s
i e . B

I

Linked in

The Power of The Connected School

Best Practices for Harnessing the Power of LinkedIn for- Your Unlversr[y _ T

g

(2]
=




11

In higher education, traditional silos can stymie the larger
work and goals that so many are working to achieve. Thank
you LinkedIn for bringing both data and relationships to
help connect the next generation of leaders. 99

Brandon Buzbee
Associate Vice Chancellor,

Global Networks, University of Denver
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THE CHALLENGE

Data Sits In Silos

Data. It’s everywhere, and that’s the problem.

Today’s universities and colleges are challenged not by a lack of student data but
by the inability to collect, share, and analyze student information scattered across
multiple departments and programs. From the moment a prospective student
inquires through a marketing gateway and throughout their journey from student to
alumnus, there are countless opportunities to ask, and receive, student information.

Yet for many universities, silos prevent university leadership from accessing valuable
insights across different departments. And when departments don’t communicate
or collaborate, students and alumni are also at risk for a fragmented or even
disjointed experience. Silos become barriers to delivering on quality student and
alumni service while higher education professionals miss essential opportunities to
engage and influence key stakeholders.

Data is collected throughout the student journey
but often trapped In silos

In today’s competitive higher education marketplace, universities need to
maximize every advantage they have. If institutional silos are preventing
you from accessing a full picture of your prospect and student data, it's
time to get connected.
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THE SOLUTION
Sreakdown Silos with LinkedIn

How can you gain a comprehensive way to engage with and learn about your
prospects, students, and alumni? The solution already exists, and chances are many
of your departments are already using it for their specific student needs: LinkedIn.

Home to more than 500 million working professionals, LinkedIn is more than a
career networking tool. In fact, through our breadth of offerings LinkedIn can help you
break down the silos across your campus and amplify outreach by each individual
department or program.

As a result, you'll have a more connected school and your students will enjoy a more
seamless experience.

LinkedIn helps connect all departments

Discover how you can fully leverage LinkedIn to achieve greater
connectivity across all departments and develop a more holistic picture
of students and alumni to drive your competitive advantage.
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The Connected School fully harmesses
the power of LinkedIn

This ebook will show you how Linkedln media, insights, and tools can be leveraged across all university
departments to amplify and benefit from each others’ work.

Prospect Student Alumni

University Pages

Pro 1P
Sponsored & Organic Content

InMail Share this ebook with other departments in your

school to spur conversations about how your team
Lead Gen Forms can work together to coordinate university-wide
Dynamic Ads efforts on the LinkedIn platform.

Skills in Demand Reporting

A

Alumni & Student Connectivity
Outcomes Reporting

LinkedIn Learning Courses

L SR N SR S

Premium Subscriptions

Elevate for Alums

¢S L] <X

Sales Navigator for Alums

The Power of Linked [}
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MEDIA
Creating a Connected School to Engage




| InkedIn Media

Building engagement across the entire student journey, from prospects to alumni, is the foundation of
success for a wide range of university departments -- including marketing, student services, academic
programs, career services, and alumni advancement.

At LinkedIn, we offer universities and colleges a customizable mix of organic and paid media to help
you effectively target and engage with your student and alumni populations and optimize your efforts for

maximum impact.

Your organic and paid marketing strategies should work hand-in-hand to extend your messages to the
right audiences, at the scale you need to accomplish your university’s goals.

ORGANIC PAID

University Pages Display Ads
SlideShare Text Ads

Long-form posts Sponsored Content
Alumni Tool Sponsored InMail

Lead Gen Forms
Elevate

EXTEND HOW YOU:
Target | Engage | Optimize

~ro 11p

Use organic media on LinkedIn to engage your
followers and build community around school
news, thought leadership, and alumni stories. At the

same time, use LinkedIn’s paid media to extend
your followers, to targeted audiences that will help
you accomplish your school’s business goals —
e.g. driving enrolliment, donations, and placement.
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University Pages

University Pages are your school’s hub for communication on LinkedIn. This is where you
attract and interact with your target audiences because it’s often one of the first pages LinkedIn
members visit to learn about your university or school.

