
CAMPAIGN OBJECTIVES
Recruitment

Revenue

Source: Kantar Media, January – December 2019 Total Advertising Allocation (%) by Month

sales@marketron.com | marketron.com

DIRECT or AGENCY
Direct and agency

PRIMARY ECONOMIC DRIVERS
Disposable income
Population growth

Leisure time

ABOUT

The continuing education industry includes colleges and universities, trade and 
vocational schools, medical schools, and growing online ed tech options. The camps 
industry includes overnight recreational camps for adults and children. The seminars 
industry includes companies that offer short-term courses for development and training 
purposes. (1)

BUSINESS CHALLENGES

Because of job losses during the pandemic, mill ions are considering new careers and 
therefore education courses. (2) Education is “countercyclical” to the market. Demand for 
education options increases when there is an economic downturn, as we saw in 2020. (3)

Over the past few years, the education world has been changing faster than ever, thanks 
in large part to improving technology and new research-led learning approaches. In 2021, 
these changes are stil l being shaped and accelerated by the COVID-19 pandemic. (4)

One of the major trends is online platforms, aka ed tech, both from independent 
companies as well as universities. The online education landscape is set to become a 
$319 billion industry by 2025. The three major benefits of online learning compared to 
offline are cost, convenience and scale. Some examples of online learning platforms 
available are Udemy, MasterClass and Skillshare, which are general platforms that 
feature courses in a wide variety of topics, such as digital marketing, coding of technical 
applications, writing a screenplay or cooking a great meal.

The point is that while some education approaches may remain “traditional,” new 
technology is expanding educational abilities without increasing costs. (4) This is 
something you need to be aware of as you’re calling on local institutions that are 
competing in this growing sector. And, whether you’re call ing on an online education 
platform or physical/hybrid education client, there is no doubt that continuing ed is a 
highly sought-after and competitive category.

Options for local prospects include trade and vocational schools, community colleges and 
universities, continuing ed companies and nursing/medical schools. These potential 
clients need help driving enrollment through marketing the benefits of the education 
they offer to a potential demographic, as well as differentiation of why to choose them 
over other options. Also know that the American Seminar Institute (ASI) offers portable 
and accredited continuing education courses for medical, dental and radiology. This is a 
competitive offering compared to local institutions.

For camps, a new American Camp Association (ACA) study of 486 camps serving 90,000 in 
the summer of 2020 reports that only 102 (less than 1% of campers and staff) had 
confirmed COVID-19 cases in 2020. This provides hope for campers with evidence that 
COVID-19 camp cases can be contained and minimized when camps are prepared with 
effective mitigation strategies outlined by the CDC specifically for camps. Registration for 
summer 2021 camps has already opened and is fi l ling fast. It’s important to provide a 
place for kids to learn and grow together again. You can use the ACA website to find local 
camps to call  on in your market. (5)
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BUSINESS BRIEFING

HOW TO USE THIS ONE-SHEET
Your knowledge of these industries’ 
trends can be a great conversation 
starter as you seek to compare these 
trends with what’s being experienced 
locally by your prospects and clients. 

Review the data in this one-sheet 
before you meet with your clients as 
a way to have a conversation about 
their business challenges and 
opportunities for market growth. 

Use that conversation to uncover 
ideas and solutions to help your 
clients get ahead of future consumer 
spending by positioning themselves 
as the best local choice in their 
category.
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RECOMMENDED RESOURCES

• Higher Education Marketing

• EdSurge: Reports on the Future of Learning

• American Seminar Institute

• American Camp Association
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SUGGESTED PROMOTIONAL ANGLES
There are ongoing benefits of adults seeking to further 
education, and these can be good to incorporate into 
advertising: career change, building confidence, boosting your 
career through increased job security, availability for further 
promotions, pay increases, responsibility and growth, as 
well as personal satisfaction.

For camps, promote the benefit that youth living through the 
pandemic need camp experiences now more than ever. Camp 
enriches the lives of campers and their families, as well as 
staff. It can be a catalyst for personal growth by providing a 
sense of belonging, time away from devices, immersive 
experiences, role models, etc. This is especially important for 
BIPOC communities where online learning resources may not be 
as available for remote schooling.

Digital advertising tactics include video, OTT, geofencing and 
social. Online video consumption is growing at a consistent rate, 
making it easier to connect with people while they seek 
entertainment at home. As a sales professional, consider calling 
on community colleges, trade schools and other organizations in 
your area to help them reach new prospective students. Use 
OTT and video to let audiences know they can improve their 
resume and expand future job prospects with online courses, 
as well.

Also, work with your clients to craft key recruitment messages 
that are specific and direct. Make it crystal clear how your client 
can help students (or campers) achieve their goals and 
overcome what your research has identified as their primary 
enrollment roadblocks. (6)

The biggest players spend heavily on marketing. Institutions 
with the largest online enrollment have marketing budgets 
similar to those of fast-growth tech and digital retail 
companies. McKinsey & Company found a positive 
correlation between share of voice and market share; in 
other words, the more an institution spent on marketing, 
the higher its market share. This highlights the role of 
marketing in spurring enrollment.

INSTITUTIONS THAT SPEND MORE ON MARKETING HAVE A HIGHER MARKET SHARE OF ONLINE ENROLLMENT

Top 10 online mega-players voice analysis

Possible Promotional Angles:

• “Do X Anywhere in the World”
• “Graduates from X Have an X% Employability Rate”
• Promoting some of the benefits l ikely for the key 

demographic for attending the school, such as career 
change, increased job security, future promotions, 
etc.

• For camps, promoting the benefits for kids to have 
the camp experience after the year that was 2020 
(i.e., social interaction, a sense of belonging, time 
away from devices, role models, etc.)

Market share is online enrollment as a share of total 
enrollment within data set.

Share of voice is marketing spend as a share of total 
marketing spend within data set.

Source: McKinsey & Company Scaling online education: Five lessons for 
colleges | McKinsey Integrated Postsecondary Education Data System; 
Kantar data

There is a 
correlation 
between share 
of voice and 

market share for 
the top online 
players, 
highlighting the 
role of 

marketing to 
drive 
enrollment.
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