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> Originally founded by the Kings Mountain & Sandy Mountain Baptist 
Associations in 1905, became Gardner-Webb University in 1993 

> Historically known for preparing teachers for the classroom & ministers for 
pastoral service   

> Now also known for its nursing programs & new College of Health Sciences 

> Roughly 5,000 undergraduate, graduate & degree completion students 

> Member of the NCAA Division I Big South Conference

Gardner-Webb University



About VisionPoint
> Established in March 2001 & located in Raleigh, NC 

> Specialize in marketing consultation & execution in higher ed 

> Serve: Large & Small; Public & Private; Grad, Post-Grad, Undergrad, CC 

> U Maryland, UVA, Virginia Tech, Johns Hopkins, Carroll CC, Boston College, etc. 

> Focus on what’s right for our clients (no ‘one size fits all’ approach) 

> Speak nationally & regionally on HE marketing at CASE, AMA, eduWeb, etc.



Agenda

1. Intros 

2. Quick Recap from Yesterday 

3. Background 

4. 7 Steps to Building your Plan 

5. Q & A



Setting Expectations
This could be fun (caffeine anyone?) 

You should learn something 

Lots to cover (we might talk really fast) 

Casual: ask questions / interrupt



GWU, a short while ago . . . 

#CASEmagic   |   @TheGardnerWebb   |   @vispoint



Steady enrollment decline due to 
two primary factors

1. Increased competition for shrinking number of 
qualified students. 

2. A growing misperception about the value of a 
liberal arts degree in a jobs-focused economy.
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“All-things-to-all-people” Marketing Approach
> This softens instead of sharpens a brand  

> “People Who Care” + “Great Things in Mind” + “Faith, Service, 
Leadership”  

> Wanting to reach beyond cliched phrases that EVERY liberal arts 
school uses, but not sure what to say. 

> Internally and externally, people were asking: “Is there anything 
unique about this place?” 

> Difficult to market yourself confidently when there’s a lack of 
awareness and passion for a consistent, compelling brand promise.
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Action 
Devotion 

Desire 
Excellence 
Leadership 

Service 
Faith 
Pride 
Heart 
Unity 
Spirit 

Family 
Growth 
Friends 
Support 
Ambition 

Confidence 
Passion 

Dedication 
Energy 

Initiative 
Drive 
Zeal







That was then, this is now
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Then
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Now



Brand Pillars & Attributes

Accepting & Welcoming 

Dedicated & Passionate 

Faith in Action 

Aware & Globally Conscious

ATTRIBUTES 

Christian Community 

Partners 

Student-Centered 

Small School, Small town 

Broadly & Deeply 

World-Class Academics

PILLARS 



Gardner-Webb provides a warm, 
welcoming environment within which 

students partner with God and the 
Gardner-Webb community to enhance 
their spiritual and intellectual growth.



The suggestion of a shield 
represents a STEADY, 
SUPPORTIVE environment 
where you are provided the 
opportunity for SPIRITUAL and 
INTELLECTUAL growth. 

Interwoven flames represent: 
- The STUDENT: bright and passionate 
- CHRIST: the light of the world 
- The warm, welcoming COMMUNITY
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✓7 Point Jump of Undergraduate 
Admits to Enrolled

✓3-year Low in Paid Cancels

✓Enrolled 10.3% More Students on 
11% Fewer Applications

✓Exceeded Revenue Goal by 3.3% 

Results
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Okay, how the heck did 
you do that?!



Now that you have a story  
to tell, how do you tell it to the 
people who need to hear it?



You create and execute  
an integrated marketing 

strategy & plan



What is an Integrated 
Marketing Strategy & Plan?



A goal-driven, strategic marketing plan that 
communicates clear, compelling brand 

messages across multiple channels to move 
audiences through a relational engagement 

process toward a final conversion (enrollment).