Engage with a wide range of stakeholders, from prospective students and their parents to
alumni, donors, and employers. Publish current news, promote student and alumni events, and
share success stories of faculty and alumni all in one location. Your students and alumni can
also drive connections by liking, sharing, and commenting on your content.

University Pages also offer real-time analytics about followers and visitors to your page. The
analytics tab of the University Page admin center provides you with metrics and trends such
as, reach and engagement of your posts, follower demographics and sources, page traffic and
unique visitors.
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University Page Best Practices

IS

il

ORGANIZE BY SCHOOL

Create separate University Pages for each school — such as your School of Business
or School of Education. These pages can be linked together as “Affiliated Schools” to
support your overall university brand.

MAKE REGULAR POSTS

Consistently posting updates and news items keep your school top of mind for your
readers. Encourage engagement with open-ended questions. You can also target your
posts by alumni or type of degree.

University Page updates containing links
HIGHLIGHT ALUMNI can have up to a 45% higher follower
One of the most engaging pieces of content on University Pages are alumni stories. Be engagement than updates without links.
sure to highlight stories of successful alumni as a way to inspire both prospective and
current students.

CELEBRATE SCHOOL MILESTONES

Highlight school-specific events and traditions, like Founders’ Day, to encourage
engagement. Celebrating university rankings and top 10 lists are also great ways to drive
engagement while strengthening your brand.

INVEST IN YOUR UNIVERSITY PAGE

Sponsor content to reach a targeted audience beyond just your University Page
followers. Make your content relevant by customizing your messages to specific
audiences. Then test and retest a variety of content in real-time to optimize performance.

The Connected School | 10




Pro 1S

S‘ |d@8hare LEVERAGE VISUALS

Good visuals increase viewer retention
by up to 42%. According to our
research, the most popular presentations
have an average of 37 images.

SlideShare is among the top 100 most visited websites worldwide, with users uploading 400,000
new presentations, videos, and other content each month, making it an effective channel to share
everything from faculty research to marketing videos.

BE CONCISE
With lead capturing capabilities and built-in analytics, they’re an effective channel to house a wide- Try to feature one idea per slide, and

variety of university content in one place. Educate, influence, and even entertain LinkedIn members with use fewer than 30 words.

SlideShare content, and extend your social reach through “Likes” and “Shares”.
MAKE A GOOD FIRST
IMPRESSION

The first slide in your presentation
will display as a thumbnail whenever
you share your deck, so make sure it

captures attention.
KNOWLEDGE @ WHARTON

HAVE A STRONG CTA
End every SlideShare presentation with
a link to a blog or your website to build

out your views.

GAIN INSIGHTS

Use SlideShare’s own analytics to
track geographical distribution, traffic
sources, and timing to evaluate what
works with your target audience.
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Online Publishing for University Leaders 65 2P 10 .
Today’s top performing leaders are also social influencers. In fact, 7 million C-level executives, presidents, and BeCOm | n g a SOC | a‘

VPs are on LinkedIn, and many are turning to LinkedIn to publish their content in long-form. Le ad er O ﬂ Li ﬂ Ked ‘ ﬂ

Show that your institution is innovative by encouraging your university leadership to post regularly on LinkedIn,
where the professional mindset, brand safety, and trust is ideal for higher education. You'll find that having a
president, dean, or other university leader who is active on social media will offer an authentic, human voice to
your organization -- resulting in a culture of content creation and sharing that filters through the entire organization.

Create an effective executive profile

Connect with your most important
constituents and peers

Coordinate with your Communications

Online Publishing for student Ambassadors

Regularly share updates, articles, and
insights with your network

“I’'ve been blown away by just how many people contact me on a daily basis to let me know they have enjoyed my
writing or ask me to consider joining their company when | graduate.” — Charise Roberts, UNC Chapel Hill
Publish long-form articles
Each week, more than 160,000 stories are published on LinkedIn by Influencers and professionals. Mixed into
that number is LinkedIn’s fastest-growing demographic: students. Encourage your employees and peers
to follow you
Encouraging your students to post on LinkedIn helps to develop them as thought leaders and elevates their
status among potential employers. Student topics can range from politics and freedom of speech on campus to
workplace culture, social media campaigns, and even the rise of fake news. Download our Exec Playbook for Higher

Education Leaders to learn more best practices
to becoming a social leader.
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https://business.linkedin.com/content/dam/me/business/en-us/marketing-solutions/cx/2016/pdfs/Linkedin-EDU-ExecPlaybook-DIM.pdf

Pald Media: Sponsored Content

Your University Page is the base of operations to build an organic following, but it shouldn’t stop there. It’s
great when an audience chooses you; it can be even better when you choose your most relevant audience.
That’s why Sponsored Content is one of the best ways to target prospective students on LinkedIn.

