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No “One Size Fits All" Partnership NET NATIVES
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Higher Education Marketing Survey (HEMS) NET NATIVES

Scan the QR code
to join the survey
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Start the presentation to see live content. For screen share software, share the entire screen. Get help at pollev.com/app
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Question 1: More than half of higher
education enrollment marketing teams track
cost per lead (CPL).

FALSE




Question 2: Students value location over facilities.

True
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False
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Start the presentation to see live content. For screen share software, share the entire screen. Get help at pollev.com/app
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Question 2: Students value location
over facilities.
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Question 3: Costs, funding and scholarships is the number one factor influencing ' 1: ¢'5i v
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Question 3: Costs, funding and scholarships is
the number one factor influencing decision
making about where to study.
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Question 4: US colleges and universities are focusing on growing undergrad popul:lica v i'i 1
their student body?
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Start the presentation to see live content. For screen share software, share the entire screen. Get help at pollev.com/app
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Question 4: US colleges and universities are
focused on growing undergrad populations
within their student body.

FALSE




How we leverage data to drive growth NET NATIVES
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Overall Results
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Volume in Market

Program Specific Results

A
o)
9%
Increase in
Applications



NET NATIVES

02 Attract



NET NA[I\IES




LEAVEY SCHOOL
OF BUSINESS

Carnegie Mellon University
R R .
I integrated innovation
© institute



INDIANA STATE
UNIVERSITY




Creative Examples | Attention NET NATIVES




Creative Examples | Connection NET NATIVES

~

~

- i Carnegie Mellon University - Integrated+++ Q UC San Diego

g i Z
!’ I‘r:n:a‘v‘atn“on'vlvnsmule

our product Discover how Diego is protecting vital funding
students.
S - Protecting Opportunities « S pages
w . » ng Opp: pag

L
(

What is the value of a

global ngtwork to you? . THAT HEHTS
. THEIR FUTUR
Discover how UC SaniDiege

is protecting v-mlﬂ\m'dng
< for its students, |,

y’

LV

What are you waiting for? Apply Now

FCUTIVE MBA PROGRAM - DISCOVER THE NYU STERN EXECUTIVE MBA PROGRAM - DISC g R’

-




Creative Examples | Action NET NATIVES

= ] signin

The San Deego Union-Tridbune 2vQ
weeks ago — and, after securing a 4.99
xt level? Build on w
at & place th
on and exploration

Major emergency drills underway at San Diego

County's biggest Marine bases percent mortgage rate, quickly made an

. They're planning to close on their first

home, a newly built two-bedroom for

UCSanDiego | S ACRIFES cortines
DISCOVER RESEARCH AT THE
INTERSECTION OF DCEAN
SCIENCES AND HUMAN HEALTH

592,000, in early November.

& CoLumma L

INLY LRSI
PRE-COLLEGE PROGRAMS oo MORECE

1dta

15 for a roc

Join our exp
06:02:34:39
. . .
days hrs min sec
TN St
RECOMMENDED FOR YOU

o Major emergency drills underway at

San Diego County’s higgest Marine bases “Initially the timing did not seem right to us

at all — the rates were crazy, prices wi

Graduate Programs Apply now

waiian Airlines flight delayed 5 hours
in San Diego, passenger arrested after
mention of bomb

crazy, we were out of our comfort zone,

Homeowners ask judge to block Alvaradc , who is studying finance after




CENTER FOR LEADE
IN GLO\I’SIAL SUS




A ]
S ]
N
o
‘%'.:\
\
N
.‘i
1)
\
———
-t

-

&

¢ g
’
Y A -
-~ N R )
g - - A5 N ':".v‘ :
> ',\ o { .)bl:ﬁ

N LS .‘\ P W -
2 12 \J-b' -

CENTER FOR LEADERSHIP

S DA he e IN GLOBAL SUSTAINABILITY it |
AL . v s B N VARGHNIA B Al o




Brand / XMNR / OMNR

Inspiration NET NATIVES




Brand / XMNR / OMNR STYLE GUIDE

COLORS

/2

CENTER FOR LEADERSHIP
IN GLOBAL SUSTAINABILITY

O @ O

Light Text #064c48  Dark Text #000000  Texture #064c48

NET NATIVES

TEXTURAL GRAPHICS

SQUARE DOTPATTERN

GLOBAL ENERGY RINGS

GRADIENTS

TYPOGRAPHY

HEADLINE

GINESO CONDENSED BOLD

HEADLINE

GINESO CONDENSED REGULAR

Body

Gineso Condensed Regular

Body

Gineso Condensed Bold

(LEARN MORE e)
ACHERUS GROTESQUE BLACK




TO CHANGE THE

- Connection

T Natu ral Resources

lead in a time that

5 A

e %zjtion, and courage.
-

that matter most to
ity, energy, habitat,

.
1ore sustainable systems. Gain
| perspective to drive change with

you are in your career, there's a path
. The Online MNR offers a flexible format
3t supports your goals, whether you're looking to

't Q

.‘,‘_- your resource management expertise, pivot

) environmental career, or build new leadership
The Executive MNR is a one-year, hybrid,
based program for professionals ready to
ir impact - including monthly immersive
ds, with six held online and five held

: Washington,

D.C. area, and

ique Global Study field

- ’an'ing, '

Action

Two paths. On
forward.

