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Executive Summary

Setting the Stage 2023 Summer/Fall Campaign
» Campaignwillbeginin mid-March with heavy brand

awareness, continue with targeted digital tactics
through mid summer, and conclude witha
combination of brand awareness supported by digital

* Budgetisflat YoY
» Advertising period has extended
« Dallas advertising costs continue to increase

» Our advertising strategy centers on getting students to our
front door — Dallas College.

» As welookto getinto a student’s consideration set, we use a
funnel to move them toward the action we want them take -
enrolling and registering

Key Takeaways

2022 Summer/Fall Campaign «  Spending on Spanish language will remain
*  We saw high amounts of engagement, page actions, steady

and conversions (clicks on Application, Credit
Schedule, CE Registration and CE Schedule;
subscriptions to email campaigns) within most

Gaps

» Assessing analytics and KPls related to media. Will
be coming back with new reporting and ways of

campaigns. : !
- Application — 992 (up 523% YOY) measuring effectiveness.
»  CERegistration - 50 (up 2,400% YOY) * We can't follow students once they apply.
° Credit schedule — 1 ,739 (Up 1,022%YOY) ° Can't track App|y Texas website
* CEschedule - 463 (not tracked previously) *  MoreexplorationwithIT is needed for student
» Spanishand English video completions exceeded app

industry benchmark of 70%

» Paid social pilot met expectations and performed at
upper levels of industry benchmarks.

e Curated creative allows students to visualize
themselves at Dallas College
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FY 2021/22 Key Findings - Web

- Display ads brings more traffic to the site, but search engine marketing DISPLAY AD

continues to have the highest conversion rate. — _
Educacién que funciona

- Display (branding) para .

 Fall 2022 Reg Period: 62,963 unique visitors; 15 applications (.02%
conversion)

« FY 2021: 78,868 unique visitors; 27 applications (.03% conversion)

{
o Saunos
P2 DALLAS
¥ COLLEGE

« Search marketing (targeted)

 Fall 2022 Reg Period: 44,477 unique visitors; 1,929 applications (2.71%
conversion)
« FY 2021: 95,476 unique visitors; 3,731 applications (2.26% conversion)
SEARCH MARKETING
« Our average cost per click for search is $2.18 - industry benchmark T

IS $3.94 Logistics and Supply Chain Management - Dallas College

The Logistics and Supply Chain Management program will prepare you for a career in a high-
growth industry. Our faculty draw on their knowledge and experience to ..

https://www.dallascollege.edu » pages » degrees-cert

Degrees and Certificates — Logistics and Supply Chain ...

View the degree and certificate options available through the Logistics, ..
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FY 2021/22 Key Findings - Advertising

ZIP code targeting proved to be effective, especially in South Dallas
« 75211 moved off Data Depot’s declining ZIPs list

Mid-campaignreallocations are key

Spanish and English creative perform well

» High video completion rates
« Spanish75%
« English74%
« Both exceedindustrybenchmark of 70%
« Spanish mobile display outperformed the industry click through benchmark of 0.09%
» Declining ZIPs — 0.14% and South Dallas — 0.12%

Piloted paid social campaign met expectations with the number of link clicks and
overall engagement

» 7.5Mtotal reach
« 76K total clicks/swipeups
* 1.09% average CTRamong platforms
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FY 2021-22 Creative Execution

» Featured actual students in billboard and DART creative

* Diversity across all mediums
 One voice for our brand — creative execution fits media channel
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2023 Summer/Fall
Strategy/Targets/Budget

. Percent of
. Grow brand awareness Tactic Media Mix

«  Connect and convince potential students to consider Dallas College
. . o
«  Convert potential students to enrolled students Broadcast TV (Englishand Spanish) 30%
*  Retain current students Display 15%
Targets i o
«  Demo: 18-34 (advertising target will also reach up to 65) Socia 11%
«  Geography: Dallas metro area, Declining ZIPs (per Data Depot) and Opportunity Geos Search 11%
(South Dallas, Irving, I-75 corridor)
«  Competitive conquesting: those who have seen ads from our competitors Broadcast radio (English and Spanish) 10%
*  Lookalike audiences: those who have similar characteristics to our current students
(o)
*  Spanish and English language speakers Connected TV 9%
Budget (flat) Pre-roll 4%
» Decreasing our spend in DART/billboards/broadcast TV
. o . DART 4%
 Increasing our spend in digital (cost effectiveness)
» Advertising period has extended Billboards 4%
» Dallas advertising costs continue to increase
Streaming audio 2%

« Spending on Spanish language will remain steady (32% in 2022; 27% in 2021)
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Getting into a Student's

Educational Consideration Set

(Are people looking for Dallas College?)