LinkedIn Sponsored Content lets you promote your best-performing University Page updates to reach beyond
your followers, to a targeted audience. This paid amplification can be used for a variety of goals on and off
LinkedIn, including reaching new audiences, building University Page followers, establishing thought leadership,
lead capture and, ultimately, conversion. And with LinkedIn’s Campaign Manager tool, you may run multiple
campaigns at once for testing purposes. These tests are vital for optimizing your results over time.

FIU Online shared: \ Follow ‘ * 3mth

Want to work on the big deals? Be a player in the corporate real estate arena? Where
others choose to tame their ambitions, you focus on the reasons to make your goals a
reality. Earn your online master's in real estate in just 10 or 12... show more

BECAUSE IT'S ON

MY BUCKET LIST Because | want to add value to real estate

FhlyReason

fiuonline.com * Get ARGUS certified and earn a

SN ) master's degree that gives you a competitive edge in
¥ X “1 corporate real estate.

MS in Real Estate - +

Dinling AFPLY NDW

Like * Comment * Share * @& 1

Benefits of
Sponsored Content

Q/ TARGET YOUR MOST
VALUABLE AUDIENCE
Reach the audience that matters most using
accurate, profile-based, first-party data.

Qy REACH YOUR PROSPECTS
ANYWHERE
Publish your content in the LinkedIn feed
and high-quality placements on mobile,
tablet, and desktop.

Qy GROW YOUR BUSINESS AT
EVERY STAGE
Drive quality leads, generate engagement,
and raise brand awareness on the world’s
largest professional network.

Click here to get started with Sponsored Content.
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https://www.linkedin.com/ad/accounts
https://business.linkedin.com/marketing-solutions/native-advertising

Sponsored Content Best Practices

°d

INVEST IN GREAT IMAGES
Skip the stock photos and hire a professional photographer to take campus and
student shots.

OPTIMIZE YOUR LANDING PAGES
Keep forms short, have a prominent call to action, and always lbe mobile optimized.
80% of Sponsored Content engagement comes from mobile devices.

START WITH BROAD TARGETING
Aim for audiences sizes of 300k+. This ensures that you don’t miss potential
prospects and gives you enough critical mass for optimization.

POST A VARIETY OF CONTENT
Don’t just focus on program information or request for information calls to action.
Publish helpful content, alumni stories, and faculty profiles. And always be testing!

Chy

WILLIAM & MARY

CHARTFRED 1493

CASE STUDY

William & Mary’s Mason School of Business
converted over 60% more enrolled students with
LinkedIn Sponsored Content than with Google
AdWords, at 2.5 times lower advertising spend.

Click here to read the full case study.
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https://business.linkedin.com/marketing-solutions/blog/marketing-for-education/2017/quality-b-school-leads-at-a-lower-cost

| ead Gen Forms

Collecting quality leads for universities is challenging. On mobile, it's even harder. That’s because most “Lead Gen Forms provide a frictionless way
students don’t want to complete a form on a college’s mobile website to access a piece of content. for us to reach out to customers.

| | . Fareed Raja
LinkedIn’s Lead Gen Forms make it easy to collect leads from our 500 million+ members. \When il Channel Manager, '
viewers click on one of your ads, their LinkedIn profile information automatically populates an in-app form N Jack Welch Management Institute

that they can submit instantly -- without having to type in their information by hand. And because this lead
data comes from the member’s up-to-date LinkedIn profile, it is typically more accurate and complete than
what you'd get from traditional website forms.

Our Lead Gen Forms let you:
e (enerate high-quality leads at scale st
e Prove the ROI of your lead gen campaigns X Northwestern Universi
e Access and manage your leads with ease
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Sponsored InMall

Sponsored InMails within the LinkedIn platform give you the flexibility and freedom of targeting messaging
beyond the traditional display ad. And unlike long form posts, our Sponsored InMail allows you to target
and segment by employment seniority, geography, degree, and more.

