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INTRODUCTION

Whether your experience with higher education waxes 
intellectually towards “A Beautiful Mind” or conjures 
raffish visions a la “Animal House,” make no mistake: a 
university, at its core, is a business. A very big business.

Marketing is a complex task, and, as with any brand looking 
to be successful in an extremely competitive 
vertical, universities must modernize as tactics 
in digital marketing evolve. However, 
institutions face unique challenges as 
compared with other businesses. The 
lead pipeline is years-long, the financial 
investment is tremendous and the long-
term impacts on society are immeasurable.

To address these challenges, universities 
need to start with the basics: who is the 
audience and how can they be reached?

The questions are deceivingly simple, while the answers 
much less so. Higher-learning institutions have diverse 
audiences—from prospective students and their families 
to faculty, alumni and donors. A core repository of content 
for marketing communications to this audience lies in the 

university website. Because this digital location may be the 
only “visit” available to potential stakeholders, it’s critical 
that a university website provide complete, accurate and 
unambiguous information in an easy-to-find manner.

In the inaugural version of this report (2018), Convince 
& Convert expected to rank top American 

university websites and find a clear winner. 
Instead, we discovered five primary 

themes around which the most successful 
schools focused their website marketing 
efforts. In new version of the report 
we did for 2019, we continued with 
our same methodology and found 
many of the schools made huge 
improvements to their websites.

These themes are important because 
the learnings we share in this paper go 

beyond the higher-education vertical. Any large 
organization responsible for communicating with 
diverse, sizable audiences can learn from our results 
and apply them for improved audience reach.

best practices

A Note to You from Our Founder and President, Jay Baer

 

Hi higher ed marketer, I’m thrilled you got your copy of our 2019 research! Over the course of 

our 10-year company history, we’ve worked on the digital, social media or content marketing 

strategy (and in some cases all three) for more than fifteen higher-ed and non-profit clients. 

Those clients include the likes of Indiana University, Oregon State University eCampus, The University 

of Arizona College of Social and Behavioral Sciences, Central New Mexico Community college 

and Arizona State University. Clients have come to us with every variation of digital resources, 

maturity and stakeholder challenges. In that time, our team continues to understand that higher-

education marketers have one of the hardest jobs in marketing. Answering to an increasing 

number of stakeholders and maintaining brand legacies while implementing new digital practices, 

often times on an aging technology platform, can be nothing less than an uphill battle.

In this report we wanted to go beyond our client set and see where the broader group of higher-ed 

institutions in America were on their website maturity and likeness. Here’s our version of that analysis. If 

you think we have it right, we’d love to know. If you think we have it wrong, we’d like to know that too.
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METHODOLOGY

For this report, Convince & Convert reviewed the top 50 universities in the United States, based on undergraduate 
enrollment size as determined by Niche.com’s August 2018 research. We continued on our established 100-point 
scoring system and analyzed each school’s website to explore the effects of both quantitative and qualitative factors.

Quantitative Scoring

Convince & Convert first ranked the universities against four distinct website measurements-each worth a total of 0-10 
points, for a 40-point maximum-to create a standardized quantitative baseline:

Mobile Site Friendliness – We used Google’s Mobile-
Friendly Test Tool to check the college websites’ 
display on small screen devices, including readability 
of fonts used and inclusion of unsupported Flash 
content. However, this test was not merely about 
usability. Google and other search engines actually 
give higher preference to responsively designed sites 
properly optimized for mobile.

Number of Backlinks – Backlinks, also called 
inbound links, are the number of external website 
connections that lead back to an original site 
source. They are an important measurement of a 
website’s SEO (search engine optimization) health 
because they indicate which content performed, or 
continues to perform, strongly in terms of relevance, 
authority and general interest. The Backlinks Tool 
from SEMRush provided us with insights on which 
university domains had been validated by a high 
number of backlinks within the prior 12 months.