Business Goal

Grow Brand
Awareness

Become
Top-of-Mind

Enroliment

Retain

7

Media Objective

Make Dallas area students (or
parents of students) aware of the
benefits of a Dallas College
education

Convince & Connect with Consider
potential students to trigger
enrollment interest

Convert potential students to
enrolled students

Retain students and encourage
re-enroliment for additional
semesters or continued
education

Channels

Connected TV
Pre-Roll

OOH

Paid Social

Paid Social
Paid Search
Native Display

Programmatic Display
Paid Search
Paid Social

Paid Social
YouTube
Programmatic Display

KPIs

CPM
Reach
Frequency

Cost per Web Visit Site
Engagement

Landing Page Views
Clicks

Cost Per Click
Clicks
Landing Page Views

Cost Per Click
Clicks
Landing Page Views

C)



2023 Summer/Fall Plan - Timing n
—mm-m

DART BUS WRAPS
Top of funnel 4%
Goal is awareness

BROADCAST TV/RADIO
STREAMING VIDEO & AUDIO
Top of funnel
Goal is awareness

BILLBOARDS
Top of funnel v v 4%
Goal is awareness

v v v v 95%

PAID SOCIAL

Top/Middle of funnel v v v v v v 11%
Goals is awareness/website visits

DISPLAY/GEOFENCING
Middle/Bottom of funnel v v v v v N4 15%
Goal is conversions

SEARCH/REMARKETING
Middle/Bottom of funnel v v v v v v 11%
Goal is conversions
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2023 Summer/Fall Plan - Creative

BROADCAST & CONNECTED TV

PAID SOCIAL DIGITAL DISPLAY
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2023 Summer/Fall Plan - Next Steps

« Second 8 weeks/Maymester campaigns

* Align with messaging for texts, landing pages, current student
campaign (posters, emails, flyers)

* Finalize new video ads and show to Dr. Joseph
* Finalize media buys
 Analytics assessment to determine media KPIs moving forward
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2023 Summer/Fall Visual Plan od

PN DALLAS 2023 Summer/Fall Visual Plan
' COLLEGE

AUGUST

14 21 28
ADVERTISING TACTICS (color coded by tactic category)

BROADCAST -- TV (ABC, CBS, CW, FOX, NBC, Telemundo, Univision)

OOH - DART (bus wraps, rail wraps, station posters, in-vehicle video screens)

OOH - Billboards (digital and community posters)

AUDIO -- Streaming (Pandora, Spotify, iHeart, etc.) e 6 o o o o O o
DIGITAL -- Mobile and Native Display ads e O 6 & o & o o o o © o o o o °©o o o °o o o o
DIGITAL - Programmatic video ads (:15 spots on various websites -- ESPN, NBC5, WFAA, Dallas Observer, etc) e o e o ® e | 0 o ® e o
VIDEO -- Streaming (Hulu, Sling, E, ESPN, Bravo, HGTV, BET, etc.) e 6 o o o o e o o
VIDEO -- Digital (YouTube) ® © & & o o ¢ °o o o °o ° °o °o o °o ©° o °o o o o

SPORTS MARKETING -- Texas Rangers games (Dallas College Day and Mexican Heritage Day dates are TBD)
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Backup Documents
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2022 Summer/Fall Campaign Goals D

@
+Audiences
GOAL: Increase brand awareness Target Audiences
- BroadcastTV/radio « Opportunity geographics
 DART « Applied but not registered
 Billboards « Prospective students 23 and younger
« Search » Adult students 24 and up

 Paid social

GOAL: Enroll and retain students

« Search
« Digital ads
« Paid social
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2022 Summer/Fall Visual Plan D

™ DALLAS 2022 Summer/Fall Visual Plan
v COLLEGE APRIL MAY JUNE JULY AUGUST

4 11 18 25| 2 g9 16 23 30 13 20 11 18 8 15 22 29

ADVERTISING TACTICS (color coded by tactic category)

BROADCAST -- TV (ABC, CBS, CW, FOX, NBC, Telemundo, Univision)

OOH - DART (bus wraps, rail wraps, station posters, in-vehicle video screens)

OOH - Billboards (digital and community posters)

AUDIO -- Streaming (Pandora, Spotify, iHeart, etc.) e 6 & o o o o
DIGITAL -- Mobile and Native Display ads

DIGITAL - Programmatic video ads (:15 spots on various websites -- ESPN, NBCs5, WFAA, Dallas Observer, etc) ® & o o ¢ o o

VIDEO -- Streaming (Hulu, Sling, E, ESPN, Bravo, HGTV, BET, etc.)