With Sponsored InMail, you can:

e Optimize for mobile, including a Call to Action button that remains on top of the screen
e Deliver in real-time when members are actually on LinkedIn, increasing open rates

e Show up in an uncluttered professional context to ensure maximum mindshare

e Personalize your message to resonate with your target audience

Duke

g T
ﬂmwrnrwmnaw
UNIVERSITY @

LUt ]

Fiusr it bormared kit o sprnilng - dowid wi bpirn rrien T Didea Libwoirioity 8
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i B Wity Rl ML, pidlh ™ witebd il 0% e B wrilebll £LES S
L ey Lo wor's ] bw nopoe (el Leailp

a brad dal &

Duke University’s Fuqua School of Business leveraged InMail to promote o Py st o o o s e 1 O
its Cross Continent MBA program. Targeting prospects in India, Russia, e L UL
and Latin America, the school’s InMail campaign resulted in a 400 percent S S T LT
increase in conversions. Some students converted in as little as five months. g e s v i et e

Click here to read the full case study.

o mmnd 1o bl o et B Dhobos DABA—Croun Cortrnd prograc a0
i kel i i o il i ki

THE DUEE MBA —CROSS CONTINENT

Pro 1S

©

MAKE IT PERSONAL

Start a conversation. Make the prospect
feel like a VIP, and test sending it from
different senders.

OPTIMIZE FOR
RELEVANCE

Always ask “Why would my audience
read this”?” and ensure your message is
targeted and relevant.

SET YOUR

PROGRAM APART

Clearly highlight benefits to the reader.
What sets your program apart? Include a
concise call to action and be clear what
you want your audience to do next.

AMPLIFY AND
PERSONALIZE

Test to see what works with your
audience and then refine your
messaging based on results.
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https://business.linkedin.com/content/dam/me/business/en-us/marketing-solutions/case-studies/pdfs/05052016_DukeCrossContinentMBACaseStudy_MM.pdf

Dynamic and lext Ads

LinkedIn offers you the opportunity to use a variety of ads to target and connect with your stakeholders.

Dynamic Ads, powered by LinkedIn profile data, allow you to personalize your creative to resonate with
prospective students.

For higher education institutions on LinkedIn, text ads are an easy way to generate quality leads with
an easy, self-serve solution. And they work very well for higher ed because of the professional context
on LinkedIn. You can easily create, manage, and optimize well-targeted, customized campaigns in just
minutes — on a budget that works for you.

Beth Hoffman

Markding VIrsteEan wilh & paddssn bo B o sdvertizens BlLin the Blanks
Wiew ir Sales Wi gabtor m

=
= i

Be a part of UNC alumn ENINE
Explore the UMNC Kenan-Flager MBA
Program Give Now

Laarm More

Pro 1S

TEST CREATIVE

Be sure to use at least two creatives so
you can test out variations of your ad. Try
reframing your headline as a question or
referencing the audience in the headline.

GO EASY ON CAPS

No one wants to be yelled at --
unfortunately, that’s what all caps and
lots of exclamation points feel like to
your readers. Instead, try using normal
punctuation and use exclamation points
In moderation.

INCLUDE A CALL

TO ACTION

One way to improve your ad is to grab
your audience’s attention with key
phrases in your ad’s headline such as “Try
Now” or “Download”.
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BREAKING THE SILOS

INSIgNts ACross

Deparments

With all the many ways you can engage with your stakeholders on LinkedIn — from prospective students
and parents to current students and alumni — the amount of data collected will continue to grow.

Fortunately, LinkedIn also provides key tools to help you review your data and get answers to key
questions shared by multiple departments. With one source of data, your university will be able to analyze
a wider range of information to create actionable insights that support departments and programs

campus-wide.

Here are just a sample of the questions LinkedIn data can help you answer across different deparments:

ADMISSIONS

How is LinkedIn impacting
brand awareness and
enrollment?

Which geographic areas
deliver the most students”?

How much is your brand
influecning your target
audience”

CAREER
SERVICES

What are the career
outcomes for your
graduates”

What skills will we need to
enable in the future?

