
When your 
digital creative 
is so clean it 
squeaks,
that’s when 
you get results. 
RACKING UP LEADS FOR
THOMAS JEFFERSON UNIVERSITY’S
MASTER OF PUBLIC HEALTH PROGRAM. 

following digital best 
practices rather than 

clean creative

looking to do a better 
digital campaign



You can have the
strongest media plan ever, 
but if your creative assets 
aren’t top-notch, it’ll all 
be for naught. Need to 
brush up on best practices 
and get some new ideas?
The creative—along with 
the media strategy—
that promoted Jefferson’s 
MPH program generated 
over 1,600 leads in just
8 weeks. This is how we 
did it.



Use colors that 
will stand out 
on a busy 
webpage; high 
contrast and 
readability
is key.

Keep your form short and above the 
fold. The fewer fields you include, 
the more likely it will be completed.

Start with copy 
that echoes the 

messaging on 
your ads—so 

users know 
they’re in the 

right place.Thomas Jefferson University’s College of Population 
Health offers an accredited and accelerated one-year 
Master of Public Health at their downtown Philadelphia 
campus. The classes are small, the professors are active 
practitioners, and the accelerated format is perfect for 
college grads eager to advance their careers.

For display, we created multiple ad sizes of 
one creative execution. For social 
(Facebook, Instagram, Facebook Audience 
Network, and Messenger), we rotated five 
social ad units—including carousel, video, 
and three static ads—and optimized toward 
the top performers. 

Don’t leave your 
leads hanging. Use a 
clean, concise thank 
you page to give 
them more 
information, invite 
them to upcoming 
information 
sessions, and direct 
them to additional 
useful links. 

Reflect the same 
look and feel as the 
landing page 
creating a seamless 
experience for your 
audience.

Every click on the ads led to this landing page, 
purposely designed to give enough information to 
persuade visitors to fill out the form and officially 
become a lead. 

CCA’s task was to support enrollment 
of the accelerated on-site MPH 
program by increasing the number of 
inquiries. We began by developing an 
airtight media plan, leveraging their 
existing CRM list of inquirers and a 
number of social, PPC, and display 
tactics—from behavioral to contextual, 
hyperlocal, retargeting, and beyond. 

Then came the creative. After 
producing several options for 
messaging and design, we chose the 
simple, yet powerful direction featured 
here. Over 1,600 conversions and 
counting, we couldn’t be more pleased 
with the results. Read on for our notes 
regarding the main creative assets. 

In just 8 weeks, the campaign had collected 1,660 leads and had fantastic 
momentum right up until the end of the flight. 

COMPELLING ADS A HIGH-CONVERTING LANDING PAGE THE RESULTS

RUNDOWN OF THE
MEDIA PLAN:

Media Partners: Facebook, 
Instagram, LinkedIn, 
Programmatic, AdDaptive,
Paid Search

Timing: 3.2.20 – 5.3.20

Conversion: Form fill 
completion and served the 
thank you page

Got specific questions?
Get in touch.

.31%
CTR 

20,166
CLICKSIMPRESSIONS

6,454,635

A NURTURING
THANK YOU
PAGEThe 

punchier 
and more 
direct the 
copy, the 

better. 

Less is 
more—you 
have just a 

few seconds 
to catch

their eye.

QUICK TIP:

Don’t always assume an animated ad will perform 
better than static. Best practice is to test, test, test—in 
this case, we were surprised to see that the social static 
ad held the lead as the strongest performer. 

Animation in ads should be purposeful. Make sure your 
audience can land on the ad at any point during the 
animation and it will still make sense.

Include a clear, 
consistent CTA 
that stands out 
from the rest of 
the ad.

Repeat the CTA as reinforcement of the 
next step you want them to take. In this 
case, clicking that button would bring 
someone right back up to the top form.

Follow a clear 
hierarchy with 

plenty of space 
between sections to 

let the user absorb 
the information.

Add social proof—
testimonials, 

accolades, any 
sort of third-party 

credibility. Think 
about the way you 
shop: it’s all about 

the reviews.

BRANDED KEYWORD SEARCHES 

The direct language on the static ad increased branded keyword 
searches significantly, which led to paid search performance 
improving substantially midway through the campaign. 

1,660 Leads

122
DISPLAY

96
PAID

SEARCH

1,442
SOCIAL



Hi. We’re CCA. 
Nice to meet you.
Founded in 1983, Creative Communication Associates (CCA) 
is an award-winning, full-service marketing agency that 
specializes exclusively in higher education. From small private 
colleges to large public universities, the Ivy League, specialty 
schools, and everything in between, we partner with 
institutions nationwide on branding, enrollment, capital 
campaigns, and beyond. 

We’re small by design, driven by data, and pretty fun to work 
with, too. 

For all your media, digital, creative, research, and strategy 
needs, reach out anytime through ccanewyork.com.

Or come see us in Troy, New York, home of Uncle Sam and 
just 2.5 hours from NYC. 


