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Progress Report  
 
South Texas College hired Interact Communications to conduct research to create a new 
brand, provide creative services and consultation, and develop long-term marketing and 
branding strategies. The focus of the marketing plan is to integrate traditional and digital 
media, as well as public relations activities, to leverage PR and Marketing’s advertising budget 
for the greatest possible impact on awareness and enrollment. 
 
COMPLETED 
c Project Management 

• Reviewed and approved Project Timeline 
• Completed in-person kick off  
• Established weekly status calls 
• Ongoing project management  

c Marketing Plan Finalized 
• Strategy formulated 
• Marketing plan presented and approved 

c Media Buying 
• Digital and Social Media Buying Plan presented and approved 
• Radio Media Buying Plan presented and approved 
• Print Buying Plan (Texas Business and Mega Doctors) approved 
• Outdoor Buying Plan presented and approved 
• Television Media Buying Plan presented and approved 

c Research 
• Online Qualitative Survey completed Sept. 14 
• 11 Focus Groups completed, the week of Sept. 10-14 

§ Additional 12th focus group added 
• Phone Survey completed 
• 5 Emotional Resonance Focus Groups completed, Nov. 5 

§ Additional 6th Focus Group added. 
c Creative  

• Editorial Calendar presented 
• Vocational Nursing ad created 
• Articles 

§ Veterans Day article submitted 
§ Allied Health article submitted 

• Radio Ads 
§ Four 30-second ads, including one in Spanish 
§ Wild Reads created 

• Editorial Calendar finalized 
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c Media Campaigns  
• Geofencing campaign  
• Snapchat filter campaign for December 1 
• Social campaigns for fall enrollment: YouTube, Facebook, Instagram & Retargeting 
• Print: Texas Border Business and Mega Doctor (continuing) 

§ Digital ads included for both TBB and Mega Doctor 
 
 
IN PROGRESS  
c Research 

• Media Preferences Research 
• Student Satisfactory Survey 

§ Data analysis in progress 
c Creative 

• Monthly articles in progress 
§ Cyber Security 
§ Bond Article 
§ Apprenticeship article 
§ Student profile: Victoria Quintanilla 
§ Board profile: Gary Gurwitz  

• Newspaper wrap on bond success in progress for January 
c Media Campaigns 

• Print: Texas Business and Mega Doctors (December) 
• Geofencing campaign continues 
• Social campaigns for spring enrollment: YouTube, Facebook, Instagram & 

Retargeting 
• Outdoor media, began in November 

 
UPCOMING 
c Research 

• Internal Brand Messaging and Strategy Presentation, Dec. 6 
• Communications Audit 

c Creative 
• Monthly articles, writing continues 

c Media Campaigns 
• Outdoor, runs through  December 
• Radio, begins in December and runs through January 
• Television in December 
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South Texas Campaign Highlights-November 2018 
 
Custom Display Campaign Overview  

- Drove 1,584 visits to the website & Drove over 591,000 impressions 
- Average CPM (cost per thousand impressions) is $4.57 
- Completed video views were over 15,000 
  

       Custom Display Campaign Benchmark For Google Trends 
       - Average CPM (cost per thousand impressions) for Education is between $8-$12 
 
Pay Per Click Campaign (PPC)  

- Drove 3,282 visits to the website, Average cost per visit $1.37 
- Drive 206 calls and 138 form submits, Average cost per contact is $13 
- CTR on the text ads above average 13% 
 

Pay Per Click Competitor Campaign (PPC)  
- Drove 434 visits to the website, Average cost per visit $1.41 
- Drive 94 calls, Average cost per contact is $11 
- CTR on the text ads above average 14% 

 
PPC Campaign Benchmark for Google Trends In Education in CA 
- Average cost per visit for is $4.53 
- Average cost per contact is $63 
- Average CTR on the text ads is 2.20% 

 
Social Media Facebook/Instagram Campaign 

- Drove 4,227 visits to the website and over 394,000 impressions 
- Drove more than 450 engagements & 5,100 completed video views 
- Average cost per click just .88 cents 
 

Facebook Industry Benchmarks 
- Average CTR for ads for Education on Facebook is .73% 

 
YouTube Campaign English 

- Drove more than 63,000 impressions 
- Drove more than 31,000 completed video views & 50% completed video view rate  
- Average cost per completed view is 8 cents 
 

YouTube Industry Benchmarks 
- Average completed video view rate is 15% 
- Average cost per completed video view is 5-8 cents 
 
 

YouTube Campaign Spanish 
- Drove more than 25,000 impressions 
- Drove more than 12,000 completed video views and 49% completed video view rate  
- Average cost per completed view is 8 cents 



2-
Ye

ar
 C

ol
le

ge
 E

xp
er

ts
 

 7 502 Main St., 3rd Floor, La Crosse, WI 54601  •  608.781.8495  •   fax 608.781.8496         2yearexperts.com 

 

 
YouTube Industry Benchmarks 
- Average completed video view rate is 15% 
- Average cost per completed video view is 5-8 cents 
 

Geo-fencing Mobile Display Ads Flight Campaign 
- Drove 373 to the website 
- More than 253,000 impressions 
- Average CPM is $6 
- More than 1,000 walk-ins onto campus from targeted locations 
 

Geo-fence Bench Industry Benchmarks 
- Average CPM (cost per thousand impressions range $5-$8) 
 

Snapchat Geofilter December 1 
- 2,993 swipes (times filters were seen) 
- 978 uses (filter used or sent to a friend) 
- 68,000 views (filter seen, sent to a friend, or used in a story) 
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Campaign Recommendations and Summary 
Custom Display Campaign Summary 
This campaign drove a very high amount of traffic to the site, over 1,500 visits in November 
compared to 1,400 visits to the website in October. The average CPM remained very good, 
below industry averages at just $4. The industry average for this type of campaign is between 
$8-$12. The campaign will continue to optimize over the next 2-4 months as we determine 
which targeting tactics are working the best. We also had a very high engagement with video 
ads, with an over 50% completed video view rate, and over 15,000 completed video views. 
The average cost per impression is always higher on video than static ads. The CPM for video 
is around $19, while the rest of the CPMs are between $3-$4. If STC wants to generate more 
impressions/visits to the website by just using static ads, since those have a much cheaper 
CPM, we can do so by removing the video ads. However, we do have a very high 
engagement on the video ads, so it’s something to consider, but not needed.  
 