Which companies hire from
your competitors?

ALUMNI
RELATIONS

Where are your aumni living
and working?

What are they degrees by
goegraphy?

Access to custom segments
comprised of companies
most likely to hire your
alumni.

THOUGHT
LEADERSHIP

What type of content is our
target audience consuming
on the platform?

Hiring-related supply and
demande for a specific
target audience in a specific
geographic area.
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OUR FUTURE VISION

Standardized
Qutcomes Reporting

LinkedIn Insight Tag

The LinkedIn Insight tag is your key to better understanding your key audiences. It’s a lightweight JavaScript
tag that powers conversion tracking, retargeting, and web analytics for LinkedIn ad campaigns. By placing

. o LinkedIn envisions a dashboard in the future
this tag on all of your website’s pages, you can:

where universities and colleges can standardize
reporting across departments. Whether it’s

e See the business demographics of your site visitors from any source evaluating key markets for Admissions or

e (Confirm if those visitors are the ones you really want — and adjust your marketing accordingly tracking employment statistics after graduation
e Understand, segment and nurture those prospects with sequential display and social media messaging for Career Services, government reporting, or

Alumni Development, LinkedIn data for your
Visit this page to learn how to access your unigque Insight tag. school will be to be captured, sorted, and

made accessible through a single dashboard.
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https://www.linkedin.com/help/lms/answer/65513/adding-the-linkedin-insight-tag-to-your-website?lang=en

HR

Alumni and Career Insights

LinkedIn can offer insights into your school’s career outcomes and how the skills of your alumni compare

to the skills of alumni from other schools in your peer group. Gain a snapshot of the most popular and in-
demand skills by industry and geography and assess how your alumni compare. ldentify and anticipate
trends to develop curriculum and support current students as they prepare for their careers after graduation.

Some of this data can even be used in your marketing material, provided an excellent example of how
LinkedIn can help your school leverage data across departments.

ALUMNI INSIGHTS

Top Functions Top Skills
Sales MS Office
Finance Leadership
- Program Management
0% 5% 10% 15% 20% 25%
65% 25% 10%
Started a job within Transfered to a Remained at the job -
1 year of graduation new school after they had prior to @ Peer Advantage Alumni Distribution
graduation graduation

— Peer Advantage Alumni Distribution
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Srand Impact Studies

Based on certain spend levels on LinkedIn, we can run research to track changes in brand perception
based on your Linkedln campaigns. Brand impact studies measure the performance of a client’s
LinkedIn Sponsored Content campaigns against key brand metrics to determine the effectiveness of

the client’s campaign.

Whether your university has a centralized marketing department or not, sharing campaign data with
Admissions and other schools and departments can be challenging. With LinkedIn, you can share
insights on how messaging and outreach performed with your target audiences.

Control (%) Exposed (%) Delta (% pts)
Unaided Brand Awareness 1 0 -1
Aided Brand Awareness 8 20 +12
Favorability 24 19 -5
Ad Recall* 1 2 +1
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Alumni oo

Our Alumni Tool, embedded in each University Page, is a powerful way to identify where your alumni
are located, where they are working, and in what industries and job functions. More than 24,000
universities already use our Alumni Tool to discover, in just one click, aggregated data that includes:

e Jop 25 places alumni live
e Jop 25 employers of alumni
e TJop 25 industries that employ alumni

The Alumni Tool isn’t just for Career Services. Alumni Relations can use this information to sort by class
year to support class reunions and other event opportunities. University fundraisers can also leverage
the Alumni Tool to sort by interest in identifying possible donor opportunities. Even faculty can use career
information to evaluate popular career paths of alumni to help enhance and update curriculum.

1Ll
Career Insights

'::l._ Search alumni by EiEle, REynwond & company

168,286 alumni

Where they live o= fdd

159,105 - Lnited States

50,056  Raleigh-Durham, Nonh Caralina Area

I4,855 ¢ Charlotte, Narth Carcling &rea

l‘;l|] University of North Carolina at Chapel Hill

Attended

Where they work =+ Add
4461 - Univeruty of North Carghing at Chagaal Hill

LOXS - UM Mealth Cang

20« Wells Farga

Show mong s

Change university --

SEATT yaar Endl yarar

- :-:. ] ':t"

Mext 3

What they do

2F, 754 - Educatin

20,814  Business Dewelapment

16,753 « Mealthoang Services
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Autorill For Applications

Take advantage of LinkedIn’s accurate first-party data to help remove barriers for applicants,
students, and alumni to share their personal information. For example, we offer an AutoFill function
for students applying online. In pilot studies, we saw completion rates increased 10 times over
the standard rate.

