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• ABC’s of Multilingual Advertising

• Google AdWords

• Facebook and Instagram

• Chinese BATS

• How to convert inquiries into direct bookings

Today’s Presentation

2



3



Some questions before getting started

• Should you run your campaigns in English or in the 
local language?

• Do you have the internal resources to follow up with 
inquiries that come-in from the local languages?

• What network should you use to reach your 
potential students: Google, Facebook, Baidu, etc.?

• To which page should you direct users to?
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Use Landing Pages with your Paid Advertising
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Facebook ad traffic is mobile
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92% of Facebook ad sessions and 93% of conversions are on 
mobile devices



Google AdWords traffic is mobile
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73% of Google AdWords sessions and 70% of conversions are 
on mobile devices.



Use Responsive Landing Pages for your 

campaigns

Desktop View

Mobile View
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Google AdWords Campaign Types
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Persona Development: 

Define Keywords



Keyword Research to prepare your AdWords 

Campaigns

• Use the Google Search Console

• Look at your competitors on page SEO

• Use the Google AdWords Keyword Planner
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Evaluate your Organic Search Queries

https://search.google.com/search-console/performance/search-analytics

https://search.google.com/search-console/performance/search-analytics


Keywords from the Google Search Console

Use this list of keywords to 
initiate your keyword research
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Look at the competition’s Titles
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Perform Keyword Research with the Keyword 

Planner

https://adwords.google.com/ko/KeywordPlanner/
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https://adwords.google.com/ko/KeywordPlanner/


Export your Keyword Research into Excel

https://adwords.google.com/ko/KeywordPlanner/
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https://adwords.google.com/ko/KeywordPlanner/


Prepare your Google AdWords Ad Groups
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Organize your keywords semantically to form tight ad groups



Prepare your Google AdWords Text Ads
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Organize your campaigns by program, country and 

language
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Organize your Adgroups by keywords for 

maximum results

Organize the ad groups by keyword. 

This process helps streamline the ad creation process and 

provides better results
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Facebook Ad Campaign Types
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Facebook Outcomes: Conversions vs. Engagement
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Persona Development: Identify your Target 

Audience(s)

Segment prospects by: program, level, source country, language, etc. & 
research their distinct characteristics:



Persona Development:

Define your Social Media Channels



Facebook Ads that drive inquiries
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Setup your campaigns by program, market and 

languages
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Selecting the campaign objective
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Select your conversion pixel
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Use your persona’s to define your Facebook 

Audience Details
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Define your placements
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Monitor the performance of your ads by placement
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Not all placements and devices perform equally
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Measure your FB Campaigns in GA



Separate your Facebook Initiatives with the 

Campaign URL Builder
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Campaign URL Builder

https://ga-dev-tools.appspot.com/campaign-url-builder/36

https://ga-dev-tools.appspot.com/campaign-url-builder/
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663 million

200 million

423 million

297 million

450 million

762 million

877 million

261 million

Baidu Search/百度搜索

Tieba/贴吧

Taobao/淘宝

Tmall/天猫

Alipay/支付宝

Wechat/微信

QQ

Weibo/微博

BBS / Apps 119 million

Data from company financial reports and other news

BATS (Baidu, Alibaba, Tencent, Sina) 

- 3.93 billion cumulative users



Baidu

• Baidu Keyword Research

• Baidu Tuiguang (PPC Campaigns)

• Baidu Tongji (Baidu Analytics)

• Baidu Zhanzhang (Webmaster Tools)
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Baidu Tuiguang (PPC Campaigns)
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Baidu PPC Campaign

41



Baidu PPC Ads

42



Baidu Tuiguang Account Setup (PPC Campaigns)

Four mandatory documents are required by Baidu:

• A copy of your business license, or the Certificate of 
Incorporation;

• The URL of your website and Internet Content 
Provider or ICP license;

• The government website that can be used to search 
and find the information of the registered company; 

• A copy of the bank statement of your company’s 
bank account.
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Baidu Tuiguang: Prepaid Fees

• Marketers must make a minimum down 
payment as RMB￥6,000 (around 
US$900:￥5,000 as prepayment and ￥1,000 
as service fee). Additionally, a 
mandatory￥600 RMB (around $90) yearly 
verification fee must be paid to Baidu 
company.
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Baidu Tuiguang: some limitations

• Geo Targeting: You can target by: country, regions, 
provinces, cities and districts under municipalities. 

• Postal code/zip code targeting is not available.

• Delivery Method: accelerated mode by default.

• Preview: Though Baidu provides a visual preview 
when you create text ads, they cannot be previewed 
in a browser when you click the headline.
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Requirements to open a WeChat Account

• Official company 
certificate/business license

• Chinese business entity needed 
for verified accounts

• Operator ID

• Operator mobile number

• WeChat ID linked to a bank 
account

• Company’s bank account
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Wechat Official Account Types 

• Subscription account: better for businesses that want 
to put out content on a more regular basis. One (1) 
publishing per day is allowed . This is the ideal 
account for schools.

• Service account: provides more powerful business 
service and user management capabilities for 
enterprises and organizations. One (1) publishing per 
month is allowed.
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Official Account Admin & Operator

• Admin & Operator refer to the personal WeChat IDs 
linked to the WeChat Account, including: 

– 1 Admin WeChat ID, 

– 5 permanent Operator IDs, 

– 20 temporary (valid in one month) Operator IDs.
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Setting Up WeChat  Tabs
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WeChat Publishing
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Baidu Tongji vs Google Analytics

• Seamless integration with Baidu PPC data; 

• Report customization is limited

• Conversion analysis is limited
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Baidu Tongji (Baidu Analytics)
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Baidu Tongji with Google Translate
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Google Analytics Myth

• Though it cannot integrate directly with Baidu 
Tuiguang (PPC) data, we can still track keyword 
activity from Baidu campaigns in Google Analytics.
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Baidu Traffic in Google Analytics
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.CN Domain Name

• Why: According to the new regulations which are 
effective as of June 1, 2017 in China, any foreign 
entity which has or is planning to have business in 
China must register its domain name in the country.

• Registration: The documentation required to register 
a .cn domain name depends on where the applicant 
is; however, the must-have information includes a 
Chinese citizenship ID and the applicant identity 
verification process. 
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ICP License

• ICP License stands for: Internet Content Provider 
License, a state-issued registration number that 
allows you to host your website on a mainland 
Chinese server.
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The ICP has to be 
visible on the website





Do you use a CRM to manage your potential 
student inquiries?

New leads are entered 
in the CRM in real time
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Stages in the admissions process

These are the common stages which typical 

leads and applications go through



Example of a follow up procedure with new leads



CRM – Leads by Admissions Stages

• Each lead gets “tagged” 
with the most recent 
stage

• In this example, 78 or 
2% have the “application 
form sent” stage 
indicating they applied



Converting an inquiry to a booking takes effort!

• Use your CRM to 
monitor the follow up 
activity

• We see a range of 12-20 
activities per lead for 
them to book!

• In this example, we have 
1010 follow up activities 
to book 78 students or 
13 activities on average.



Using CRM to Establish the ROI of your Digital 

Marketing



Conclusions

• Perform keyword research to plan your AdWords 
campaigns

• Know your personas to define your Facebook 
campaign audiences

• Paid advertising traffic is mobile

• Chinese Digital Marketing takes resources

• Be equipped to follow up with your inquiries in their 
native language

• Use CRM to measure and execute your follow up
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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

Have questions about this presentation?
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