
 

 

CASE STUDY 

Quinnipiac University Leverages College Interactive Partnership  

to Drive Engagement and Enrollment Objectives  

Through Mobile Marketing Innovation  



 

 

 

 

THE PROBLEM 

AREAS OF FOCUS 

COMMUNICATION  

& 

ENGAGEMENT 

1 
Leverage a new channel to reach  

more prospects who were not as 

accessible via traditional channels 

2 
Expand outreach into hard to reach 

markets and demographics. 3 
Deliver a new type of experience to 

prospects who were trending more 

to social types of apps to do their 

college research and planning. 

Quinnipiac University was finding it more and more 

challenging to create initial contact with candidates 

with email marketing campaigns, and with the high cost 

of name/lead purchases, wanted to explore access to 

new channels via the College Interactive community. 



 

 

 

 

THE SOLUTION 

STRATEGY 

CAMPAIGN  

OVERVIEW 

1 
Expose more potential candidates 

to QU’s programs by introducing 

prospects via the app messaging 

platform and interactive experienc-

es. 

2 
Target high probability candidates 

based on their app use engagement 

scores, and support them through 

the funnel with pro-active outreach. 

3 
Build brand strength and differenti-

ation through a unique engage-

ment channel. 

 

Improvement of the overall digital experience for any 

student interested in the QU brand. Allowed prospects 

to use the College Interactive app experience to engage 

and explore programs in a new way. 



 

 

 

 

RESULTS 

SUCCESS 

PERFORMANCE 

1 
Activated non-respondents to 

traditional email campaigns, who  

engaged via the app experience as a 

preferred communication channel. 

2 
Conversion rate of lead to applicant 

outperformed legacy recruiting 

channels by 76%. Candidates choos-

ing the app experience were further 

along in their consideration process. 

3 
High yield rate of accepted to en-

rolled, outperformed average yield 

by nearly 40%.  

20 MOBILE INTIATIVES DEPLOYED 

52% AVERAGE ENGAGEMENT RATE 

69 APPLICANTS  

21 STUDENTS ENROLLED 

96X RETURN ON INVESTMENT 

 



 

 

 

 

TESTIMONIAL 

THE SUCCESS STORY 

SUCCESS 

1 
Engaged with new prospects who 

were not responding to emails and 

phone calls. 

2 
Identified, in real-time, more inter-

ested candidates with Ci engage-

ment scoring tools.  
3 

Increases in overall lead pool, en-

gagement rates, and conversion 

rates at each stage of the funnel 

I admire the drive and creative vision of what Ci can be. 

I am excited to be partnering with a new company with 

a unique product and fresh ideas and look forward to 

working with your team moving forward. 

Louise Howe 
Director of Marketing Communications for Admissions  

QUINNIPIAC UNIVERSITY 