Number of Content Social Shares –  Another 
indicator of digital content strength is the frequency 
with which a website’s articles (e.g. web pages) are 
amplified via social sharing. Through BuzzSumo’s 
Content Analysis Tool measuring Total Engagements, 
we determined the number of articles each university 
had published over the past 12 months, as well as the 
total number of shares the domain achieved and the 
average number of shares per article.

Homepage Load Time – Website efficiency in 
mobile device usage is a critical parameter that 
many marketers underestimate. Whether an online 
property is selling t-shirts or higher education, 
visitors will stop browsing and abandon their 
shopping experience if site content doesn’t load. 
Convince & Convert checked the college 
homepages against the Pingdom Website Speed 
Test as page load time, file sizes and code elements 
including HTML, CSS, JavaScript and images all 
affect how well a website performs for its users.

Qualitative Scoring

Once the universities were reranked based on these quantitative scores, we next chose the top schools and evaluated each 
based on five qualitative features. Each measurement was assigned a value of 0, 6 or 12 points, for a 60-point maximum:

Clarity of Brand/Identity – At Convince & Convert, 
we advise clients that branding must be established 
first before any other marketing efforts. A solid identity 
is essential to design, messaging, packaging and 
selling consistency. This applies to all businesses, 
including those in the higher-education field.

Ease of Use for Students – From researching 
professors and planning class schedules to attending 
events and checking the cafeteria’s daily specials, 
students comprise the most active audience of a 
university’s website. As campus power users in 
both the real and digital worlds, students need 
clear navigation and robust search functionality.

CONVINCEANDCONVERT.COM/HIGHER-ED-MARKETING
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Ease of Use for Parents – Long before a daughter 
or son departs for college, parents research the 
costs, location, offerings and reputation of a potential 
college. Parents want answers on demand even 
though they may not commit to the investment for 
years down the road, and this creates a particular 
challenge for universities. Higher-education 
marketing must offer thorough, updated information 
while at the same time managing a long-term 
content strategy to educate and guide parental 
stakeholders into the school’s sales funnel.

Ease of Use for Alumni and Donors – Apart from 
tuitions, alumni and donor contributions provide a 
much-needed financial boost to a college’s bottom 
line. Past enrollees want to stay informed on 
school news and events; philanthropic supporters 
want to ensure their donations are being put to 
intended use. Universities can take advantage of 
shared individual/collegiate experiences while 
cultivating community outreach.

Ease of Use for Faculty and Staff – Universities 
need to support their internal teams as any 
business does. On-campus staff at all levels, from 
maintenance workers to tenured professors, 
require resources to help them be successful in 
their roles. Employment forms and policies, career 
opportunities, IT resources and training should all 
be easy for faculty to locate.