VIDEO -- Digital (YouTube) ® ¢ o o o ¢ o

SPORTS MARKETING -- Texas Rangers games (Dallas College Day and Mexican Heritage Day)




Summer/Fall 2022 Budget
Breakdown by Tactic

Display Digital ads
4% 5%
DART...

Programmatlc /‘

OOH Search Print Audio Radio
2% 8% 0% 3% 11%

C)

CTv
12%

Programmatic

video
2%

Broadcast TV
33%

Influencer
2%

Billboard./

Paid Social
2%

Source: Budget workbook and vendor reports
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Summer/Fall 2022 Budget
Breakdown by Funnel Position

Display igital ads
4% 5%

CTv
12%

Broadcast TV

Programmatic
33%

video
2%

Influencer \
2% '
Billboards
9%
DART

7%

Paid Social
2% Top of Funnel
- ‘Middle of Funnel

OOH : :
., Search Print-/ - Audio 11% Bottom of Funnel

2% gy 0% 3%

Programmatic
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FY 2021/22 English and Spanish =»
Spend

In 2022, we spent 5% MORE on advertising Summer/Fall 2022

targeted Spanish speakers than 2021:

 DFW broadcast TV
 Connected TV
 DFW radio and streaming audio

Print

Spanish spend
32%

Summer/Fall 2021

Spanish spend
27%

Englishspend
68%

Englishspend
73%

Source: Vendor reports
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FY 2021/22 Impressions
Breakdown by Tactic

DART Digital:
12% « Brand display ads

o « Go Black Business
Digital «  Fall Funnel (TSI, Meningitis, Other)
26% . i
Programmatic OOH . E?)rl?lg in a Career

7% «  Fall Registration Ready

» Bachelor's degree program

Search TV/Video:
8% «  Streaming (Hulu, Sling, ESPN, etc.)

) *  Programmatic video

« Digital (YouTube)
Print
2% Social:
. « Paid ads (Facebook, Instagram, TikTok, Snapchat)

Audio

6% Print:
« Informate
« Go Black Business

TV/Video « Dallas Examiner

Social 0 . .
13% 26% Audio: Mindstream

«  Streaming (Pandora, Spotify, iHeart)

Source: Vendor campaign reports
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FY 2021/22 DART — Bus

Tactics

Exterior Banners
Full Wraps

Interior Monitors

nnnnnnnnn

7 DALLAS
¥ COLLEGE

$79/%%" — Books Includgd!

: | “quition Starts at

gg‘:‘;’;'n = Educotion Vi = i
' That Works.

Transform Your Career
I { g ) in6MonthsorLess.
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That Works
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FY 2021/22 DART - R \gk

Education
That Works

- e -
% P o= Miquan
When you b Ime a student at =8 Class of ‘22
Dallas Colleg lfocu Ity and staff

T i Il partner with d pro\ d€~ -y Business
actics i LT I e
you achieve your droar‘ws. no( )usl
. . in the classroom but in life. -
Rall EXte”O r Wraps Dallas College provides the Ji 7 —
support to help you reach ’

your goals. i

Fh DALLAS
¥ COLLEGE

Station Posters

etk |
972-860-4300

Interior Monitors
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e Educatlon That = [©
K ;» Works ForYk)I.JJ

Let Dallas College be a safe space
where you can discover your interests,
be open about your dreams, and join a
community that supports and affirms
you on your educational journey.
2

Learn more at
dallascollege.edu/LGBTQ E]
972-860-4300




FY 2021/22 Billboards

Rubia [
Class of ‘23 ' !

Poster Education o vontion
That Works.
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972-860-4000
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"~ 972-860-4000

Education
That Works

para G.
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"g Jaqueline
5 * Class of ‘22
7 Dental

.

7/ Hygiene

a

972-860-4000

EducationThat § . Y:7\1¥.X
k¥ COLLEGE

Works Pard ll
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FY 2021/22 TV o
nghllghts Connected TV Goals: VIEWS AND

VIEW COMPLETION RATE

7.2MM impressions
peococ
4.4MM video completions

98% view completion rate (above benchmark)

A Connected TV (CTV) is a device that connects to—or is embedded in—a
television to support video content streaming.

