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Top 10 marketing mistakes made

by continuing educators

Continuing education, for all of its strengths, often struggles with the effective
marketing of programs. When done poorly, marketing represents an expense that
undermines profitability. However, effective marketing results in a return-on-
investment that easily justifies the original expenditure. This article explores several

common mistakes in continuing education marketing.

1. Not allocating enough marketing to new programs

Treating a new program like a mature program is a recipe for disaster. New programs,
like new babies, require an extraordinary amount of attention and care. Most
marketers spend 10-15% of expected revenue to market a mature program, 15-20%
on a growing program, and closer to 20-25% during a new program launch. The
additional marketing costs during startup and growth are essential to generating

increased awareness and interest in your program.
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2. Relying too heavily on course catalogs

Direct mail averages a 1% conversion rate. This means, with postage costing $.30 to
$.45 cents per piece, it now costs $30 to $45 dollars (not including design or printing
costs) to generate one registration — and this price is only going up! Therefore, direct
mail should be reserved for highly qualified individuals. However, continuing
education departments continue investing 60-75% of their marketing budget in

course catalogs when half of their registrants now find them through search engines.

Instead, marketing dollars should be distributed in approximately the same proportion
as the source of registrants. If 50% of registrations occur because prospects found your
website in an online search, 50% of the marketing budget should focus on improving
that marketing channel (organic search optimization and pay-per-click marketing). As
another example, if 30% of your registrations come from repeat students, consider
allocating 30% of your marketing budgets to re-engaging previous students (in truth,
since these individuals are already pre-disposed toward your program, they may not

require the full 30% of your marketing budget, but don’t overlook them altogether).
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3. Forgetting a clear “call to action”

You might be amazed (or maybe not!) at the number of marketing pieces without a
clear call to action. EVERY marketing piece should include one or two specific and
actionable steps that the target audience can take. Whether your “action” is
registering, visiting your website, or calling for more information...make sure your

prospects understand what you want them to do next.

Remember that prospective students are only interested in one thing: what's in it for
them! Don’t tell people how great your university is, how long you've been teaching,
or other details unless they directly translate into value for students. Tell prospects

exactly what you want them to do. For example, requests like “register now” or “join
our mailing list” or “sign up for an information session” or “contact a student advisor
today” are more compelling than simply listing your website and phone number in a

marketing piece.

4. Failing to track ROI for marketing efforts
This is especially important when using several marketing channels for the same
program. While ROI tracking can be cumbersome, it helps you understand which of

your marketing efforts should continue and which should stop.
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5. Having a poorly defined or inaccurate target audience
Understanding your true target audience is a critical step in the marketing process.
The more you know about your prospects, the easier you can convince them to attend
your courses. If you understand who is likely to attend your programs and why they

will attend, you are well on your way to successful marketing. You can use this
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