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Campaign objectives

Primary: Build awareness of Washington 
College Grant and its generous financial 
eligibility requirements and flexibility 

Secondary: Drive greater financial aid 
completions



Campaign target audience

Primary: Income <$75K, Teenagers & 
Students, Parents with Teenagers in the 
Home

Secondary: Income <$75K, Adult 
Learners/Job Seekers



Facebook & 
Instagram

Digital display & 
native

Google search
English only

Broadcast TV & 
streaming video

Billboards

Transit Radio & 
streaming audio

YouTube

Awareness
Consideration

Media Channels – English & Spanish

90%

10%

Impressions

English Spanish

84%

16%

Spend

English Spanish



Website traffic

February 27 
launch with:
• Social
• Digital Display 

& Native



March, added:
• Billboards
• Transit
• Google Search
• Digital Audio
• Digital Video
• Digital Display & Native - Spanish
• Broadcast TV

Website traffic



April, added:
• Broadcast TV - Spanish
• YouTube - English and Spanish
• Digital Audio - Spanish
• Digital Video - Spanish

Website traffic



May, added:
• Broadcast Radio - Spanish
• Digital Display & Native –

Graduation message
• Social - Graduation message in 

English & Spanish
• Search - Graduation message

Website traffic



Campaign end 
June 15:
• YouTube -

English & 
Spanish

• Social
• Digital Display & 

Native - English 
& Spanish

Website traffic



Year over Year Increase in Website Traffic
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Acquisition traffic: All users



Acquisition traffic: Spanish
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Opportunities moving forward

Planning
• Use media performance metrics as benchmarks moving forward
• Optimize media and tune audiences further: highest-performing/lowest cost, new tactics for testing, zip 

code and lookalike audiences
• With paid search as highest tracked ad source – keep a consistent budget and layer on Spanish
• Explore creative ways to get message in front of hard-to-reach audiences like Digital Out of Home in 

grocery stores and gas stations
Creative
• Refine based on best-performing messages
• Consider: explainer video, student testimonials, event-driven ads
Website & tracking 
• Revisit linked web pages for greater engagement e.g. wsac.wa.gov/apply
• Create additional events/conversions, e.g. downloadable checklist
• YOY tracking and refinements to Google Analytics for peak performance
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