Your Institution without a  



> It sets and achieves specific, measurable business goals 

> It protects brand consistency across multiple channels 

> It helps brands build and strengthen relationships with 
clearly defined target audiences 

> It maximizes both efficiency and ROI by allowing for more 
strategic allocation of resources into specific channels in 
order to garner the best results

Benefits of a Strategic Marketing Plan



7 Steps  
to building an Integrated Marketing Program

easy



1. Define your Goals 

2. Know your Audience 

3. Understand your Situation 

4. Determine High-Level Strategies 

5. Consider the Engagement Process 

6. Customize Marketing via Engagement Process 

7. Develop Marketing Plans



Define your Goals1



The importance of 
GOAL SETTING 

& consensus building 



goal-driven 
strategy

Culture

Technology

Brand

Enrollment



The top priority goals for Gardner-Webb 
University’s integrated marketing plan were 

to build brand awareness and increase 
enrollment of qualified applicants.

Business Goals

User Goals

Enrollment Goals
Brand Goals

Website-specific Goals



“I’d like Gardner-Webb to be so well 
known that people several states over 

know who we are, can name a 
handful of key strengths and 

attributes, and consider us a top 
choice for reasons that align with 

who we know ourselves to be.”
~ David Hawsey



Know your Audience2



Undergraduate

Graduate

Degree  
Completion

MBA

Divinity

MSN

RN to BSN



Marketing personas



What are Personas?
> Fictional characters that represent various target audiences 

> Provide more realistic perspective 

> Used to step through engagement processes



Which personas do you start with?
> First, identify the types of people that align well with the offerings 

and culture of your school or program. 

> We did it by conducting some basic research (what types of 
people are out there, who typically applies to GWU, interviewing 
current and prospective students, etc.) 

> Collaborating with the Admissions team 

> Prioritize based on largest segments  
that align with your offerings and goals



Meet Alexandria 
Prospective Ugrad Student



Understand your Situation3



Research Tasks



Listening Tour
School of Divinity 

College of Health Sciences 

Student Services 

GOAL / Degree Completion 

Math & Natural Sciences 

Traditional Undergraduate 

Graduate School 

Athletics 

Communications &  
Social Sciences 

Public Relations & 
Communications 

Nursing 

School of Business 

Major Gift Officers 

Christian Life & Service 

School of Education 

Fine Arts & Music 

Graduate Admissions 

Enrollment Management 

PEWSS 

Creative Services & 
Marketing  

English, Religious Studies  
& World Languages 

Psychology & Counseling



S.W.O.T. Analysis



Determine High-level Strategies4



What is a strategy?



GOAL 
• Win game 

SWOT 
• Us = strong running game 
• Them = explosive passing game 

STRATEGY 
• Control clock with run game 
• Confuse them with different D looks 

PLAN 
• O: Draw 
• O: Slant 
• O: Reverse 
• D: Blitzes 
• D: Nickel



Winning Marketing Strategies 
For Gardner-Webb University



Core Marketing Strategies

Build Your 
Foundation First

Show, Don’t Just 
Tell

Enrollment



We strongly believed that communicating 
Gardner-Webb’s brand promise in compelling 

ways not to every audience, but to the right 
audiences was the key to enrollment success.

Risky Business?

Targeting fewer students could 
lead to higher enrollment.



The Engagement Process 
(aka: The Sales Funnel)5



What the heck is an engagement 
process / sales funnel anyway?!



The buying process a consumer 
goes through from the time they 
identify a need for a product or 
service to actually purchasing 
or becoming an advocate of 

that product or service.



The sales funnel



Example: Buying a new car

Top of the funnel: I need a car (my car died, my kid took 
my car, I had an accident). What type of car do I want/
need?  

I’ve identified which types of cars I am most interested in.
AWARENESS



Example: Buying a new car

Top of the funnel: I need a car (my car died, my kid took 
my car, I had an accident). What type of car do I want/
need?  

I’ve identified which types of cars I am most interested in.