Universities Included in Our Research

 ➡ Arizona State 
University

 ➡ Ashford University

 ➡ Brigham Young  
University

 ➡ California State  
University Fullerton

 ➡ California State  
University Long Beach

 ➡ California State  
University Northridge

 ➡ Florida International 
University

 ➡ Florida State 
University

 ➡ Indiana University 
Bloomington

 ➡ Iowa State University

 ➡ Ivy Tech Community 
College Central 
Indiana

 ➡ Liberty University

 ➡ Louisiana State  
University

 ➡ Miami Dade College

 ➡ Michigan State 
University

 ➡ New York University

 ➡ Ohio State University

 ➡ Penn State

 ➡ Purdue University

 ➡ Rutgers University

 ➡ San Diego State 
University

 ➡ Temple University

 ➡ Texas A&M University

 ➡ Texas State University

 ➡ Texas Tech University

 ➡ University of Alabama

 ➡ University of Arizona

 ➡ University of California 
Berkeley

 ➡ University of  
California Davis

 ➡ University of California 
Irvine

 ➡ University of California 
Los Angeles

 ➡ University of California 
San Diego

 ➡ University of  
Central Florida

 ➡ University of Colorado 
Boulder

 ➡ University of Florida

 ➡ University of Georgia

 ➡ University of Houston

 ➡ University of Illinois 
Urbana-Champaign

 ➡ University of Maryland 
College Park

 ➡ University of Michigan

 ➡ University of 
Minnesota Twin Cities

 ➡ University of Missouri

 ➡ University of North 
Texas

 ➡ University of South 
Carolina

 ➡ University of South 
Florida

 ➡ University of Texas at 
Austin

 ➡ University of  
Washington

 ➡ University of 
Wisconsin Madison

 ➡ Virginia Tech

 ➡ Western Governors 
University

CONVINCEANDCONVERT.COM/HIGHER-ED-MARKETING
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Tied for #1: University 
of Texas at Austin

Tied for #1: University 
of California Berkeley

THE TOP 25 UNIVERSITY WEBSITES

For 2019, top honors are shared in a tie between University of California Berkeley (last year’s #1 ranked) and University of 
Texas at Austin, each receiving the highest total grade of 95 out a possible 100 points.

CONVINCEANDCONVERT.COM/HIGHER-ED-MARKETING
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#3: University of Florida

Tied for #4: University Of Michigan

Tied for #4: University Of Arizona

University of Florida ranks third. With 5-way tie for 4th place, we have University of Arizona, University of Michigan, 
University of South Florida, University of Washington, and Virginia Tech. (Next year, we’ll incorporate a tie-breaker 
component to our methodology.) 

CONVINCEANDCONVERT.COM/HIGHER-ED-MARKETING
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Tied for #4: University Of Washington

Tied for #4: Virginia Tech

Tied for #4: University Of South Florida

CONVINCEANDCONVERT.COM/HIGHER-ED-MARKETING
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This year’s results show impressive rankings progress and a closer competitive field amongst the top 25 university 
websites. The following chart illustrates the results of Convince & Convert’s quantitative and qualitative score analysis to 
generate our list of top 25 university websites:

 RANKING UNIVERSITY QUANTITATIVE QUALITATIVE SUM
   (40 PTS MAX) (60 PTS MAX) (100 PTS MAX)

 1 - TIE University of California Berkeley 35 60 95

 1 - TIE University of Texas at Austin 35 60 95

 3 University of Florida 28 60 88

 4 - TIE University of Arizona 27 60 87

 4 - TIE University of Michigan 27 60 87

 4 - TIE University of South Florida 27 60 87

 4 - TIE University of Washington 27 60 87

 4 - TIE Virginia Tech 27 60 87

 9 - TIE University of Colorado Boulder 26 60 86

 9 - TIE Texas A&M University 26 60 86

 11 University of South Carolina 25 60 85

 12 University of Georgia 24 60 84

 13 Iowa State University 23 60 83

 14 Rutgers University 31 48 79

 15 California State University Fullerton 19 60 79

 16 - TIE University of California - Los Angeles 30 40 78

 16 - TIE Ohio State University 30 40 78

 18 Texas State University 17 60 77

 19 University of California - Davis 28 48 76

 20 University of North Texas 16 60 76

 21 University of California - Irvine 26 48 74

 22 University of Wisconsin 35 36 71

 23 Penn State 28 42 70

 24 - TIE Michigan State 21 48 69

 24 - TIE University of Minnesota - Twin Cities  21 48 69

 24 - TIE University of Illinois at Urbana-Champaign 27 42 69

CONVINCEANDCONVERT.COM/HIGHER-ED-MARKETING

https://www.berkeley.edu/
https://www.utexas.edu/
http://www.ufl.edu/
https://www.arizona.edu
https://www.umich.edu/
http://www.usf.edu/
https://www.washington.edu/
https://vt.edu/
https://www.colorado.edu/
https://www.tamu.edu/
https://www.sc.edu
http://www.uga.edu/
https://www.iastate.edu/
https://www.rutgers.edu/
https://www.fullerton.edu/
http://www.ucla.edu/
https://www.osu.edu/
http://www.txstate.edu/
https://www.ucdavis.edu/
https://www.unt.edu/
https://uci.edu/
https://www.wisc.edu/
http://www.psu.edu/
https://msu.edu
https://twin-cities.umn.edu/
http://illinois.edu/
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TOP 5 THEMES REMAIN TRUE IN 2019

Convince & Convert’s initial goal for this report was to share a list of top U.S. university 
websites based on typical web KPIs (key performance indicators). However, as often 
happens during the course of research, conclusions are apparent that were broader 
in scope than black and white numbers. 

