.edufcurso-ingles-intensivo

ENGLISH
s =

3 N0 B8 Cnes 3Bl D CUNERMNGS Para Chbener s Il

Quieres saber mis? Completa el formulario de arriba!
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> Use Adwords Day Parts

o Compilins | 5. Sobcla Visits % New New Visits. Bounce Rate Pages | Avg. Visit CO"?{:?ISIDH Comilo:\ons T
Visits Visit Duration Rate
@ Goal Completions [ |
16,529 62.70% 10,364 51.79% 00:02:58 3.07% 508 | $177,800.00
: : - o : 142004 355 :
00 3713 62 73% 234 46.11% 438 000350 3.22% 12 54,200.00
01 244 55 74% 136 59.84% 311 00:01:34 1.23% 3 51,050.00
02 125 50 40% 63 5120% 415 00:03-02 4.00% 5 51,750.00
03 86 68.60% 59 50.00% 385 00:02:43 4.66% 4 51,400.00
04 81 55.66% 45 50.62% 325 00:02:59 3.70% 3 51,050.00
05 79 70.89% 56 55.70% 4.08 00:02:42 0.00% 0 50.00
° B t b t tt : 06 173 67 63% 117 4971% 359 000222 231% 4 51.400.00
e S m a r a O u Se I n g o7 338 6391% 216 52 66% 333 000309 3.85% 13 54,550 00
08 651 64 67% 421 50 54% 368 00-03-06 276% 18 56,300.00
L]
O u r a CCO u nt 'S t I m e ZO n e 09 992 64.31% 538 52.92% 360 00:02:45 4.03% 40 514,000.00
y ° 10 1,130 61.95% 700 53.54% 345 00:02:36 2.92% 33 511,550.00
1 1,157 62.75% 726 52.20% 353 00:03:08 2.59% 30 510,500.00
PY T t d h 12 1.129 62 80% 709 52.70% 360 00-0312 3.28% 37 512,950 00
a rge yo u r a S W e n 13 1173 65 05% 763 51.32% 345 000258 281% 33 511,650 00
14 1.164 64 26% 748 52 76% 368 00-02:55 3.18% 37 512,950 00
t h e a re t h e m O St 15 1,114 60.86% 678 5242% 358 00:02:58 3.05% 34 §11,900.00
y 16 901 62.15% 560 48.95% 389 00:02:52 3.88% 35 512,250.00
. 17 822 64.96% 534 52.55% 364 00:02:47 4.14% 34 511,900.00
effe Ct I Ve 18 839 63.17% 530 48.27% 391 00:03-21 3.22% 27 59 45000
* 19 874 64 87% 567 5355% 369 000309 275% 24 58.400.00
20 897 62.21% 568 5151% 384 00:02:49 245% 22 57,700.00
21 840 60.48% 508 52.62% 4.07 00:03:02 2.98% 25 58,750.00
22 78 61.44% 478 51.41% 372 00:03:01 347% 27 59,450.00
23 569 56.24% 320 49.03% 408 00:02:53 141% 8 52,800.00
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> Google AdWords mobile conversions

Campaign Clicks Impr. CTR Avi. Cost + Avi. Converted Cost/ Click

CPC Pos. clicks converted CONVersion

click rate
Total - all campaigns 2,885 932,800 0.31% CA%2.75 CAST,940.37 1.8 188 CAS%42.19 6.53%
Computers 1,812 720,588 0.25% CA$2.87 CAS5,204.24 1.8 126 CAS41.30 6.95%
:;"':'b"e devices with full 607 06196  0.63% CA$2.20 CA$1,380.02 1.8 1 CAS$44.55 5.14%
rowsers

Tablets with full browsers 466 116,016 0.40% CA%2.89 CAS1,347.11 1.9 31 CA%43.46 6.65%

Be sure to segment your AdWords activity by
device or you may have some surprises!

Adjust the mobile and tablets bids based on
performance and goals

Slide 39
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What Is Mobilegeddon & The Google Mobile Friendly
Update

On April 21, 2015, Google will release a significant new mobile-friendly ranking algorithm that's
designed to give a boost to mobile-friendly pages in Google’'s mobile search results.

Find out if your website is mobile friendly here:
www.google.com/webmasters/tools/mobile-friendly/

http://searchengineland.com/library/google/google-mobile-friendly-update



http://searchengineland.com/library/google/google-mobile-friendly-update
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Find out if your website is mobile friendly here:
www.google.com/webmasters/tools/mobile-friendly/

Mobile-Friendly Test e«

http:/www languagescanada.ca/ m

Awesome! This page is mobile-friendly.