Middle of the funnel: I’m visiting dealerships and 
continuing my research to get more information (cost, 
features, safety) about each car.ENGAGEMENT



Example: Buying a new car

Top of the funnel: I need a car (my car died, my kid took 
my car, I had an accident). What type of car do I want/
need?  

I’ve identified which types of cars I am most interested in.

Middle of the funnel: I’m visiting dealerships and 
continuing my research to get more information (cost, 
features, safety) about each car.

Bottom of the funnel: I’ve selected a car and am going 
to buy it.PURCHASE 



Customizing your funnel



Sales Funnel in Undergraduate Enrollment: TOF

Lets prospective students know you’re  
an option 

PROSPECTIVE STUDENT: 

• Identifies need for degree (high school graduation, 
career change, make more money, professional 
development, etc.) 

• Becomes aware of your school or program 
(through research online, advertising, WOM, etc.) 

• Begins to form selection criteria (cost, ranking, 
location, offerings experience, faculty, FA options, etc.) 

• Narrows down considered set (your school or 
program is a viable option)

AWARENESS 



Sales Funnel in Undergraduate Enrollment: MOF

Opportunity to engage with the 
prospective student 

PROSPECTIVE STUDENT: 

• Reaches out to school or program for more 
information (download viewbook, various content 
offers, etc.) 

• Attend in-person and/or online events (info 
sessions, campus visits, live chat, phone call, etc.) 

• Digs deeper into research (asks students/others 
about reputation, brand)

INTERACTION 



Sales Funnel in Undergraduate Enrollment: BOF

Converts from prospective student to 
applicant 

PROSPECTIVE STUDENT: 

• Prepares to apply (gathers all documentation, works 
through app check list, etc.) 

• Begins application process (starts the application, 
reaches out for recommendations, writes essay, 
submit test scores) 

• Submits completed application 

• Submits deposit (after admitted)ENROLL 



Customize your Marketing Efforts  
via the Engagement Process6



What will attract & engage our target audiences?



Alexandria 
Prospective Ugrad Student



Website Social Email Online ads

Top 
Awareness

Middle 
Engagement

Bottom 
Enrollment

Top 
Awareness

Middle 
Engagement

Bottom 
Enrollment

Alexandria: Prospective Ugrad Student



Website Social Email Online ads

Top 
Awareness

Blog content 
about the ROI of a 

Nursing Degree. 

Photo gallery of 
GWU nursing 

students on their 
first day of 

clinicals. 

Targeted list of 
names bought 
from the ATC 

invites prospects 
to watch a video. 

Middle 
Engagement

Online chat 
feature with a 

current BS 
Nursing student. 

Invitation to 
attend Dawg 

Days prospective 
student event. 

Remarketing ad 
to drive toward 
an admission 

event. 

Bottom 
Enrollment

GWU Class of 
2018 group 
formed by 

admissions staff. 

Remarketing ad 
that reminds 
prospects of 
application 
deadlines. 

Alexandria: Prospective Ugrad Student



Develop Marketing Plans7



Execution of Marketing Plans



Marketing Foundation



Website













Templates





Content Strategy





Content Development 
(Show, don’t just tell)



Brand Pillars & Attributes

Accepting & Welcoming 

Dedicated & Passionate 

Faith in Action 

Aware & Globally Conscious

ATTRIBUTES 

Christian Community 

Partners 

Student-Centered 

Small School, Small town 

Broadly & Deeply 

World-Class Academics

PILLARS 



Articles



(Not Quite)  
Love at First Skype

~ Anna Kullmar

“For almost every assumption I made about this place, it turns 
out the opposite is true. I thought I’d be bored, but there is literally 
almost never a dull moment. I thought I’d be able to coast 
academically, but I’ve had extremely challenging classes with 
amazing  professors who’ve taken a personal interest in me.”



Putting Faith in Action 
Sharing God’s Love through Student 
Missions at Gardner-Webb

~ Dr. Tracy Jessup

“That’s our goal with mission trips, to learn what it means to be a 
loving neighbor to God’s people in our own community and 
around the world.”