What follows are the five primary themes we discovered around successful 
university website marketing.

1 Navigate Without Mystery

Businesses spend millions of dollars to entice potential 
customers into their shops, but, if individuals can’t 
find what they’re looking for once they enter, a 
business simply won’t make the sale. Locations of 
both the real world and virtual kind need clear signage 
to help prospects locate the item they want.

Think of a university website as a store. You found 
your way there and realize it’s a very large building. 
To make your experience more intimidating, this 

store is constantly remodeling, adding new products 
(pages), setting up new shelves (sections) and 
expanding its rooms (categories). You need a map 
to guide you; the website navigation provides it.

Like shops in a mall, each college we reviewed had 
its own way of designing and displaying “signage”— 
its navigation menus and submenus. Convince & 
Convert identified two primary factors that made 
university website navigation most successful.

Concise, Unambiguous Language

Choice of words matter, and the universities who did 
the best job used very clear and simple terms in their 
navigation, such as “Admissions & Aid,” “Academics,” 
“Research,” “Alumni” and “Athletics.” These standard 
phrases have consistent meaning and enable users to 
identify quickly the preferred starting point into the site.

The University of Arizona also precisely captures easy 
navigation for different core audiences to self-select their 
content path via a drop-down menu at the top of the page. 
Many of our top-ranking sites directly address our five key 
audiences with other forms of easily accessible navigation.

Visitors should never have to guess at what a navigation 
label means. University of Colorado Boulder does a best-
in-class job of presenting a single line of clean, concise 
navigation options perfectly labeled, and also including 
our preferred audience segmentation (no dropdown 
required.) Candidly, if we could have given extra points in a 
“Cleverness of Branding” category, University of Colorado 
Boulder would have earned it with its “Be Boulder” slogan. 
Look for that as a potential tie-breaker component next year.

best practices

Tied for #9: 
University of 
Colorado -                

Boulder

#Tied for 4: 
University of 

Arizona

CONVINCEANDCONVERT.COM/HIGHER-ED-MARKETING
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Limited Number of Menu Options

Most of the universities we looked at restricted their 
top navigation to a reasonable seven or fewer choices. 
However, many then disrupted the flow by offering 
too many nested submenus, creating an expanding 
block that fills visitor screens. Be precise with site 
navigation, as Texas A&M does with a clean, easy-
to-absorb top-bar navigation, which includes 12 
options, plus audience segmentation in the visible 
second tier, plus site search, to streamline usability.

Also, Texas A&M’s execution of the full-screen 
motion video is excellent and still clocked in at an 
initial home page load time of 1.28 seconds, well 
within our 1-3 second recommended guideline.

Your website visitor behavior may shed 
light on how to best organize your 
information. 

Review your site analytics to identify the most 
frequently accessed pages, as well as those with the 
most time spent on-page; these two measurements 
indicate higher interest in that content.

However, usability goes beyond legibility and font 
choices. In the University of Maryland, College Park’s 
case, it may have gone a little too far with fly-out 
navigation based on page scroll. Each section’s fly-
out navigation and content directly obscures the big 
image shot to which the visitor is drawn. It interrupts 
the experience. If the huge amount of page space 
allocated isn’t needed for those images, reduce them. 
But don’t obscure them until or unless the visitor clicks.