Whether :
conservatio
we'll help yo

Take the ne
Virginia Tech’s
Global Sustainz



2

"~?°£"d¢ms‘epf ANt / “f%’#’*"’ ‘wd" (3

TER OF
NATURAL RESOURCES \V/7ad \TURAL RESOURCES
ONLINE & EXECUTIVE ONLINE & EXECUTIVE
APPLICATIONS OPEN ) {appucaTIONs oFeN

CENTER FOR LEADERSHIP
IN GLOBAL SUSTAINABILITY

VIRGINIA TECH

NATURAL RESOURCES
ONLINE & EXECUTIVE

fi@pRicATIoNs PN

”:’; g e
- GROW YOUR CAREER
ATVIRGINIATECH

N
\/

CENTER FOR LEADERSHIP
IN GLOBAL SUSTAINABILITY

VIRGINIA TECH




Brand

... Virginia Tech U;ivmlfy
"~ Sponsored

X

This is where

your career g
% evolves, and -
4 yourimpact x:
begins

<. MASTER OF
' NATURAL RESOURCES
ONLINE & EXECUTIVE

(APPLY NOW —)

CENTER FOR LEADERSHIP
INGLOBAL SUSTAINABILITY

VIRGINIA TECH

FOR LEADERSHIP

CENTER
IN GLOBAL SUSTAINABILITY

VIRGINIA TECH

NET NATIVES



CENTER FOR LEADERSHIP

IN GLOBAL SUSTAINABILITY

VIRGINIA TECH

. ‘ : ; ' ' CENTER FOR LEADERSHIP
N RESOURCES A7 NATURAL RESOURGES N, RESOURGES v IN GLOBAL SUSTAINABILITY

| APPLICATIONS OPEN ) VIRANIA TRUM | APPLICATIONS OPEN VIRGANIA THGH | APPLICATIONS OPEN VIRGAMA THOW VIRG'NIA TECH
WRG, 008 78




~ _ LEADWITH
/ . GREATERIMPACTIN
I ENVIRONMENTAL
TION: SUSTAINABILITY

T h

W\ | ‘ EXECUTIVE MASTER
——S HL i OF NATURAL RESOURCES

= MASTER OF NATURAI. RESUURCES =
—— { ONLINE & EXECUTIVE :’7_;

/M

CENTER FOR LEADERSHIP
IN GLOBAL SUSTAINABILITY

VIRGINIA TECH

CENTER FOR LEADERSHIP
IN GLOBAL SUSTAINABILITY

VIRGINIA TECH

CENTER FOR LEADERSHIP
IN GLOBAL SUSTAINABILITY

VIRGINIA TECH




NET NATIVES

e e o ch



Full Scope Advertising Expertise NET NATIVES

We've built strong relationships with established and emerging platforms, pioneering channels,
formats and ad types for the higher ed sector globally since 2008.
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52MM paid subs 56MM paid subs T15MM total ad supported subs in
112MM ad supported subs, U.S. 37% ad supported subs in the U.S. the U.S.(monthly)
Reaching ~50% of US households Reaching ~33% of US households Reaching 80%+ of US Prime
Reference Reference members/households
Reference
NETFLIX Tubi Roku
70MM ad supported subs, Global 81+MM ad supported subs, US 1in 3 US Roku households is Gen Z
30% Global paid members UCAN 1.8% All US TV viewing 85.5MM Active Global Users
70%+ of Netflix's ad-supported members 71% Unreacheable on LinearTV 41.5MM free -ad supported channels in
watch 10+ hours p/m 62% prefer free, ad-supported streaming the U.S.
Reference over paid subscriptions Reference
Reference
52MM US Samsung Ads TV devices S
350 free ad supported channels, US | ?\’)“Aﬁgl\ls ® fr{v?“el ® @ Lﬂec:,"on ® ?} o o
Reference

Net Natives X Virginia Tech | Giving Day Proposal 44



https://www.disneycampaignmanager.com/resources/product-updates/5-reasons-to-have-hulu-in-your-media-mix/
https://www.techspot.com/news/105590-disney-ceo-accidentally-reveals-how-many-disney-subscribers.html
https://advertising.amazon.com/library/news/prime-video-one-stop-entertainment-destination
https://s22.q4cdn.com/959853165/files/doc_financials/2024/q1/FINAL-Q1-24-Shareholder-Letter.pdf
https://www.foxadvertising.com/download-the-2024-stream-report/
https://www.comscore.com/Insights/Blog/Expanding-Fast
https://www.disneycampaignmanager.com/resources/product-updates/5-reasons-to-have-hulu-in-your-media-mix/
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Premium brand safe media, contextually
targeted and curated for relevancy.
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Sample Grad Media Plan NET NATIVES

This tier 3 sample media is a preliminary framework based on estimates. It should be viewed as a working draft, subject to refinement as
more accurate data becomes available. Media allocations, projections, and timelines will be updated once full data access and budget
are confirmed.