APPLICETION FOR
Appiication B 53 L= Dot Samon Renda
20 MAD- TR ALY N1A m
‘mrmorml Urpararwbe-conasl rofeasscrad et Ly g L
Data Dtz L=tz at ot Dl
LAST SivE 2230148 3:51 f LAST S.aa
COMPANY/ORGANIZATION ADDRESS HOTE: If you e corplesing i Jop0Cation BF SOMesns B5e DeRaY, you Must Be iagged-in 35 T2 perses. (7 you IFe not e
person SpeciTied above Or Dalow, please foliow this Nk o logout
Title oF Pasition Divesion [if applicabla) I denoies 3 required MNed.
Firgs e Qi 1R
Ultimate Parent Company | Simon [ Senal
& Il Anee ¥ .
. Namie (il different ..n':rr G0 Pref (M. M3 ) Bt L. 11}
Company [ Organization Name: Organization Name)
| -tone- [~]
Michmare Farlar arme for Badge ante
Strest (PO, bint accepled outaide U.5.) Shroet (Ling 2) |
Npa = S ]
Country of Crozenship P L T Y
[ [y tg
City Siate | & |E| l
—-Mong—
2usimess Ea
Caountry Fip/Postal Code: || ShmMeR_rendaiBiRobmail com
- T . E I
Teiephone (8.2, +1 617-496-1731): Fa E® o oman BSa Do
Company | Omganizetion Website
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We also offer this AutoFill option for Alumni Services to help build out and update their alumni database.
Accurate alumni data is a common problem for Alumni offices. Students and graduates can opt in to use

-l to

“opulate Alumni

Datapases

their current LinkedIn profiles to complete fields and commonly asked questions.

Auto-fill alumni
profile entries

at log-in

Students opt in
to link their
LinkedIn profiles
with your
school's CRM
system and
Alumn database

School forever
benefits from
Students’
LinkedIn data
additions

ENABLE SCHOOLS
To reduce friction and repetition in
completing alumni database profiles

EMPOWER SCHOOLS
via individual opt-in, to leverage their
graduate community
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PREMIUM SUBSCRIPTIONS

' : “With Featured Applicant, I was on top of
-FO r I_I | g h e r B d u C a-t | O n every hiring manager’s list. I started getting
T interviews and recruiters were visiting
my [LinkedIn profile]. I was able to get the

Demonstrate your school’s commitment to supporting student success after graduation, and attention of companies I wanted to join.
strengthen a key competitive advantage among your peer schools, by providing LinkedIn Premium __
Subscriptions for students. This provides access to job search tools that can help your students A\ Abhinav Gopalakrishnan

. . . . , , %g Marketing Analyst, DWG
more effectively connect with potential employers, be seen by hiring managers, and foster ties with Gl

alumni in their chosen field. LinkedIn Premium also provides its own set of insights to help students
tailor their job search.

LinkedIn offers universities a significant student discount for bulk subscriptions, ranging from 50
percent to nearly 80 percent off standard pricing.

With LinkedIn Premium, students can: , %
e Browse any Linkedin member profile || »]] ¢ |

e Reach members on LinkedIn with InMail o P S e T R R
e See “Who's Viewed My Profile” over the last 90 days
e Apply to jobs as a Featured Applicant APPLICANTS
e Access online courses for business and technical skills with LinkedIn Learning

' Jose Gonzalez Featured Applicant
Senor Project Manager at Novella & Co.
Sdan Francisco Bay Area | Internet
. Rie Haribu
Semor Project Manager at Johnson Inc
" San Francisco Bay Area | Internet
i Emily Williams
Senior Project Manager at WaveSynthe
San Francisco Bay Area | Internet

Francois Nolan
Senior Project Manager at BrightMight Consulting
Sdan Francisco Bay Area | Advertising
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Connecting Staff and Faculty Pearson
with a Global Community

Students aren’t the only ambassadors for your school. With LinkedIn’s Elevate social media tool, you

can support staff and faculty in connecting with alumni and your greater global community. Receive daily
suggestions of content that’s resonating with your target audience and make it easy for faculty and staff
to share. In fact, our studies show more than 50% of Elevate users today had no sharing activity in the 90
days prior to using our tool.

