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Today’s teens are perhaps the most connected 
generation in history. They’re online almost constantly, 
connected through mobile devices to social networks 
that offer nearly unlimited potential for engagement. 

But not all social media is equal. Video is changing  
the Internet and, with it, the potential to engage  
a new generation of students starting the college 
search process. 

With this resource, you’ll learn to use the unique power 
of video to attract and engage prospective students 
through social media. We’ll introduce some of the most 
popular social media platforms and provide ideas and 
insights into how best to use them to share videos that 
engage your audience. 

Introduction

There is a time and a place for copy, 
but text-based overviews of campus 
life do not convey the same sense  
of community, feel, and culture.
Mary Wagner, Director of Admissions, University of South Carolina
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The Power of Video
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Video offers a powerful opportunity to connect with 
potential students, their families, and high school 
admissions officers. By 2017, video is expected to 
account for nearly three-fourths of all Internet traffic.

The heaviest consumers of online video are Gen 
Zers, the Internetsavvy digital natives now replacing 
Millennials. Today’s teens, born around the 2000s,  
watch twice as many videos on mobile devices  
as any other group.

Video is their preferred communication style, yet it 
presents one of the biggest challenges to universities. 
Students expect original, engaging content from all 
corners of their continuously evolving digital worlds. 
Meanwhile, technological innovations are radically 
changing social media.

Did you know?

Nearly 70 percent of students say social media content 
is influential in their college search, yet one recent 
admissions report found that most college social media 
accounts don’t meet their expectations. Only a third of 
high school students surveyed in Uversity’s Admissions 
Report found college social feeds to be very useful.

The Power of Video

By 2017, video is expected to account 
for nearly ¾ of all internet traffic.

“Adding video to your social mix 
means audiences are 10 times more 
likely to engage and share your post.”
(Content Marketing Institute)

88%
The average internet 
user spends 88% 
more time on a 
website with video.
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Perhaps more than any other media in the modern 
marketing toolbox, video is inherently a storytelling 
medium. With new platforms for digital video at their 
disposal, universities are now more than ever able 
to use social media to share and curate interesting, 
informational, and entertaining content.

1. Video viewers are engaged viewers

An estimated 65 percent of viewers watch three-
quarters of a video. Increased retention rates signal 
video is a preferred communication medium over 
traditional text and print.

2. Video offers powerful metrics

Tracking when and why a viewer’s attention drops off 
allows content creators to fine-tune future videos for 
maximum impact.

3. Video commands attention

The mention of video in email boosts open rates by 20 
percent and increases click-through rates by 65 percent, 
according to a report of video marketing trends.

4. Video works

Video offers higher conversation rates over traditional 
marketing.

Why Video Offers the Best ROI

For many marketers, video offers the best return on investment. Why?
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But that’s not all. Along with powerful metrics and 
effective returns, video offers a rich media experience 
with an opportunity for emotional connections. The 
old expression “facts tell, but stories sell” should guide 
content decisions. Prospective students need both facts 
that engage logic and stories that engage the heart as 
they make decisions about enrollment.

Why Video Offers the Best ROI

“We are in an entertainment- 
and image-driven culture.  
Focus groups, surveys, students 
and their parents tell us that 
students prefer images and 
pictures when they first start 
to explore an institution. Video 
can tell a story when the viewer 
may not have time or interest 
in reading through lots of text. 
There is a time and a place for 
copy, but text-based overviews 
of campus life do not convey 
the same sense of community, 
feel, and culture.”
Mary Wagner 
Director of Admissions, University of South Carolina

45%
STUDENTS SPENDABOUT HALF

OF GEN Z  
S T U D E N T S
LOOK AT VIDEO
OR SOCIAL MEDIA FOR TYPICAL

RESEARCH  ASSIGNMENTS

MORE TIME WATCHING

ONLINE VIDEO
THAN THE AVERAGE INTERNET USER



7© 2019 StudentBridge

Today’s Gen Z students, even more than their 
Generation Y and Millennial counterparts, will travel 
across digital mediums. Brands must travel with them 
to keep students engaged.

Video is also one of the few marketing mediums that 
can actuallybe tracked.

When a college invests tens of thousands of dollars  
into new brochures or viewbooks, they do so without 
any hope of being able to track their impact. It is 
impossible for admissions teams to know how many 
students looked at them. Did their interest in your 
program stall after they read page eight?

While no one is suggesting these traditional approaches 
shouldn’t be part of the mix, it is clear no one can 
attribute any on-campus visits directly back to a 
viewbook? Not so with video, intelligent video analytics 
can provide admissions teams with a wealth of data 
about the impact of each video and the associated 
activity of your audience.

Admissions teams can track in real-time which videos 
students are watching, how long they are watching 
them for and how many times. All this data is extremely 
useful for filling in the blanks and building a fuller 
picture of your prospective students. This information 
can empower decision making, enabling more targeted 
follow up based on students video preferences, which 
in turn increases your engagement levels and deepens 
the emotional connection with each prospect.

Why Video Offers the Best ROI

“Admissions teams can track 
in real-time which videos are 
students watching, how long 
they are watching them for 
and how many times .”
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As you can easily incorporate calls to action alongside 
video content you can measure the direct impact of 
each video towards your admission’s goals; whether 
you are looking to drive on-campus visits, information 
requests or increase direct applications. 

As video content and student enrollment activity are so 
tightly connected, admissions teams can start to make 
valid ROI forecasts.

So the question admission’s teams should be asking 
themselves is “How many extra students would you 
need to enroll to make this new approach worthwhile?” 
If a new video strategy resulted in a 2%-6% increase 
in your conversion rates, what does that mean to 
your institution? One of the most obvious student 
demographics for consideration would be out-of-state 
students and internationals. Our experience has shown 
these two groups are particularly responsive to video 
content and interactive campus experiences.

When we conducted our own research into the 
expected ROI for our clients we found that the average 
ROI was 36:1. If you take the same assessment to other 
line items in your marketing budget how many can give 
you a similar ROI?

Summary

So the question admission’s 
teams should be asking 
themselves is “How many extra 
students would you need to 
enroll to make this new video 
approach worthwhile?”
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StudentBridge creates interactive campus maps and 
virtual campus tours that drive college visits and 
increase enrollment. 

Our digital platforms enable students to create their 
own journey through your college’s unique story with 
video content that informs and emotionally engages 
students to help them make their best college decision.

Want more information?

LEARN MORE

9

APPLY

VISIT

REQUEST INFO

Discover more.

Sam,
Start your journey  
at SB University

www.studentbridge.com
https://www.linkedin.com/company/studentbridge
https://twitter.com/mystudentbridge
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