REASON + PASSION

Reaching the right people at the right time in the right way.

EDUCATION EVENT MARKETING & DESIGN
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THE CHALLENGE

The Art Institutes (Ai) is one of the best-known
creative schools in the U.S,, with locations across
North America. Their biggest enrollment event

is their monthly Open House, during which
prospective students tour the school, learn about
programs, and have the opportunity to apply.

The Open House event itself left something to
be desired. With no comprehensive marketing
strategy in place to support it, it was a stale,
monotonous, and disorganized affair, leading
to a steady decrease in RSVPs, attendance,
and applications.



THE ART INSTITUTES

THE RESULTS

A Creative a gre at Our new marketing strategy paid off right away. By segmenting our audience,
llfe iS adventure we were able to focus in on the right people, creating the following results:

- Marketing waste factor was cut by 40%.
h - By centralizing the production and mailing of the invitations,
tne we were able to save each campus more than $4,000 per event.
3 Ch 2 | | en ge U |tl mate - The invitations increased RSVPs by 77% year over year
goa\ and by 60% event over event.

The new Open House experience improved both the same-day and post-event conversions.
Fifty-two percent of people who attended the new event applied for admission to the
school—a 17% increase. We also saw a 26% increase in the appointment schedule rate,
increasing the likelihood to start school.
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THE CHALLENGE

Duarte Unified School District (DUSD) is a
smaller school district in Southern California
surrounded by much larger, established
districts. A negative perception of the schools
in DUSD carried over from the city of Duarte’s
historic crime rate and past gang activity.
School enrollment had been declining for many
years, losing millions of dollars in funding from
the state; teacher and staff morale was down,
and lack of city support and families moving to
schools outside the district created a depressed
state within DUSD. A new and progressive
Superintendent joined DUSD with the vision
and energy to fuel a needed cultural shift, and
VDS was brought on board to help.
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THE DAY HAS COME! IBAIATE > SETIRTELT o
S NEAK PEEK EVENT! 800-768-1568 B come2duarteusd.com

RESULTS December 17, 2016 - 9:30 AM

Register soon. Space is limited

. . . 800-768-1568 or come2duarteusd.com
Over 500 people attended the event—families who lived in Duarte but
petitioned to have their students attend other districts, families who
moved out of the district and were considering returning, and current nllAR [ SR IREOEE » BRPAENE
families who wanted to know more about the schools their students HEEH—BEENEERNE
were currently enrolled in. While event attendance was the main goal, EFESR
a secondary effort was for people to sign up at the event to attend an ) » City of Hope STEM S1{ERf#
L Join us and find out what exciting IEEEE S
individual school tour at a later date. To date, 215 school tours have programs Duarte Unified has to offer! He
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City of Hope STEM Partnership
Project Lead the Way
Early College & Industry Internships = /1=
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WHO WE ARE

THE CHALLENGE

The California School of the Arts - San Gabriel Valley
(CSArts-SGV) will be Orange County School of the Arts’
(OCSA) first satellite campus. For the past 30 years, this
award-winning public charter school has been known for
providing unrivaled arts training combined with rigorous
academic programs to aspiring young artists.

Our engagement was to identify an audience for a series
of Preview Day events that were to take place within

a few short weeks. In addition to meeting the school’s
incredibly high expectations, we were faced with
significant challenges such as lacking a physical campus,
an unidentified and not-yet-engaged audience, and
undiscovered target demographics. We were also working
with a strategic budget, demanding focused media and
implementation, and, most importantly, we needed to
generate lightning-quick results.

We took this opportunity to make an unforgettable
impact: take OCSA’s award-winning education reputation
and pair it with our methodology—which includes data
science, industry-leading research, enrollment marketing
strategies, and unparalleled creative—to promote the
school, drastically drive attendance efforts for Preview Day
events, and get a positive message out to the community
and prospective families.
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From the beginning of our partnership with CSArts to
their first Preview Day, we had a short window of time to

"

OCSA'S WISTORY & WERITAGE BIGGER mian v produce results. We delivered—on time and on budget.
o . ENVIRONMENT
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We managed to drive awareness and excitement around
a school that did not yet exist, around a district that was
unfamiliar. We were also able to use our understanding
of the education sector, targeted communications, and
predictive modeling tools to create a valuable list of
prospective families for enroliment. We helped CSArts
uncover strong prospective student leads with incredible
precision and generate an extensive database to give the
school a strategic advantage.
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From the first Preview Day in October 2016 to the last
one in February 2017, more than 6800 potential families
attended the events, with approximately 2500 RIFs
(Request for Information Forms) filled.

F‘..1I|IJrf:1r:I|','._.-li.'."-r:.1ﬂ‘.:-;.-|; 22 at 9:30 AM Because of our work, CSArts was able to surpass its
o 840-student enrollment goal by generating more than
900 applications to date (February 2017), with a few
more months until the start of the school year in August.
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ACADEMY O

THE CHALLENGE

Academy of Art University offers innovative arts
education in San Francisco and online. They have a
comprehensive selection of programs, which generates
search engine traffic from people interested in a wide
range of artistic pursuits.

This traffic was being directed to the same location:
the school’'s home page. This provided a less-than-
optimal user experience, making it difficult for
prospective students to find information about their
program of choice. There also wasn’t any system in
place to gather contact information and track their
interactions. This lack of system and reporting made
it difficult for the school to implement a cost-effective
and compelling marketing plan.

We saw an opportunity to kill two (or three) birds
with one stone: give prospective students a better
online experience with AAU and improve the school’s
marketing outcomes while decreasing costs.
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ACADEMY OF ART UNIVERSITY

THE RESULTS

The landing pages had an immediate impact. Within the first
90 days, we were able to reduce AAU’s cost per enroliment by
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Academic Support The Library Online

Find the resources and support Access e-books, periodical
for your online coursework. articles, images, and more.
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50%; within six months, we had reduced it by a staggering 70%. RESOURCES = S
We were also able to remove more than 70% of the school’s SR o

ineffective marketing efforts, freeing up time and budget to
focus on activities that had better outcomes.

Frequently AS ked Do you have questions about our fashion programs?
. Start here.
Questions
HE‘I"E are Can | earn a degree and/or certificate online? as Will | be able to interact with my classmates? M
some of the
cCompanies
hiri ng our
i J Lt ; P How do | submit my work, get feedback, and
y Canl tact tructor if | d help?
!:Irl-idﬁ K i ’ — an | contact an instructor if | need help’ N check grades? N

I'm still in high school - can | do anything to
prepare myself now and learn more in art and
design before I'm ready to apply?

I'm just interested in taking some classes that
interest me - do | have to get on a degree track?

Are you readycigu@itas

& world of fashion? \ﬂ*
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We are focused on yielding
extraordinary results for our clients.
We understand that the lifeblood
of their business depends on the
efficiency of passion and reason

THANK YOU. coming together.

Matching their passions, we also
infuse reasoning behind those
passions to guide our clients

to success.
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