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Since October 1, 2017 there have been…

• 117 articles contributed

• 868 articles viewed 

• 88,232 total article views 

The SchoolFinder Group loves content! 





• People are very wary of advertising!

• The average person sees 3,000 to 20,000 ads and brand 
messages per day – Forbes

• Developing amazing/valuable content is a great strategy 
to have your audience trust and listen to your story

• Content marketing costs 62% less than 
traditional marketing and generates 3x
as many leads - DemandMetric

Why does content matter?



• Creating amazing content is all about creating value for 
your audience 

• People care about themselves, not you – so provide 
them with something that is of value to them

Creating a value exchange



• Your content should not be an advertisement; it should 
NOT be about YOU

• Nobody wants to be directly sold to 

Content marketing is NOT selling



Fighting friction is about improving people’s 
lives. It’s about helping people fulfill their 

hopes, dreams, aspirations and their 
mundane day-to-day goals.

There needs to be content, and tools, and 
experiences to help improve people’s lives 

one small step at a time. 
Jeff Rosenblum



• Build a value exchange!

• Your content should be authentic, relatable and
valuable to your audience’s life

• Purpose of valuable content is to build trust and loyalty 
before selling

a) What problems are your audience trying to solve? Answer 
them and they will thank you!

b) When it comes time for them to make a decision, there will 
be a positive response towards your brand

What to do instead of selling…



Develop your brand voice and authenticity

Having a brand tone and voice helps develop personal relationships 
with your audience

• Consider brand voice throughout the entire content process 

Authenticity is the key to building trust

• Be truthful and authentic in the information you provide and the 
interactions you have with your audience 

“Tone is important to attracting the right demographic, 
but the right content is also crucial to keeping them 

interested.” – Kelly Samuel, Forbes



Based on Google Analytics page views and time spent on 
page, these are some of the best performing articles:

1. Tips to Win Scholarships and Awards

2. Finding the Right School For You: 5 Factors to Consider

3. Twelve Student Survival Tips to Eating Well

4. Essentials for Succeeding at University 

5. How to Deal with Living Away from Home

What’s working on the Discover platform





Here’s what’s not working so well…

Based on Google Analytics page views and time spent on 
page, these are some of the poorest performing articles: 

1. Let XYZ Help Get You into the School of Your Dreams

2. XYZ Offers Some of the Best Entrance Scholarships

3. You’re Set Up for Another Great Year at XYZ

4. Pick the University that Best Fits Your Needs

5. Get Set for Success



Here’s what’s not working so well…



Six characteristics of a good content idea

1. True

2. Relevant

3. Human

4. Passion

5. Original

6. Surprising



The title matters!
• So, you’ve made a valuable piece of content – that’s 

great! But don’t forget about the title!

• The title is the first thing your audience will see, and it 
determines whether or not your piece will be read



5 tips for writing better titles
1. Ensure accuracy in your title – don’t create expectations 

you can’t fulfill

2. Make your title pop! Include things like alliteration, strong 
language and numbers

3. Ensure your title resonates – speak your audience’s 
language

4. Keep your title short – under 70 characters or 8 words is 
best practice

5. Create a list of a few titles – you can then ask around and 
select the best one



Titles that have worked well



Once they’re in, it’s time to engage!
• Inform your audience why they should care at the start

• Ensure your content provides your audience the answers they’re 
looking for and how they can apply the information

• Create content that elicits an emotional response – relatable and 
shareable! 



How-To’s and Tutorials

Answer your audience’s questions 
directly!

Stories

Great way to engage, elicit emotion 
and clarify your message

Lists

Easily addresses your audience’s 
needs

Controversial Posts

Take a stance on a subject 
your audience cares about

Guest Articles

Be relatable with student-
written content

Video

Engage your audience with video 

Styles of content that perform best



Where to get content ideas?
Try gathering content ideas from these sources!

• Chat with existing students and prospects

• Ask your student-facing colleagues 

• Monitor search and social media keywords 

• Scan industry news and non-industry related news

• Go behind the scenes

• Engage in social listening

• Repurpose existing content



Writing tips for content success

A lot can be done to improve your content by the way it is 
structured and written. Try following these tips:

• Avoid writing in the passive voice

• Use exciting and unique verbs in your article

• Keep your article lively by breaking it up 

• Edit your work!





