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Project: Miami University Proves Value of Relevant Marketing for Student 
Recruitment 

Vertical Market: Education 

Business Application: Direct Marketing/Lead Generation  

 

Business Objectives 

Miami University had revamped its Honors Program to give students the 
opportunity to shape their studies and explore their interests beyond the 
traditional classroom. Eager to increase awareness of—and enrollment in—
its cutting-edge program, Miami University needed a cutting-edge strategy 
to get the word out to potential Honors students.  
 
Working with b+p+t Communication Solutions a direct marketing campaign 
was developed with the following goals: 

• Prove that customized, data-driven direct marketing generates more 
interest among the targeted audience—high potential high school 
students 

• Increase Honors website traffic 

• Capture information from prospective students that could be used to 
make future communications more relevant 

• Increase the number o
campus visitor events 

• Increase the number of prospective Honors a

Increase e

Results  

Through multi-channel communications including variable data 
personalization, Personalized URLs, direct mail
enjoyed a number of successes in

• Personalized URL Response 

• 39% of Personalized URL visitors completed the survey form 
89% of s• tudents who completed the survey received the
mailer 

• 99% of respondents were interested in
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• Applicants 

• Strategic targeting permitted the university to 

of Honors applicants increased 
quality of applicants led to the highest yield rate in the 
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 300% increase in Scholar 
ly cancelled other promotional efforts due to 

of print pieces by 29% from the previous year thus reducing print and
mailing costs 

• Total number 
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history (36%

• Campus Visits 

• Increased total prospective student visits by 32% 
• Achieved a

actual
response) 

• Web Site 

• 45% incr

• Enrollment 

• Enrolled an incoming class 31% over goal 

• Proving the power of relevant marketing 

• 90.5% of enrolled Honors students were respondents to the data-
driven mailer while only 9.5% had received the control mailers 
94% of the overall number of prospective students who respond• 
the school’s recruitment campaign had received the variable mailer
– representing a 1,466.8% increase in response over the control 

• 98.5% of the suspects who were converted to prospects by the 
campaign came from the variable campaign, a 6,610.6% advantage 
over the control campaign. Suspects were students who had no 
known contact with Miami U
academic profile
of interest 

Campaign Architecture 

A multi-phase campaig
targeted audience. 
 
Phase 1: Early August 
In early August, variable brochures and static brochures were mailed. The 
control portion of the campaign consisted of a traditional static self-maile
brochure with a blank BRC similar to Miami Honors rec
fr
s
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 1. Personalized URL 

 
 
 
The test portion of the campaign consisted of a variable brochure with
populated BRC and a personal

Cover of variable brochure: 
n major 2. Text based on major 

3. Name and address pre-populated 
4. Text and images vary based o
5. Name personalization 

li
sent to both groups several days after the mail drop with a l
recipient’s Personalized URL. 
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The Personalized URL was designed to convey more relevant 
information to interested students about the Miami Honor’s 
Program and to capture more relevant information about the 
potential applicant through a survey. Students who 
completed the survey would then be contacted by Honors 
peers whose interests most closely matched their own.  
 
In addition to the two drops to suspects 6,500 prospects 
received a variable brochure with a Personalized URL and 
pre-populated BRC. A reminder postcard was sent to non-
responding prospects. 
 
 
Phase 2: Early September 
6,500 variable postcards were sent promoting the Scholar Saturdays. 
Previous Miami research had determined that students who visited campus, 
especially during the highly regarded Scholar Saturdays dedicated to the 
Honors program, were much more likely to apply to Miami than students 
who had not visited the campus. A follow-up email was sent three days after 
the postcard drop. A second mailing was cancelled due to overwhelming 
response to the first postcard drop. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Phase 3: Late September 
8,500 variable postcards were sent about Miami University’s scholarship 
program. A follow-up email was sent three days after the mail drop. 
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Target Audience and Messaging 

Target audiences for the mailings had to be defined according to how much 
information Miami already had about them. Had they been in contact with 
Miami, or were they “cold calls” selected for their academic profiles? Were 
they male or female? What were their expressed areas of interest? 
 
Once audience data had been categorized, it had to be correlated to Miami’s 
existing creative assets (campus and student photography, academic and co-
curricular messaging, targeted calls to action) to maximize the relevance of 
the personalized mailings and increase the likelihood of response. 

List 

The list of prospects came from Miami University’s database. The original 
list of 40,000 suspects was purchased from a third party vendor based on 
academic profiles. 

Reasons for Success 

By presenting recipients with information that was highly relevant to their 
interests Miami University successfully demonstrated their value to 
potential students. Miami University was so pleased with the results of this 
campaign that they repeated it the following year. 
 
This campaign earned a 2012 PODi Best Practices Honorable Mention in the 
Direct Marketing category. 
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