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HOW DO YOU FILL THE 
ENROLLMENT FUNNEL  
FOR 3 CONCURRENT MBA PROGRAMS AT 
ONE SCHOOL?

/ WWW.ANNODYNE.COM Copyright©2013 Annodyne Inc. All rights reserved.

BY KNOWING EXACTLY WHERE
THE PROSPECTS ARE.



ANNODYNE STARTED BY
IDENTIFYING OUR CLIENT’S
KEY GOALS:

 Raise awareness of the school’s
       Full-Time, Evening and Executive
       MBA programs
 Fill the enrollment funnel with

       highly qualifi ed leads
 Dramatically increase the return on  

       the school’s marketing investment 

THE CLIENT
University of Arizona Eller
College of Management

THE CHALLENGE
To raise awareness for the school’s 
three MBA programs, and generate 
qualifi ed leads to fi ll their cohorts

THE SOLUTION
Change the conversation
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THE SOLUTION
PART 1 / SEARCH ADVERTISING
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Our strategy for generating leads started with raising awareness among 

the target audience. Using our Conversion Optimization Management 

(COM) technique, we made sure the Eller College of Management got 

noticed. We started with Search Engine Marketing — when a prospective 

MBA student searched online for MBA programs in Arizona, we

presented them with a relevant message about the Eller MBAs.

What is COM?

COM is Annodyne’s proprietary method for optimizing 

digital channels to connect the right prospects with 

the right solutions. This holistic approach leverages 

multiple online media — which can include SEM, social

advertising, display advertising and more — to launch 

awareness and lead-gen campaigns that perform right 

out of the gate. And with advanced management — 

which includes testing and measurement, plus strategic 

improvements based on analyzed data — your per-

formance improves over time, optimizing your online 

media spend and maximizing your results.



THE SOLUTION
PART 2 / TARGETED WEB BANNER PLACEMENTS
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Our COM strategy also included the development and placement of

display advertisements designed to attract attention while communicating 

key features of the three MBA programs. After profi ling the target audience,

we placed banner ads on relevant websites prospective MBA students were 

likely to visit. These banner ads were also used to target prospects on

LinkedIn, based on specifi c profi le information that qualifi es users as

valuable leads to the college.



THE SOLUTION
PART 3 / OPTIMIZED LANDING PAGES

All selected channels drove tra�  c to a landing page that acted as a portal 

for the college’s MBA programs — where they could learn more about 

each option and fi nd the one that best suits their needs and goals. Each 

page encouraged prospects to complete a simple form to receive more 

information and download a free brochure. This engagement drove

qualifi ed leads directly into the enrollment funnel.
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THE SOLUTION
PART 4 / ANNOTRAK
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That’s where AnnotrakTM came into play. Our proprietary tracking and 

measurement platform captured every lead earned through a display ad 

or paid search link, and tied each one back to its source. This provided 

data that was leveraged to measure the quality of leads that came in.

As those high-quality leads came in — via the Annotrak form placed on 

the landing page — that information was passed to the University’s

admissions team, which they used to reach out to valuable, pre-qualifi ed 

leads and guide them through the enrollment funnel.
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THE RESULT
Over the course of our fi rst 24 months working together, we achieved
the following for the University of Arizona’s Eller College of Management:
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THE TAKEAWAY:
GO TO YOUR PROSPECTS – DON’T
MAKE THEM COME TO YOU.
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$3,942,838
in generated enrollment revenue

A return on investment
of almost 2,200%

Directly responsible for fi lling an average of 35%
enrollment across each of the 2013 Evening, Executive 
and Full-time MBA cohorts.