From Idea to Creation to Distribution

CreatePlan Publish to 
Site

Publish 
Elsewhere

“How often is student selection for 
schools based on luck?” - Student

Potential content ideas: 

• 10 Application Myths Debunked

• The School Admission Process Explained

• 6 Things You Need for a Great School 
Application 





Survey methodology and demographics

• Online survey conducted between October 30 and 
November 8, 2017 

• Respondents are members of the ScholarshipsCanada and 
SchoolFinder community

• 3,182 respondents – 95% were students 



Survey respondent demographics

Grade 10, 11
3%

Grade 12
69%

CEGEP
2%

First Year
11%

Second, Third, Fourth Year
11%

Parent or Counsellor
4%

75% Female

24% Male

1% Prefer not to say



Where are our survey respondents from?

Ontario 

55%

Atlantic Canada

5%

Quebec 

1%

Northern Canada

0.3%

International

1%

Western Canada

38%



Social Media Use: Students

LinkedIn, 12%

Pinterest, 42%

Twitter, 43%

YouTube, 62%

Facebook, 80%

Snapchat, 81%

Instagram, 88%
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Social Media Use: Parents & Counsellors 

Linked In, 34%

Twitter, 41%

YouTube, 30%

Facebook, 86%

Snapchat, 27%

Instagram, 47%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Pinterest, 41%



Social Media Use: Students
According to Social Media Week:

• Teens (13 to 18) today spend 9 
hours a day consuming media

• Teens are disengaged with 
traditional media – only consume 
14% of video through TV

• Teens are less engaged with 
traditional social networks

Our data shows that 76% of high school 
students are on Facebook      versus 
92% of university students 

 LinkedIn

Facebook

Snapchat

High School Students

 LinkedIn

Facebook

Snapchat

University Students

76%

92%



Which social media are used for research?

0% 10% 20% 30% 40% 50% 60% 70% 80% 90%

LinkedIn

Pinterest

Twitter

YouTube

Facebook

Snapchat

Instagram

% Who Use For School Research % Who Have an Account



School sites are the #1 resource for school research



0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Pinterest

LinkedIn

Snapchat

Twitter

Maclean's Magazine

Maclean's Website

YouTube

Instagram

SchoolFinder

Facebook

ScholarshipsCanada

University/College Websites

88% said your website is the #1 resource for research



1,947 432

405

1

2 3

… and the most useful of all research resources

This question was a single select ranking for only 3 choices with #1 being the 
most useful resource, then #2 and #3.



Scholarships Canada had the next highest usefulness rating, then SchoolFinder. 

Macleans did better than social media, but <50 gave the magazine a #1 rank.

1,947 432

405

1

2 3

… and the most useful of all research resources



1 = Very Trustworthy 2 = Moderately Trustworthy 3 = Indifferent 

4 = Moderately Untrustworthy 5 = Very Untrustworthy

Which resources are most trustworthy?

69% said very 
trustworthy

17% said very 
untrustworthy



1 = Very Trustworthy 2 = Moderately Trustworthy 3 = Indifferent 

4 = Moderately Untrustworthy 5 = Very Untrustworthy

Which resources are most trustworthy?



1 = Very Trustworthy 2 = Moderately Trustworthy 3 = Indifferent 

4 = Moderately Untrustworthy 5 = Very Untrustworthy

Which resources are most trustworthy?



1 = Very Trustworthy 2 = Moderately Trustworthy 3 = Indifferent 

4 = Moderately Untrustworthy 5 = Very Untrustworthy

Which resources are most trustworthy?



Most pressing questions about the selection process

Students’ other most pressing questions:
• What jobs can I get after taking your programs?
• Why should I choose one university over another?
• How important are extracurricular activities?
• How can I learn more about the culture of the university?

Costs and 
Scholarships

Admission 
Requirements

The 
Right Fit



What information do you wish universities and 
colleges would provide to make your search easier?

In addition to more responses regarding costs and admissions:

• Jobs, career paths (and courses required)

• More information about co-op programs

• Student life

• Testimonials from current/former students

• Peer-to-peer discussion boards

A report with all open-ended answers is available upon request. 
Contact: lauren.lord@edgeip.com

mailto:lauren.lord@edgeip.com


Your website is the top of the distribution channel

Publish 
Elsewhere

Publish to 
Site

• Create site-wide and discipline 
specific content 

• Publish and house on your 
website

• Republish and/or repurpose 
content to social media and 
other channels

• Keep your target and platform 
audiences in mind 



Who’s doing a great job with website content?

Publish to
Site

Check out some of these sites for content inspiration: 

• University of South Wales 

• Bucknell University

• University of Wisconsin-Eau Claire



University of South Wales

Publish to
Site