CASE STUDY

Pearson Education leveraged Elevate to increase
brand awareness by engaging a small group

of employees across different markets to share
Pearson-relevant content with their social networks.
“To build a brand from the inside out, we know that
equipping employees to act as brand advocates
Through Elevate, you can: is important. Social media is one way to help

e Make it easy for employees to share quality, company-relevant content employees share their stories and we needed a way
e | everage user insights to power results and show full-funnel impact to quickly and easily scale the social media efforts

e |ncrease alumni engagement and support key fundraising goals that were already taking place,” says Anna Bowen,
Director of Employee Communications. After the
launch, Pearson employees were sharing seven times
more, with three times the standard engagement and
double the company page views.

Hello lral
Make your 158 shane for this week
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Click here to read the full case study.

LEJGETRAIp
What We Learned About
Bureaucracy from 7,000 HER

Readers

ol Clarat towr

Oinby L% ol redpondents said their onganizations
had beoome less bureaucratic
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https://business.linkedin.com/marketing-solutions/blog/linkedin-elevate/2016/how-pearson-is-building-its-company-reputation

THE LINKEDIN IMPACT



THE LINKEDIN IMPACT
One Platform for Every Step of the Journey

No other platform can connect you with your prospects, students, and alumni, throughout the entire student
journey, quite like LinkedIn. That’s what makes us the platform of choice to break down silos and create an
integrated, connected school that lets you leverage insights more effectively and strategically.

Support
Causes

Develop

From the moment a prospective student researches your school until they become a committed alumni serving as Career

your advocate, LinkedIn offers more ways to engage, understand, and drive behavior. o 9

Upgrade
Skills

@ Internship

Connect
with Alumni

SBLL

Build
Network

Q

Develop
Profile

Research
Schools Apply to

School
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THE LINKEDIN IMPACT

More Qualified Leads from the Start

Leveraging LinkedIn across your university can change dramatically your student journey. Multiple research studies
have shown that LinkedIn student leads are highly qualified and ultimately become successful alumni. Using
LinkedIn’s full suite of tools, you can influence quality prospects before they hone in on their top three schools — an

Important recruitment milestone.

v

Marketers’ Focus LinkedIn impact area

With LinkedIn you’ll gain:

oooooooooooo

MORE ENROLLMENTS
Because LinkedIn is a trusted resource for making educational and professional decisions, the leadsthat N

come from LinkedIn are more likely to turn into enroliments. See and click on ads |
................ 0
HIGHER GRADUATIONRATES = e Y NN f;;“c;o“
Research has shown that LinkedIn members have higher than average grit and determination to overcome Converttoleads  VEEEEREEIEEREEERERE 38
difficult challenges — like a rigorous degree program. They are also more likely to have the financial stability to (ED:E z
avoid dropping out of programs, leading to higher graduation rates. 5J,E
Convert to enrollments LC,’3 E,‘
o) W
T

SUCCESSFUL EMPLOYMENT OUTCOMES
As the world’s largest professional network, LinkedIn helps graduates connect to more career opportunities

— improving career outcomes for your school.

Graduate/complete the program

A VIRTUOUS CYCLE
Successful graduates make the best advocates to recruit quality students.These graduates will act as

iIndividual ambassadors for your brand, making your marketing increasingly more efficient in the future. As
you know, word of mouth is critical in this increasingly connected world. Building a network of successful
alumni advocates will help your school accomplish your schools goals across all departments.

Achieve meaningful employment
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About LinkedIn

Today, Linkedln members number more than 500 million professionals. That’s over one-half of the

600 million professionals on the planet, representing the world’s largest group of influential, affluent,
and educated people.

To learn more about how you can market your school to this audience, visit Inkd.in/highered.



http://lnkd.in/highered