#35: University of Maryland#10: Texas A&M

CONVINCEANDCONVERT.COM/HIGHER-ED-MARKETING
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2 Maximize the Mobile Experience

Website demographics and devices continue to change 
dramatically. Once we could only access online sites 
from a relatively immobile desktop computer and 
monitor; today, website visitors are digital natives 
expecting information wherever they go. This paradigm 

shift necessitates a mobile-first approach to design.
While all university websites Convince & Convert 
evaluated for this report were viewable on mobile 
devices, many had design or content issues that 
downgraded performance and general usability.

Prioritize Content

It’s a difficult truth for many businesses to accept, but 
one size does not fit all when it comes to websites 
and content. Mobile website users need information 
fast, without extraneous fluff or unnecessary levels 
of complication. This means that businesses must 
evaluate existing website content and decide what 
is most important to their roving audience.

Compare and contrast the intentional mobile first 
approach adopted by Arizona State University vs. some 
of the other sites that try to make mobile just work 
on a small device. You can see, usability and the user 
experience are underwhelming when mobile first is 
not a priority. That spans UI/UX, content prioritization 
(no, not all desktop content needs to be present 
on a mobile device), and page load times—smaller 
images, please—are all critical factors to address.

#35: Arizona State 
University

#41: Florida International 
University

#16: University of      
California - Los Angeles
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Minimize Images

Businesses must also be judicious in the use of imagery 
on mobile sites. Colorful lifestyle photos may show off 
a brand’s personality, but they can also get in the way 
of a good mobile experience. Images must be resized 
for small screens, take longer to load (especially when 
wi-fi is spotty), and often aren’t relevant—or even 
necessary—to the information a user is seeking.

Much like Texas A&M, Indiana University – Bloomington, 
also has spectacular full screen motion video on their 
homepage, and appropriately scales it was back to a 
single, small image for mobile. Both provide top corner 
menu navigation optimized for the mobile visitor, even 
emphasizing more of a “current student” navigation priority. 

On the other hand, going too simple on images can 
be a problem. The University of South Carolina might 
have been going for an understated look with a large 
beautiful photo and near lack of copy, but the result 
does not benefit mobile users at all. This approach, 
while possibly visually pleasing, provides little value 
to an audience who needs content, not creative.

#10: Texas A&M #29: Indiana University 
Bloomington

#11: University of South 
Carolina
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Make It Readable

Copy that is easy to read on a full-size computer monitor 
is not necessarily legible on small devices. Small font sizes 
or text colors that clash against background colors are 
common culprits. The University of California Los Angeles 
chose to use their school colors—blue and yellow—but 
the color combination and tiny font made for difficult 
mobile legibility especially in the footer navigation links.

In contrast, the University of California San Diego campus 
was able to put its blue and yellow palette to better use. 
Their web team implemented a larger font and selectively 
used color blocks to break up the user’s vision and make 
the copy more readable. (Although to be honest, we’re 
not entirely sure that giant octopus tentacles reaching 
over a cliff wouldn’t scare off a prospective student.)

Test your mobile site pre-deployment 
to ensure readability and accessibility. 

Your desktop site may be easily clicked through  
with a full keyboard and mouse but could become 
completely unusable to navigate via touchscreen  
or voice commands.

We understand the social fervor and severity of sexual 
abuse and misconduct, so it’s no surprise these days a 
campus would place a great importance on the topic, 
including website content. However, the decision 
by University of Michigan to make, “Report Sexual 
Misconduct” their very first navigation link can 
also leave an unintended, negative impression, 
suggesting their campus or college experience is 
so unsafe, it needs to be the most prominent link 
on the website. Perhaps instead the topic can be 
framed as, “Campus Safety,” or “Student Safety,” 
which would probably be less frightening to parents.