We also recommend incorporating a brand-new targeting tactic in the display campaign, 
called dynamic inventory retargeting. This allows a person who visits a program-specific page 
on the website to automatically be remarketed with banner ads for that specific program only 
for a 30-day period following the initial visit (and if they click on the banner ad, the cookie will 
reset itself for another 30-day period to remarket). We have a tool that dynamically creates the 
banner ad from images and headlines on the website. All we need is a high resolution STC 
logo and each program URL needs to have a distinct URL with an image on that page (hosted 
on the website). Then if someone is on that page and they leave your site, the tool 
dynamically creates a banner ad from text/image on your site and remarkets that person for a 
30-day period. This allows for higher conversion, because you are showing more specific ads 
to someone who has already looked at a particular course or program on your site.  It’s 
recommended to add an extra $1,500 - $2,500/month for this tactic. 
 
 
PPC Campaign Summary 
The campaign is performing well and exceeded the first cycle metrics. The average cost per 
visit was $2.17 in October, and dropped to $1.37 in November, well below industry averages 
(average on Google is over $4). This is great because it allows us to drive more traffic to the 
website at a cheaper cost per click. The cost per lead also is exceeding industry averages. 
The average cost per lead on Google is $63 for Education. In Oct, we had an average cost 
per lead of just $24 and in November it dropped to $13. The CTR on the text ads remained 
steady at 13%, with the national average at 2.20% This campaign ran extremely strong right 
out of the gate, and we only expect the metrics to continue to do even better as we optimize 
the campaign over the next 4-6 months. No changes recommended at this time. Campaign is 
performing outstanding. 
 
Social Media Campaign Summary 
The campaign is performing strong for the second cycle and drove over 4,200 visits to the 
website, and over 5,100 completed video views (up in November compared to October). We 
do have some recommendations to help with performance. At a glance, our CRM email 
targeting is doing the worst with 6 link clicks for the reporting period, and it has the lowest 
CTR of just .23%, with the highest cost per click at $6.41. Instagram also is performing at a 
lower rate (due to the nature of the social network) at 224 clicks and a very low CTR at just 
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0.38% and a cost per click of $2.88.  We’d like to not run Instagram as a single stand-alone 
tactic, and we can run Instagram placement options to our other higher performing tactics and 
allow Facebook to optimize as needed. Facebook will determine in real time what platform is 
performing best and move budget around as needed. 
 
If we remove those two low performing metrics, the campaign would see an estimated 
increase of over 500 clicks per ad set on average and bring the overall CTR higher, and the 
overall cost per click down. The two Workforce/Non-Traditional groups, which target adults, 
are performing strongest right now. 
 
Geofence Summary 
The campaign is continuing to perform strong for its third cycle. We had over 500 conversion 
tracked for on-campus walk-on traffic from targeting the geofence locations in October, but in 
November we tracked over 1,000 conversions! The average CPM for this campaign is just $6, 
with the national average between $5-$8. No recommendations at this point. 
 
YouTube Campaign Summary 
Both the English and Spanish YouTube campaigns beat industry averages and performed 
extremely well in November as well. Both campaigns had a 49/50% completed video view rate 
for those who were served the video ad, with the industry average being just 15%. The 
average cost per completed video view was just 8 cents on both campaigns, with the industry 
average between 10-15 cents. Because YouTube is performing so well, we do recommend 
adding in several more videos for A/B testing.  
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Campaign Data 
 

Custom Display Data  
$2,700 November 2018 
 

 
 

 
 
Top Content Performances 
 

 
 
Video Performance 
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Top 20 Keyword Performance by Clicks & Impressions 
Someone searches a keyword on Google, Yahoo/Bing and is served the 
ad later as they surf the Internet. 
 
 

     
  
Top Domain Performances from Keyword Search Retargeting 
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Pay Per Click/SEM Data 
$4,500 November 2018 
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Top 25 Performing Keywords 
 

 
 
 
Text Ad Group Performance (Google Only) 
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Mobile Vs. Desktop Traffic 
 

 

 

Average Call Length  
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Pay Per Click Competitor/SEM Data 
$1,200 November 2018 
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Top 25 Performing Keywords 
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Text Ad Group Performance (Google Only) 

 
 
 
Mobile Vs. Desktop Traffic 
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YouTube Data — English 
$2,525 November 2018 
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YouTube Data — Spanish 
$1,000 November 2018 
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Snapchat Geofilters 
$2,118 – December 1, 2018 
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Custom Social Media Facebook/Instagram Campaign 
$3,700 November 2018 
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Creative Report* 
 
* The social media creative breakdown reports are attached.  
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Geo-Fence Display Mobile Ads 
$1,684 of the $2,125 November 2018 budget 
 
clickthrough conversion - someone who clicked the ad, and then later walked into a conversion zones. 
view through Conversion - someone who was saw an ad, did not click, and then walked into a conversion zone.  
weighted actions - is the sum of the two above 
 

 
 
Top Performing locations based on impressions/clicks 
 

 
 
Top 20 Performing Apps Based on Impressions/Clicks 
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