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Fill Every Seat
Personalized marketing means more than 
starting an email with “Dear First Name.” 

Stirista’s specialized data targets based on 
behavioral and demographic data. Whether 

you’re trying to fill seats for a graduate 
program, seminar, or alumni event, we can 
put your institution on the path to success. 

STIRISTA

CONTACT US
info@stirista.com

stirista.com
866-321-8505
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OPENING: Monday, July 27, 2015 
1:00 pm – Grand Ballroom 
Digital Thinking—What @Sree Learned at the Met about the Future of Education
Sree Sreenivasan, Chief Digital Officer, Metropolitan Museum of Art

Sree Sreenivasan (@sree) is the first Chief Digital Officer at the Metropolitan Museum of Art, the latest 
step in what he calls “a three-decade, one-way love affair with the world’s greatest museum.” At the 
Met, he leads a world-class team of 70 working on topics he loves: digital, social, mobile, video, data, 
email apps and more.

He joined the Met after spending 20 years at Columbia University as a member of the faculty of the 
Columbia Journalism School and a year as the university’s first Chief Digital Officer.

In 2009, he was named one of AdAge’s 25 media people to follow on Twitter and in 2010 was named 
one of Poynter’s the 35 most influential people in social media; in 2014, he was named the most 
influential CDO in the US.  This year, Fast Company magazine named him as one of the Top 100 Most 
Creative People.

LUNCH: Tuesday, July 28, 2015  
11:15 am – Grand Ballroom
The .edu Manifesto: A Call to Action for Higher Education to Get Digital Right
Mark Greenfield, Director, Office of Web Services, University at Buffalo

Mark Greenfield is a highly regarded, influential member of the higher education web community.  He 
is an experienced consultant and an award winning speaker who is known for his thoughtful vision of 
the future of the web and technology on college campuses. He is very active in the web community 
serving on numerous boards and committees.

Mark has worked at the University at Buffalo (UB) for 28 years. He currently serves as the Director, 
Office of Web Services, a position he has held since 2001. From 1997 – 2001, he was the Web 
Development Manager for Computing and Information Technology and the CIO’s Office.  He began his 
career at UB as a supervisor for Instructional Technology Services where he played a significant role in 
integrating technology into the classroom.

Mark has also served as a visiting instructor in UB’s former School of Informatics. His research interests 
include emerging technologies, social media, the mobile web, the Millennial Generation and their use 
of technology, and the impact of globalization and technology on the academy.

CLOSING: Wednesday, July 29, 2015 
11:30 am – Grand Ballroom
Education Marketing in a Connected World
Lee McCabe, Global Vertical Market/Strategy Lead, Facebook

Lee is the Global Head of Travel, Education and Consumer Services at Facebook where he leads 
development of a holistic strategy for how Facebook thinks and works with these industries and 
marketers.  As global head of this effort, Lee works closely with industry to set the course for how 
marketers best leverage the world’s largest digital network as a marketing platform. Prior to joining 
Facebook, Lee held various senior positions at Expedia, eBay, Telstra and Warner Music.  Lee holds an 
MA in Media from Sheffield Hallam University and an MBA from Warwick Business School.
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8:00 – 5:45 pm: Registration 

Sign-ups for Post-Conference Workshops & Thursday’s Master Class
River Level II – Grand Court
• Workshops: $195 per (no lunch included)

• Master Class: $395 w/conference; $595 just class (includes lunch)

8:15 – 11:15 am: Dr. Social Media Sessions 

River Level II - Grand Court 

Schedule-at-a-Glance
8:45 am - 5:45 pm Registration

8:30 am - 11:30 am Pre-Conference Workshops

11:30 am - 12:45 pm Power Lunch (by invitation)

1:00 pm - 1:15 pm Welcoming Remarks

1:15 pm - 2:15 pm Opening Keynote

2:15 pm -2:30 pm Break

2:30 pm - 3:30 pm Presentations

3:30 pm -3:45 pm Break

3:45 pm -4:45 pm Presentations

4:45 pm -5:00 pm Break

5:00 pm -6:00 pm Presentations

6:00 pm - 7:00  pm Welcome Reception

7:15 pm Networking Topic Dinners

7:30 pm Pub Crawls

www.eduwebvote.com
Vote for your favorite  

Track presentation from  
Monday through Tuesday 

(excludes workshops and keynotes). 

Voting ends at 6:00 pm Tuesday
and the winners will be announced on 
Twitter (@eduwebconf, #eduweb15), 

Facebook (eduwebconf), and at 
Tuesday’s reception at Howl at the Moon.