How Googlebot sees this page Learn more about mobile-friendly pages Do you use Google Search Console?
If you're interested in learning more about mobile sites. See how many of your pages are mobile-friendly by
check out our Webmaster's Mobile Guide or the signing into your Search Console account.

Principles of Site Design on Web Fundamentals.

Give feedback

Encountered an issue with the test? Comments or
questions about the results? Post to our discussion

group.
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> Why mobile?
Device Category % New e _ F_ree Info Free Info Kit
ossions & Seesons  NewUsers  BounceRate  Slfe,  AveSession  Kit(Coalt (Coalt
Rate)

8 545 87. 85% ? 50? 64. 35%

International : LrT_h_u_. ite Ave l:le:l
43.26% I“'?'__:': 'I:':: :
1. desktop 5,197 (60.82%) 90.30% | 4,693 (52.51% 67.04%
2. mobkile 2,683 (31.40%) 84 20% | 2,259 (30.09%) 58.14%
3. tablet 665 (7.78%) B3 46% BBE  (7.39% 6B 42%

* 31% mobile traffic
* 25% of website goals

2 24 00: U‘l 49 1.56%

_ ;_._|£ 01:38 1.83%
2.15% |:. 5% -15.10%
213 00:01:49 1.67%
252 00:01:51 1.27%
1.94 00:01:37 1.80%

133

“ of Total:
28.24% (471

87 (65.41%
34 (25.56%:)

12 (9.02%
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> What’s your Mobile traffic like by country

Device Category Country | Territory Free Info Kit Free Info Kit

% New Pages | -
- N u B Rat 2 Avg. Se (Goal 1 (Goal 1
Sessions J  Sessions e ses uneERaE  session D:Emio:smn Con:e?sion Comp?:tionsl
Rate)

2,683 84.20% 2,259 58.14% 2.52 00:01:51 34
International % of Total: W % of Total: Site Avg: : Site Avg: of Total:
10.44% : 11.54% 6 b 00:01:38 T.22% (471

(25,692 (19,570 (-16.87% (14.86% (13.44%
1. maobile & |United States 1,052 (39.21%) 88.50% | 931 (41.21% 66.63% 217 00:01:09 0.29% 3 (882%
2. maobile 28 United Kingdom 330 (12.30%) 80.91% | 267 (11.82% 55.15% 213 00:01:16 0.61% 2 (5.88%
3. maobile == India 214 (7.98%) 85.51% | 183 (3.10% 51.40% 3.00 00:02:07 1.40% 3 (8.82%
4. maobile Australia 129 (4.81%) 91.47% | 118 (5.22% 64.34% 2.04 00:01:147 0.00% 0 (0.00%
5. maobile (not set) 120 (4.47%) 80.83% 97 (4.20% 38.33% 357 00:03:31 7.50% 9 (26.47%
6. maobile = Metherlands 114 (4.25%) 80.70% @ 92 (4.07% 50.00% 3.06 00:03:11 4.39% 5 1471%
7. maobile — Spain 101 (3.76%) 91.09% @ 92 (4.07% 57.43% 255 00:02:02 2.97% 3 (8.82%
8. maobile [ 0 Nigeria 68 (2.53%) 41.18% | 28 (1.24% 29.41% 4.62 00:08:34 5.88% 4 (11.76%
9. maobile = South Africa 57 (212%) 82.46% | 47 (2.08% 56.14% 1.95 00:01:37 3.51% 2 (5.88%

10, mobile 0 lreland 45 (1.68%) 77.78% | 35 (1.55% 46.67% 2.49 00:01:25 0.00% 0 (0.00%
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INQUIRY FOLLOW-UP
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> Make use of calls to actions on your website

@ ST Star English Language School North America

INTERNATIONAL )
LANGUAGE 5 Year Winner — ST LIFETIME SUPER STAR AWARD

ACADEMY cr CANADA

English Blog News Blog Agent Site  Student Portal  Login EIEEIED o Transiate Page

About Programs Accommodations Social Events Price List Start Dates Jobs Contact -

L v v

Contact Us Ask a Question
First Name*

Have any questions about our English programs or need more general

information about ILAC? Simply fill out and submit our contact form and we'll LastName*

get back to you as soon as possible. Nationality*

If you know the name of the person you would like to reach, you can contact Email*
them directly from our staff page.

Phaone
General Contact Information Whatis your age?* select- v
Skype to” free nurnber Are you in contact with an agent?* select- v

1877 452 2452 Message®
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> Make Multilanguage Advisors

Vancouver
English
Centre

About ~ Programs ~ Admissions *

Message Us Today:

Know who you're looking for?

Message a member of the Admin Team:

isor Centre ™ Accommodation ~

Or Give us a Call.