#16: University of  
California - Los Angeles

University of  
California - San Diego

#4: University of Michigan
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3 Establish a Relationship

During our research, Convince & Convert noticed an 
interesting trend: A number of colleges focus much of 
their website homepages on latest news and upcoming 
events. This is not necessarily a bad content choice. It’s 
understandable that a university wants to showcase exciting 
updates. Our primary concern with this approach is that 
new visitors are presented with content that largely caters 
to individuals—such as current students and faculty—
that are already vested in campus activities. In addition, 
even on-location users might not find news and events of 
particular value, given their broader opportunities to locally 
learn about these without visiting their college’s website.

The solution is to think of your website visitors as 
an ongoing relationship, not a one-time date.

A website is, by virtue of being published online, available 
to a global audience. Therefore, it’s realistic to say that 
readers and prospective subscribers (in the form of 
students, educators, and staff) from around the world 
will get their first introduction to a university’s culture, 
offerings, and specialties through what’s featured on the 
homepage. Schools should take a reciprocal approach: 
giving value, sharing a little about themselves, and 
inviting visitors to make a longer-term connection.

The University of Georgia, Iowa State University, and 
Rutgers all set good examples. Each of these colleges 
have homepages that both send a clear message about 
their institutional values while making it easy for potential 
customers (prospective students and alumni, parents 
and families, and faculty) to self-identify and indicate 
the type of content (i.e., relationship) they want.

#12: University of 
Georgia

#13: Iowa State 
University

#14: Rutgers

CONVINCEANDCONVERT.COM/HIGHER-ED-MARKETING
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The University of California Irvine did well this past year to be less self-centered on their homepage where they provided 
typical “About” and “Admissions” type menu options but offer visitors little direction to invest deeper through either the 
navigation or homepage content. Very nice content expansion.

 Ask yourself: 

What kind of introductory experience do you give 
new customers, and how do you want them to feel 
and react? Does your website act like a restaurant 
who greets entering guests by shouting the daily 
specials at them and then telling them they can only 
order from a prix-fixe menu with no dietary 
requests allowed? We suspect your restaurant 
might not get a lot of repeat business.

#15: University of California Irvine (2019)

#20: University of California Irvine (2018)
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 4 Define your Unique Selling Proposition

There’s no denying that enrolling in higher education is 
one of the biggest—and most daunting—investments 
an individual or family will make in a lifetime. Numerous 
considerations go into selecting a university. For some 
students, attending a certain college means carrying 
on a parental legacy. Other students are drawn to 
specific schools for their unique opportunities in 
specialized fields of study. And for many individuals, 
the decision is primarily based on fiscal drivers in the 
form of residency, scholarships, or tuition assistance.

Knowing the high financial, time, and emotional cost 
of the product they offer, one would expect universities 
to excel at marketing themselves. Yet, if you were to 
remove the college’s name off their website and replace 
it with any other name, you likely wouldn’t notice a 
difference. Convince & Convert’s research concludes 
that most higher educational institutes don’t do well at 
differentiating what’s unique about their school. Design 
layout, imagery, and content tends that are fairly bland 
don’t help the school standout against the competition.

It’s essential for any business to be able to definitely 
show their USP (unique selling proposition). At Convince 
& Convert, we emphasize that having a clear value 
proposition—even one that ostracizes some prospective 
customers—is a competitive advantage that allows 
you to avoid the trap  of trying to please everyone. 

Again this year, one of the best examples remains Indiana 
University Bloomington. Their website is on brand, with 
appealing visuals and video above the fold that shows 
what makes them special. Their homepage proudly shares 
statistics on the total academic programs they offer, how 
many research projects they invest in, and the number 
of international student opportunities they support.i

#29: Indiana University
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#40: Florida International University

Similarly, Florida International University’s website 
confidently emphasizes cultural diversity, successes from 
current student projects to research advancements, 
alumni accomplishments. FIU’s website clearly conveys 
school pride without being overly boastful; it truly inspires 
visitors to join their team and be a part of the collective 
success. It is also another example of well executed full 
screen video imagery, although we do challenge the value 
of showing a student riding away on his skateboard.