Try Something Different 
Expect Honors at Gardner-Webb to be 
Just Like your High School Honors 
Program? Think again.

Gardner-Webb’s Honors students frequently win presentation 
and research awards against the top students from around  
the country. The Program has received state and even national 
attention. Yet what characterizes the Gardner-Webb Honors 
community is not academic elitism but inclusiveness and a  
spirit of curiosity.



Cultivating Community in 
Gardner-Webb’s Online 
Graduate Nursing Programs

A Transfer’s Journey to 
Gardner-Webb 
What I Learned Through Transferring to 
GWU & Why I’d Do It Again Then and Now 

3 Decades Separate DCP  
Alumni’s Experiences,  
But Core Values Remain  

Many Happy Returns 
Gardner-Webb MBA Grad’s Return on 
Investment is More than Financial



Videos





Targeted Outreach 
(Driving Awareness, Applications, Enrollment)



North Carolina

South Carolina

Tennessee

Virginia

Georgia

Gardner-Webb University

Marketing To New Geographies 

> Search advertising 
> Display advertising 
> Social media advertising 
> Targeted media buys 
> Remarketing advertising



Outreach









Driving Applicants to Enroll



Continued Messaging  
to Accepted Students

Email

Mobile newsfeed

Right hand column

Facebook



Brand Awareness







Colleges & Programs





SCHOOL OF DIVINITY

2
0
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Y

1993 – 2013

EXPLORE YOUR
CALLING

GET CONNECTED
Maximodit, apicillenes apel il ipid maximaximet 

aspera di quatius idunt aped mi, odi core, ut 
etur?Di nimus exerate etur at repudis sa quo 

moluptate doluptat. Luptasit fugit omniam non 
core de pror aliqui

/gardnerwebb1905

/gwufuturedawgs

/futuredawgs

/futuredawgs

STILL 
YOUR 
SOUL 
FOR A 
MOMENT 
AND 
REMEMBER.
Remember that the same God who 
called Moses and Miriam and Lydia 
and Paul called you. You replied, 
“Here I am. Send me.”

We invite you to come. 
Join us for the journey that will 
change your life and the lives of 
God’s people.



BE DO

KNOW
“Your word is a lamp to my      

  feet and a light to my path.” 
Psalm 119:105

“Let your light so shine   
  before others that they  

  see your good works  
  and glorify your Father 

  in Heaven.” 
  Matthew 5:16

“You are the light 
  of the world.” 
  Matthew 5:14

Healthy ministry is about more than what you know or do. 
It’s about becoming the person God created you to be. 

Gardner-Webb University’s School of Divinity

EXPLORE 
YOUR 

CALLING



Aligning Recruiting Strategies



recruiting fall 2015







That moment when our noise 
 pushed the kick wide. 

#gwupride

Check out more candid GWU moments   
at gardner-webb.edu/moments 







Results



fall 2014 results



Applications for new students 
            8% ahead of 2013 
                          at a 5-year high 
Registrations were  
            4% ahead of 2013

Degree Completion Results



Collectively at  
           113% of hourly goal 
        112.9% of revenue goal

Graduate Results



    Deposits +10% ahead of last year  
(also ahead of 2012, record year) 

Paid Cancels below 2013 and 2012 

      +3.3 % over net revenue goal

Undergraduate Results



Undergraduate Results

2013

2014 26,213
Inquiries

5532013

2014 610
Deposits

6,3222013

2014 5,684
Applications

19%2013

2014 27%
Conversion Rate



✓7 Point Jump of Undergraduate 
Admits to Enrolled

✓3-year Low in Paid Cancels

✓Enrolled 10.3% More Students on 
11% Fewer Applications

✓Exceeded Revenue Goal by 3.3% 

Results
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Thank you!
follow us:  @vispoint   |   @theGardnerWebb

For more Higher Ed marketing insights, industry trends and case 
studies subscribe to our monthly email newsletter eduInsights.  
To sign up, just provide one of us with your email address. 