" -
h u I u @ CBS Interactive G

VISCOM 17t e GO'-F @
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FY 2021/22 TV
Highlights

Programmatic TV Goal:
CLICKS

yahoo/ M ' Obseérver
8.5MM impressions

I S [Cl ces sPorrs | @
1.3K clicks —— @AccuWeather CW

0.02% CTR @b WeatherBug E - 5
A/

Programmatic, or video advertising, allows you to reach : - —_pe T
potential customers wherever they may be watching video ( HERALD e -

content online. Audiences may see a video ad ahead of or ~ ‘ Newsweek gg“;ng{ bi.*
during streaming of a TV series, or while scrolling through

ablog. I{OIIi@'Stone W/ WOMEN ADVANCE e DALLASNEWS

Source: Vendor campaign report
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FY 2021/22 Radio Highlights

Dallas/Fort Worth Radio Stations Goal: BRAND AWARENESS (hear full ad)
Streaming Audio Platform Goal: BRAND AWARENESS (hear full ad, clicks are a

“bonus”

Smly Streaming Audio Spot|fy pGﬂdOfQ
@? 3.3 MM impressions .
106.1 509 clicks I'QI-,IA\e[?Ig
P (display ads with cIickabIg links served
K,%g EM.C It;le;ggrenn] Ss)ongs on streaming ' \
"COUNTRY THE SRS
963 Z?ﬁ..waﬂr, | \
" TR ITO N Audacy %

AANNN
JECIITTIREIIETIRTIITEITTIITTITEIIRTITTIITTINC



FY 2021/22 OOH Highlights =

Programmatic Out of Home (in additional to billboards and DART) Goal:
BRAND AWARENESS & © ®& © & © ®

4.1MM impressions

Y (medical facilities, barber/beauty shops, »
grocery stores, gas stations, outdoor
locations, gyms, etc)

Education
That Works

| DAI.I.AS
¥ COLLEGE

Source: Vendor campaign report



FY 2021/22 Display Highlights

Goal: CLICKS

e Mobile retargeting display
I;idil:on to WWE Smackadillas, 8 . 4M M im p ress ion S

Nextbite’s portfolio of delivery-only brands

includes George Lopez Tacos and HotBox 8 K C I icks

by Wiz Khalifa, along with others, from the

Gt Cheese Sy, 0.09% CTR (above benchmark of 0.08%)

FaDALLAS

Enroll in a CAREER.
k¥ COLLEGE

NBC § Forecast: A Major Warm-
Up

WWE Smackadillas' Main Event offerings
will run you somewhere between $9-12
before fees. Some of the stupendous
quesadillas and menu items include the
Chicken vs. Ranch, Macho Mac and Cheese,
Figure-Four Fries and the appropriately
named Lemonade Iced Tea. Unfortunately,
superb wrestling names like “posionrana”
and “frankensteiner” did not make the menu
list.

Begin your
new path.

Nativedisplay
7.1TMM impressions

Enrollina

CAREER.

6.9K clicks
0.10 CTR

Reviews have not been kind so far, with one

Source: Vendor campaign report
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FY 2021/22 Digital Creativg

9 MM impressions

(@

Education that works Pﬂla/&k

The training

you need 87,406 conversions
i (Application, Credit Schedule, CE
for the jOb Registration, CE Schedule)
you want.
: 4,131 clicks
A S anas
GET STARTED @ P\ DALLAS S
, FN DALLAS
—AESI ® ¥ COLLEGE

Education that works

omos

iEmpieza hoy! IR

Educacion que funciona

- [ ® pamu.

i ::.
X ® o o N?

I"h DALLAS
¥ COLLEGE

Goal: CLICKS

Each piece of creative lands on a
custom landing page with
complementary visuals.

J J./.( 125

iEmpieza hoy! @

P DALLAS
B OOLLEGE
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FY 2021/22 Paid Social Highlights

We used Facebook, Instagram, Snapchat and TikTok for this campaign.

Overall observations:
Facebook/ Instagram: Men and women between 25-34 produced the

highest impressions
« Snapchat: Men (52%) and women (48%) between 18-24 produced the highest

impressions
« TikTok: Men (41%) and women (59%) between 18-24 produced the

highest impressions
Overall results:
« 7.5M total reach

« 76K total clicks/swipe ups
« 1.09% average CTR among platforms

e: Vendor campaign report
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FY 2021/22 Paid Social Creative

Top Performing creative on Snapchat

Top Performing creative on
Facebook + Instagram

@ Dallas College ws ¥ ‘ S.-ke ;
tkes

lookbyfinda Made it out here! Bring an thase
vacation summer vibes W

With 80+ programs and classes offered online
and in-person, attending college has never bean
casier,

2. Campus BH 3. Patient Care 4._Dental Hygienist 5. Campus RL

Whiy 400 pow 00 14 Gollops with me?