Budget %
Attention Audience March

Facebook / Instagram (Stories)

YouTube (Skippable Ads)

30%

Geofencing (Display)
1-395 OOH (Billboards)
Reddit (Display)

Hulu (Video)

WAMU (NPR Radio)

Connection

Experience)

YouTube (Shorts)

25%

Instagram (Interactive Polls) .

Action

Google / Bing Search Ads (SEM) . .
Facebook/ Instagram (Lead Form) .

Meta (Automated Retargeting) - 40 %
instagram (Countdown AG) ° BT .

Audiences Legend:

. Brand Awareness . Program specific 5 (y

Career changers/upskillers Retargeting

Contingency funds




Student Journey, from Attention to NET NATIVES
Connection
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Malik, is watching Instagram
Reels while he eats his
breakfast. A reel from an
institution in upstate New York
pops up of a school he's heard
of but doesn't know a lot about.

©

While checking
notifications, a collection ad
highlighting various
post-grad subjects he is
considering including
school counseling.
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Student Journey, from Attention to Action  NET NATIVES

Grow infellectually. Thrive socially. Live purposefully. Find out mare about our admissions

Spoasared

> g SUNY Omscta
' Mipstisay oneonta edy 1 ol
SUNY Oneonta | Admissions and Applications

ttent'on process and start your journey 2= a Red Dragoen today.
Outfront Billboard Google Search
The next Friday After a long week at
Malik is sitting in work, Malik on a lunch
traffic and sees a break Googles “SUNY
billboard on |-787. Oneonta Grad

Programs” to learn
more about the
admissions process.

OUTFRONT/
Google




Student Journey, from Connection to
Action

Spotify

While working out, Malik is
looking for the perfect
playlist when and unique
video takeover ad appearsin
his Discover feed.

@ Spotify
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weeks ago — and, after securing a 4.99
percent mortgage rate, quickly made an
offer. They're planning to close on their first
home, a newly built two-bedroom for

$592,000, in early November.

BOOK NOW

'WDOWN ON
RED DRAGON

06(02:34:39
days sec

hrs min

“Initially the timing did not seem right to us
at all — the rates were crazy, prices were
crazy, we were oul of our comfort zone,” said
Alvarado, 24, who is studying finance after

nearly four years in the military. “But when

[ .y
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Display Retargeting

The next day Malik is reading
an article on the Washington
Post sees a countdown ad for
an upcoming info session.

Display &
Video 360
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Measure

@ akero @ DemoAccountUS v Insight v Advertising »  Conversion

Funnel Reporting

Cumulative Funnel

62% 10,681
78% 8301

86% 7100

5,008 15,714

38%
23%
18%

15%
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Y
[~ELE @ Demo Account US v Insight v Advertising v Conversion » Enrolment v  Reporting v Q+ &0 o
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Enrollavent Porformsncet  FumelDoepDive  Weakly Updete Yo Compaeiscon

Irquimes

10,954 6.86% $1222712.55

- 751 6.86% $1,628M

e T v o par b o Voo
. 354 3.23% $3,45399
Primary PP B Active Cost per Cost per Cost per
M e lf l I re Program source inquiries Applications deposits lead application deposit ‘ OS ;t Of
T B Gaogk $344 855 3190 269 23 5100 $1262 §2,804
2 Facebook 561,067 1567 2% 6 HI03 - . . .
3 Coogle $lez6es 1254 56 3 s A< l l I S I t I O I '
4 Facobook tns.acs 1138 1 4 3102 310495 —
s TikTok $106,140 804 e e $s59e] $899 & B l I d et
6. Economic Goagk { LRG| §3562] g
Facobook na ‘ 2 $12351 M 557,060 o
B Economics Facebook $67.340 651 7 1 $9.620 M O d e | | I n
5 Bus Linkedin 54 5 $12058
Q. 530 ] 15 $2.405
1 45 3 $1.004
2 56 & 12 5685
3 Linkedin 24 o rwall
« P e + v e
Grand total 1,223 10,954 751 354 gn2 $3.454
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Enrotment Performance 1 Funnel Deep Dive Weakly Updates Funnel Durations Yo Comparisons Paid Actlvity

Funnel Reporting

Program - Primary source = Cancellation Reason . Ethnicity
Term - Reqian . How did you hear about us . Select daterange -
Year - Degroe Leve! - Gender - Application Received Date

Create your Keep your

Status . Previous institution . gh Scheal Jate
own budgets stakeholders w & o [
with zero informed
based Current Funnel Cumulative Funnel
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45,875
v

17189

marketing

38%

A
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62% 10,681 23%

78% 8,301 18%

v

Predict Constantly
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enrollment campaign
performance

86% 700 15%

5,008 15,714
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