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Achieving Enrollments 
Targeted Digital Marketing  

Profile

USF Pre-College is a collection of academic programs designed for rising junior and senior high 

school students. As an introduction to the university experience, teens can explore academic career 

paths through hands-on learning opportunities, creative problem solving, and challenging group proj-

ects.

§	Innovative Education in partnership with USF Colleges facilitated the programs

§	Six academic programs successfully ran in summer 2013

§	Offerings included commuter and residential programs

§	Starting January 1, 2013 marketing executed a campaign that included a strong digital market-

ing presence

Challenge

In USF Pre-College’s previous year a large percent of the budget was allocated to high society maga-

zines and billboards, neither of which offers the ability to track ROI. For 2013, we decided that digital 

marketing along with other marketing efforts would create the best opportunity to reach our target 

audience. 

Objective

Establish enrollments while aligning with the USF brand as a nationally leading research university.

Cost

Total allocated marketing budget: $22,325

Amount spent on Google Adwords and Facebook Ads: $8,457.00



Google Adwords
Search – Display - Remarketing

Targeted Advertising 

Digital ads amplify marketing efforts because they target and reach potential customers as they 

review relevant search results (“summer camp for teens”) or frequent their favorite websites 

(BayNews9.com). When targeted effectively, pre-college ads reached prospects across the web, on 

smart phones and tablets resulting in web visitors, brand awareness, and conversions.

Remarketing

As one of the most powerful and sophisticated advertising tools available today, remarketing offers 

the ability to reach customers who have already visited a website. Remarketing ads encourage a cus-

tomer’s return to the website and have been proven as one of the best ways to increase conversion. 

Therefore, after a potential customer leaves usf.edu/precollege and browses the web, we continued 

to reach them through targeted ads multiple times in a month, week, and sometimes, in a single day. 

Results

The 2013 Adwords advertising campaign resulted in 2,083,313 impressions. An impression is counted 

each time an ad is shown. As a result, we had a total of 3,613 clicks, boosting traffic to the USF Pre-

College website.  

Most Clicked Search Ads: Top Keywords: 

1. Summer camp programs

2. Summer camps in Florida

3. Summer programs 

4. Teen summer camps 

5. High school programs 

6. Summer camps for teens



Facebook Ads
Social Media Digital Marketing 

Social Advertising 

Facebook, one of the most visited sites on the web, enabled us to reach users through sponsored 

posts and paid advertisements. By advertising on Facebook we can target broadly by demographic 

and geographic preferences or go more granular by targeting user likes and interests. Facebook’s 

core strength is a social graph; a map of people and their connections to everyone and everything 

they care about. Ads can target demographics including but not limited to: age, gender, language, as 

well as education level.

Innovative Marketing 

During the 2013 campaign we took advantage of several unique opportunities including the ability to 

create video ads and import our email list to socially target people who have previously expressed 

interest in USF Pre-College. 

Results 

Facebook ads garnered 13,153,013 impressions and resulted in 4,264 clicks.



Conclusion
Digital Marketing Success

 USF Pre-College marketing efforts incorporated a variety of channels to reach a large base 

of potential customers. Digital marketing played a significant part in driving traffic to the website. By 

utilizing Google Adwords we were able to target parents during their research phase and afterwards 

through the use of remarketing. Targeted Facebook Ads helped us draw in teens as they engaged in 

their daily social media interactions. 

 With our third year of USF Pre-College quickly approaching, marketing will use the lessons 

learned and reach for the most cost effective methods to promote USF’s academic summer programs 

for teens. 


