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Marketing to Enroll Military -

Connected Students and Veterans



Where most colleges market
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The Hidden Higher 

Education Market

ÅMany more adults than 

high school grads
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Source for High School Graduates: National Center for Education Statistics. 2012-

2013 school year. 

https://nces.ed.gov/programs/projections/projections2021/tables.asp

Source for Adults with some college and no degree: Lumina Foundation. 

http://strongernation.luminafoundation.org/report/

Adults with 
some college 

and no degree, 
36,011,451

High School 
Graduates, 
3,043,290

https://nces.ed.gov/programs/projections/projections2021/tables.asp
http://strongernation.luminafoundation.org/report/


Veterans are Adult Learners

4

=



5

Why Focus on Student Veterans?

Based on 2017 NVEST research:

Å 71% success rate*

Å 493,000 degrees and certificates completed since 
2009 under 9/11 GI benefits

Å Project 1.4 million degrees in ten years

Å Over 38% have bachelorõs degrees or higher

Å Top concentrations are business, health and STEM
* persisting or completed

Source: Cate, C.A., Lyon, J.S., Schmeling, J., & Bogue, B.Y. (2017). National Veteran Education Success Tracker: A 
Report on the Academic Success of Student Veterans Using the Post-9/11 GI Bill. Student Veterans of America, 
Washington, D.C.



Think (and Talk) Like a 

Marketer
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Thinking About 

Personas

Source: The Parthenon Group, ñThe Differentiated University 

7



Thinking About Personas

Source: The Parthenon Group, ñThe Differentiated University 

Personas for most 

adult learners.
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You Know a 

Someone Who 

Needs a Degree

Exercise: Describe a vet or service member 
you know. What is this learnerõs 
background? Family situation? Work 
experience?
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Who Do You Want to Target?

In marketing, there are endless ways to 

spend money. To use resources wisely, 

marketers must òtargetó certain markets.

Å Where are your best prospects? 

ïSome college no degree

ïIn certain local industries

ïDistance from college
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How to Reach the 

Target Audience

Weõre not in high schools 

anymoreé

Using Social Explorer
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Targeting Employers
Many veterans and adult 

learners are already working at 

a job that involves some 

college-level learning. 

Employers in these industries 

can provide a pool of potential 

students.

Which industries should you 

target?
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Tough Choices

This is it.

This is what matters.

The experience of a product.

How it makes someone feel. But what about PC 
gamers? Isnõt that a huge 
market?

Ad answers: 

If you are busy making everything,

How can you perfect anything?

If you are not sure about 

your choice, test, test, test!
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Targeting the 

Market
ÅHow Do We Choose Who to 

Target?

ïCollege Mission

ïLocation

ïEmployers

Exercise: Choosing your target markets
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What Are Your 

Competitors Doing?
Å What are competitors saying 

to adults to enroll them? 

Å Do they use adult learner 

messaging to attract them?

Å What communication vehicles 

are they using?
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UMUC
Link =>  

http://www.umuc.edu/military-and-

veterans/index.cfm

http://www.umuc.edu/military-and-veterans/index.cfm


Establishing a Niche

What do we do better than them?

What do we have that they donõt?

Now put that in the context of what 
adults are looking for.

Exercise: Crafting 

marketing messages
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Communication Vehicles

Veteran or 
Service 

Member

Direct Mail

Email

Radio/Television
/Newspaper Ads

Entertainment 
Venues

Social Media
Keyword Search and 
Online Display Ads

Search Engine 
Optimization and 

Links

Publicity & 
Media 

Outreach

Website
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Social Media, Advertising 

& Tracking

Å Google analytics to track results

Å Google AdWords, Social Media 
and Search Engine Optimization 
to drive traffic

Å Direct mail, inserts and 
advertising can direct to unique 
urls

Å Landing pages for ads
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