B Duts Cooe

A CuLmaly STaE
4N DALLAS S8

P==0

www dallagcotiegs ad

Education that works for Learn more
you.
= oQv
:{f’. Lke ] Commen &> Share 348 likos

dallascollegetx Regisralion ends soon

h Q B3 O AN

—— 29
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FY 2021/22 Search Campaign -

Search ads capture the attention on students at the First-Click Attribution
bottom of our funnel, or when they are ready to make SUDIEEED HENE | .

L. . (Clicks) (gives 100 percent credit to the
decisions. They often search for us organically because source that generated a
they previously saw a brand awareness ad/tactic. . -
Admissions application 2,170

student's initial visit)
Programs we are currently running Browseable class 2,936
search campaigns for schedule

Tell Me More button 785
« Auto . isti
LOgIStICS "Get Started" on POP 305
» Cyber security « Welding pages
. .. CE registration page 138
« Construction management * Dental hygienist 2 se
¢ e e e 0 Smart goals 4,844

- Medical billing and coding * EMS

i w0t Phone calls No data
. Cullnary ® A"led hea.lth. . o . . .
« HVAC c o o o o o o Registration home page No data
- TOTAL 11,178
Average cost per click: $5.75 e e

¢ & o o Source: Vendor campaign report
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CPC Conversion
Points (Clicks)

Admissions
application

CE Registration
page

Browseable class
schedule

CE Schedule
Tell Me More
Subscription

Clicked SMS
number

TOTAL

Last Click
Attribution
FY 20/21
Tracked from the
last click before the
website

2628
260
3590

n/a

526
43

7047

Last Click
Attribution
FY 21/22
Tracked from the
last click before
the website

3732
170
4374

1805

1955
51

12087

C)

31



C)

FY 2021/22 Key Findings - Web
(last-click attributions)

80,000

70,000 Channel Visitors Sessions Applications

60,000 CPC 44,677 71,259 1,929

50,000

40,000 Display 61,963 68,052 15

20,000 Paid Social 25,573 27.271 40

20,000

10,000 Note: these numbers are last-click attributions. A last-click
0 attribution model gives credit for a conversion to the last

source a student sees intheir journey.

Display Paid Social

B Users M Sessions Thisis why the Applications number differ from slide 23. The
numbers on slide 23 are first-click attribution.
What does this chart tell us?
Display ads brought the most traffic to the site, but CPC (search engine marketing) continues
to have the highest conversion rate. The two are vital to work together in our marketing mix as
display drives branding and large-scale messaging and CPC helps drive targeted traffic from
those who are further in the marketing funnel.
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FY 2021/22 Conversions by
Channel

4.50% Conversion Rates by Channel
4.00% Channel
3.50%
3.00% None
2.50% Organic
2.00% Referral
1.50% .
° Redirect
1.00%
Email
0.50%
None Organic Referral Redirect Email CPC Display SMS Paid  Social  Print Display
Text  Social
SMS Text
W Apps ECE M Credit Paid
Social
What does this chart tell us? .
Social

CPC (paid search) and organic search continues to be our top converters for applications and
the schedules. People know what they want and search forit. Redirectis one of the main ways Print
people find the CE registration page. Display continues to improve the branding so people

recognize us and can then search us out.

Apps

0.92%
2.46%
0.97%
1.78%
1.19%
2.71%
0.02%
1.23%

0.15%
0.25%
1.84%

Fh
4

CE Credit CE
Reg. Schedule Schedule
0.03% 1.18%  0.27%
0.17% 4.16% 1.85%
0.08% 3.91% 0.72%
0.48% 1.89% 0.98%
0.03% 1.42% 0.18%
0.09% 2.89% 1.13%

0% <0.01% <0.01%
0.01% 0.36% 0.09%
0.01% 0.05% 0.07%
0.03% 0.75% 0.23%
0.02% 1.42% 0.21%
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FY 2021/22 Ad Landing Pages
Results

Digital Campaigns including Display and CPC drives traffic to our campaign landing pages
(https://www.dallascollege.edu/campaigns). The site is hidden from search and other platforms.

Traffic to our campaign pages spiked on June 10 when the paid social campaign with Mindstream
launched.

Unique visitors: 97,074 (up 83.7% YQOY) ; Sessions: 112,904 (up 79.2% YQY)

Average: 1.16 sessions per user

Conversions (tracked unique visitors): Visitors are wanting more information about our

« Application — 992 (up 523% YQY) programs and are willingto explore the site to find it.
« CE Registration — 50 (up 2,400% YQOY)

« Credit schedule — 1,739 (up 1022% YQOY)

« CE schedule — 463 (not tracked previously)
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