© 1.604.687.1600

Japanese: Ext.206 or Ext.207

© 1,604 484

0 1604887

Thai: Ext.214
s}

Arabic: Ext.202
s}

Portuguese: Ext.210 or Ext.213

5] or®

Spanish: Ext.212

Transiate

Student Life Resources ~ Sodal Contact

We guarantee a response to all inquiries.

250 Smithe St *
View iarger map

p ?zso ‘Smithe St

Gocgle %
Googe  Temaofine

Hours of Operation:

Monday: 8:00 AM - 8:00 PM
Tuesday: 8:00 AM - 8:00 PM
Wednesday: 8:00 AM - 8:00 PM
Thursday: 8:00 AM - 8:00 PM
Friday: 8:00 AM - 6:00 PM
Saturday: 9:00 AM - 430 PM

. 9:00 AM - 4:30 PM
Sunday:

Available
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> Use Online Chat to Talk with Prospects

Boston School of Modern Languages
English Instruction Since 1925

Welcome o the'l:
“Boston School of ModernfLanguages

F

D
o Sinca a8 §
{ Sine 1928

Choose your language
English
Espafiol

Welcome to BSML

Welcome to the Boston School of Modern Languages! BSML is a fully accredited intensive English
language school vith 90 years of experience teaching English as a second language. Since 1925, we

Path to Success

BSML Videos have educated thousands of students from all over the vorld. We are the school of choice for
professionals looking to become more effective in the global business community, and ve also provide
Location a pathvay for students who are seeking an American-style education.

Students Resources

English Programs Int English Program in Boston
Accommodation

Admissions Boston School of Modern Languages
Request Information

Application Form

Credit Card Payment
Prices

Translation Services

BSML offers a vide range of courses, each vith a unique methodology. Learning at BSML is
faster, easier and more enjoyable.

BSML’s methodology focuses on the fundamental skills needed for proficiency in English. The
curriculum consists of 12 levels, from Beginner to Advanced.

BSML has the highest quality teachers. Each is university- educated and specializes in teaching
English as a second language.

BSML offers options to suit every need and budget, including American-style host families,
shared and private student apartments.

BSML offers the ideal combination of an urban Boston experience and a campus ded by
typical American homes and apartments that provide convenient housing options vith immersion
in the American lifestyle.

Activities are desianed to suit the needs of everv aae aroun. whether thev be business e are online EEEIENE chat with us
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> Offer Skype Sessions

1535 McDonald Avenue,
Bell Language School

SCHOOL

ky X Francais Italiano B#*:E

CONTACT INFORMATION

|
Contact Information Hello!

Skype buttons require that you
address: Bell Language Schoo

Skype is a little piece of
have the latest version of Skype software that lets you make
View Larger Map installed. Don't worry, you only  free calls over the internet.
telephone: & (718) 998-6060, € need to do this once. Learn more about Skype
fax: (718) 998-0602
e-mail: info@bellschool.org
internet: http://vvave.bellscho Skype is free, easy and quick to download and install.
It works with Windows, Mac OS X, Linux and your mobile device.
#1 info@bellschool.org
“D info@bellschool.org
S bellschoolny

QD

5

i 5
View larger map ) g
> =
Vi, > =,
2, o ue L
% & > Aven n ré
‘f&, Washington Cemetery. 4. i =3 3,
6& @ 2
3 Friends Field
9,
%
R4

uead0
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> Do you have a CRM system to manage your potential
student inquiries?

] &
Q ¥ a = o 4 n
Name Email Location Points Last active |2 ID
I Libya Today, 12:53 pm 1002
mm Colombia Today, 10:53 am 1028
Turkey Today, 10:53 am 991

Today, 6:46 am

Make sure your website forms

which are generating inquiries @ el Today, 3:52 am 814
are being entered directly in a
. Bl Moldova Today, 12:02 am 857
CRM for effective follow up and
COF’IVEI’SIO[‘I B saudi Yesterday, 12:24

Arabia pm

Yesterday, 8:16
am

E& Erazil

Bl China 2 days ago 766
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> Priorities and Recommendations for your
International Inquiry Generation Campaigns

* |dentify Benchmarks, set new Goals
* |nvestin SEO
 Develop content aimed at international students

* Use international PPC lead gen campaigns
 Get mobile NOW!
* Follow up with your leads!
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> Have questions about International
Recruitment?

* I’'m easy to reach at:

Philippe Taza

Tel: 514-312-3968 ext:104
ptaza@higher-education-marketing.com
www.higher-education-marketing.com
https://twitter.com/PhilippeTaza



mailto:ptaza@higher-education-marketing.com
http://www.higher-education-marketing.com/
https://twitter.com/PhilippeTaza