A Good Value Proposition is a clear 
statement that: 

 ➡ Explains how your product solves customers’  
problems or improves their situation (relevancy)

 ➡ Delivers specific benefits (quantified value)

 ➡ Tells the ideal customer why they should buy  
from you and not from the competition  
(unique differentiation)

 According to Conversion XL, a digital analytics firm
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#31: Purdue University

5 Enable the Action

Higher education institutions are a business that, 
like every company, makes money from obtaining 
and retaining customers. Universities may call 
their them “students,” “alumni,” and “donors,” 
but the end goal is the same: revenue.

Most marketers are aware of the Pareto principle, more 
commonly referred to as the 80/20 rule. Roughly speaking, 
this credo predicts that 80 percent of results come from 
20 percent of activity. Therefore, to maximize results, a 
business should focus on their most profitable actions.

College profits arise from tuitions and residency 
fees, alumni and corporate donations, and 
government sponsored scholarships or grants. 
It’s logical, then, that to maximize the inflow of 
these monetary streams, a school should make the 
financial processes as seamless as possible.

Prospective students and parents comprise the 
largest source of funding for universities. Enrollment 
and scholarship information is critical, yet too 
many colleges make this content unreasonably 
hard to find by hiding it deep within their websites. 
Several of the top schools in our report, however, 
were not afraid to ask for what they wanted.

Purdue University’s navigation make these path easy 
to find by including “Research and Partnerships,” 
“Entrepreneurship and Commercialization,” and 
an omni-present top navigation link to “Give.”

We also like how some sites differentiate between 
“Alumni” and “Giving” because they are two 
very different content paths. One example is 
University of Georgia which addresses these in 
two differentiated  links in the top navigation.

“Our social media program at the IU Foundation was in its infancy when Jay and his team stepped in to help develop 
our new roadmap. They immersed themselves in our business and developed a comprehensive, step-by-step plan 
covering channel optimization, content strategy, data analysis and business tracking. Convince and Convert exceeded 
our expectations in terms of thoroughness, detail, and breadth of creative ideas. After two years of work with C&C, 
we’re continuing to implement their recommendations with great success.”

– Anne Wymore, Associate Vice President, Marketing & Annual Giving Indiana University Foundation
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CONCLUSION

The most successful universities in the United States share many common traits, but there is certainly room for 
improvement. In an established industry known for bureaucracy and permanence, it’s not easy to convince stakeholders 
to change the way they do business. However, because higher education, by its very definition, strives to teach and 
improve the world through its students, it must evolve and adapt to maintain a position of service.  

While this Convince & Convert research centered on higher education website marketing, the results we found are 
relevant to any brand needing to reach a diverse audience. Design, navigation, content, context, and usability are the 
foundations to an engaging and successful site.

As long as a business can accurately identify its core audiences, understand their specific needs, and provide a solution, 
both the brand and the customer can journey together toward a mutually beneficial conclusion.
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ABOUT CONVINCE & CONVERT CONSULTING

Convince & Convert Consulting, led by Jay Baer, is an experienced, highly focused 
analysis and advisory firm that creates effective, best-in-class digital marketing, 
social media, and word of mouth and strategies for the world’s most interesting 
organizations. Your audience expects more from you than ever. And what is required 
to be remarkable continues to escalate. Are you certain you are meeting that 
demand today? Do you know how to get there specifically and in what sequence of 
steps? We do.

We have helped numerous higher education and non-profit clients refine their 
digital strategy and deploy an operational plan to dramatically improve their social 
media and content marketing results. Institutions such as Arizona State University, 
Indiana University, Oregon State University, and, The University of Arizona trust us to 
help them create the strategic digital foundation for marketing and admissions 
teams to excel in their goals and build confidence with senior leadership. From word 
of mouth marketing to content and social, email and messaging to online 
reputation, we are your expert.

For information on our comprehensive, research-backed strategic marketing plans reach 
us directly at: at ConvinceAndConvert.com/higher-ed-marketing or 602-616-1895.
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