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Results Focused SEO/SEM

A best practices search engine optimization and 

keyword-based pay-per-click marketing campaign

2011 Paragon Awards Entry
Online Marketing/Advertising
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Purpose: With a renewed focus on recruiting, a redesigned college website 
went live on January 25, 2011. The overhaul project provided a unique 
opportunity to implement optimization best practices for attracting 
nonpaid "organic" search traffic and improving the college's return on 
investment in pay-per-click advertising.

Outcomes: From February through September 2011, a comprehensive 
keyword-based SEM campaign drove significant levels of traffic to relevant 
content pages on the college website. Reaching out to prospective students 
at an important moment of truth when they seek information online has 
contributed to sustained enrollment growth.

Audience: Search engine marketing during this period was aimed primarily 
at traditional age prospective students residing in Illinois Community 
College District 516.

Overview
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Website Optimization

The existing wealth of content published in the 
college catalog was leveraged to provide a solid 
SEO/SEM foundation.
www.waubonsee.edu

Relaunch Date: January 25, 2011

Content Architecture: More than 1,200 topic-specific landing 
pages were created – one for each academic discipline, career 
area, associate degree, certificate program and course offered 
by the college.

Internal Link Architecture: Extensive cross referencing provides 
easy access to related content and improves search engine 
page rankings. 

URL Construction: Simplified “search engine friendly” page 
addresses were implemented.

XML Sitemap: An invisible listing of pages was provided to help 
search engines quickly index the entire site and identify 
updated pages.

Waubonsee Community College Homepage
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Source: Google AdWords data and Microsoft adCenter data.

Interest Targeting

Segmented by college division, more than 150 topic-specific Ad Groups generated 
30,000+ clicks to relevant website content.
Feb. 1 to Sept. 30, 2011
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Interest Targeting

More than 500 ad variants relating to apx. 20,000 search terms 
received 9.7 million impressions*.
Feb. 1 to Sept. 30, 2011

Search Relevance: 300+ Text Ad 
variants and 200+ Image Ad 
variants linked directly to website
content relevant to the user’s
search criteria.

Precision Targeting: Ads were displayed 
not only in conjunction with high volume 
keywords, but also more specific “long tail” 
keyphrases.

Content Networks: In addition to Text Ads 
displayed alongside Google, Yahoo! and Bing 
search results, ads were also systematically 
displayed on third party websites based on 
keyword/content relevance. 

*Source: Google AdWords and Microsoft adCenter data.
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Creative Strategy

Ad Groups included three popular banner sizes to maximize the number of 
branded impressions on content network sites.
Feb. 1 to Sept. 30, 2011

Image Ad - Inline Rectangle (300 x 250)

Image Ad - Leaderboard (728 x 90)

Image Ad - Wide Skyscraper (160 x 600)

In-House Creative: Aimed at a traditional age audience, ads 
were developed by Marketing and Communications staff. 
Banner ads featured photography of actual students.

Split Testing: Multiple Text Ad versions systematically 
identified the most effective wording.

Text Ad - Version A Text Ad - Version B
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Geographic Targeting

All keyword-based, pay-per-click advertising was precisely focused on the college 
district to minimize waste.
Feb. 1 to Sept. 30, 2011

Illinois Community College District 516 Google AdWords radial targeting

Note: Advertising through Microsoft AdCenter (Yahoo!, Bing) was targeted by ZIP code.
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Sugar Grove Campus as it appears on Google 
Maps

Source: Google Analytics data and Google Places data.

Geographic Targeting

Enhanced Google Places listings for all four college campuses generated Nonpaid 
Search traffic about equal to that of Paid Search.
Feb. 1 to Sept. 30, 2011
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Source: Google Analytics data and Microsoft adCenter data.

Measurable Results

Paid and Nonpaid Search together delivered about 60% of all 1.23 
million external user visits to the college website.
www.waubonsee.edu
Feb. 1 to Sept. 30, 2011
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Source: Google Analytics data and Microsoft adCenter data.

Measurable Results

Paid and Nonpaid Search together delivered 72% of all inbound landings on 
Academic Program pages.
www.waubonsee.edu/learning/academics/disciplines/..
Feb. 1 to Sept. 30, 2011
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Observed Results

Fall 2011 head count at Waubonsee was up 
3.1% in spite of a statewide downward 
enrollment trend.

Positive Media Coverage: Local media, including The Beacon-
News (Aurora, Illinois) and the Daily Herald (northwest 
suburban Chicagoland) noted Waubonsee’s growing 
popularity.

Improved Access: Accessibility is one of Waubonsee 
Community College’s formally stated core values. Effective 
SEO/SEM removes barriers to learning by spreading 
awareness of academic programming availability.

Community Success: The collective efforts of the Marketing 
and Communications staff, Admissions staff and college 
administrators helped realize the potential opportunity of 
higher education for newly enrolled students, benefiting the 
community at large.
 

The Beacon-News, Aurora, Illinois
Friday, Sept. 16, 2011
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