CHAIRPERSON:
Chris Barrows

Social Media and Mobile  
Products Coordinator

New York University (NYU)

CO-CHAIRPERSON:
Joel Renner

Manager, Digital Strategy  
& Career Services

The George Washington University

Call for Papers  
opens October 15, 2015

www.eduwebdigitalsummit.com

DENVER 2016
August 1 - 4  •  Westin Denver Downtown



WiFi password: eduweb15  •  www.eduwebdigitalsummit.com  •  #eduweb15         3

8:30 – 11:30 am: Pre-Conference Workshops  

Managing the Unmanageable: Web Governance in Higher Education
Mark Greenfield, Director, Web Services, University at Buffalo
Grand Ballroom A
Higher education presents many unique challenges that make it difficult to fully leverage 
the power and potential of the digital, which includes the web, social and mobile. Multiple 
missions, silos, consensus decision making, multiple audiences with disparate needs, 
corporate expectations on a not-for-profit budget, campus politics, and decentralized 
organizational structures all combine to create a very demanding environment. But with 
digital growing in importance, it is now critical to overcome these challenges. This workshop 
will provide practical advice and guidance on using digital governance and management to 
achieve a sustainable, efficient, and cost effective digital presence

@markgr  #workshop1

The Explosion of Video Marketing: People prefer watching video to 
reading text, who knew?
Tod Plotkin, Principal, Green Buzz Agency
Grand Ballroom B
Analytics have recently allowed marketers to measure the effectiveness of video marketing. 
As a result, video marketing is exploding in growth and allowing higher education institutions 
to dramatically enhance the way they share stories and connect with their various audiences. 
To create the best possible video, you’ll first need to know how the production process works. 
This case study driven how-to session will show you the tools and techniques you need to 
develop a video production plan. 

@greenbuzzagency  #workshop2

Digital Marketing: Strategy and Tactics to Win in a Mobile World
Bob Johnson, President, Bob Johnson Consulting
Grand Ballroom C 
In this working we explore a range of expert opinion about the most likely changes in 
marketing communications in the near term (the next year or two), take an in-depth look at 
online advertising on social media for brand strength, lead generation and conversion, and 
speculate about what’s likely to happen in the next 5 years or so. We’ll review promise of “big 
data” and pay attention to the clash between the communication demands and habits of 
people using small screen devices, PCs and tablets. Technology does not rule marketing, but 
it does shape our solutions. Goal: leave the workshop with an understanding of how major 
marketing issues will continue to unfold and the most important steps to take now to craft an 
effective marketing strategy for the future.
@HighEdMarketing  #workshop3

11:30 am – 12:45 pm 

Power Lunch (by invitation)

1:00 – 1:15 pm: Welcoming Remarks & Introductions 

Lindsay Nyquist, eduWeb Advisory Board member,  Social Media & Video 
Coordinator, Fort Lewis College

Chris Barrows, eduWeb Advisory Board member, Social Media and Mobile  
Products Coordinator, New York University
Grand Ballroom

BRAINS  BEAUTY  BRAWN
strategy+
analytics

www.beacontechnologies.com
866.336.1019

marketing+
design

technology+
development

Smarter marketing is achieved when
creative ideas and powerful web technology 

collide to produce the most engaging
customer experience.

Cascade Server Clients

Higher Ed Websites

Years offering Full-
Service Web Solutions

100+

40+

17+

MONDAY JULY 27, 2015
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Engage Your 
Students
Involvio meets your students when they 
arrive at orientation and keeps them 
engaged all the way through graduation.

LEARN MORE involvio.com     CALL US TODAY 212.729.6670

Visit us at  
Booth  

1!

Orientation Mode
Give your students robust 
mobile tools to stay organized 
and on track.

Integrated Calendar
Communicate directly with 
the right students at the right 
time via push.

Real-Time Messages
Analyze real-time 
engagement across campus 
and track important trends.

Deep Analytics
Analyze real-time 
engagement across campus 
and track important trends.

Powerful & Comprehensive
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1:15 – 2:15 pm: Opening Keynote 

Digital Thinking — What @Sree Learned  
at the Met about the Future of Education
Sree Sreenivasan, Chief Digital Officer, Metropolitan  
Museum of Art
Grand Ballroom
Mr. Sreenivasan has spent two years at the Metropolitan Museum 
of Art after a lifetime at Columbia University. He will talk about 
what he’s learned about the future of education by working at two of the leading institutions 
in the world, and share lots of practical, useful advice you can implement in your work.

@Sree   

2:15 – 2:30 pm: Break 

NEW! Guerrilla Website Review: How effective is your website? 
Mark Greenfield, Director, Web Services, University at Buffalo
Grand Court
Mark will offer you a 15-minute review session.

2:30 – 3:30 pm: Presentations  

My Story: An Adventure in Digital Storytelling
Vincent Rhodes, Director, Marketing & Communications, Eastern VA Medical School
Grand Ballroom A • Track: Digital Marketing Communications • Intermediate
As a campus of physicians and scientists, EVMS’ marketing traditionally relied on logic, rather 
than stories, as the primary means of communicating. We lacked a critical narrative that 
would help prospective patients and the community better understand our human impact. 
The “My Story” campaign was conceived to share emotionally impactful patient testimonials, 
allowing their heartfelt stories — rather than cold data — to help us accomplish key objectives. 

#marcom1 

#CollegeBound: Using Instagram to Impact Yield
Jessica Moore, Social Media Strategist, New York Times (formerly of NYU)
Grand Ballroom C • Track: Social Media • Intermediate
According to the 2015 Social Admissions Report by Chegg Enrollment Services, one-half 
of students say that social media conversation influences their decision on where to enroll. 
49% use social media to research colleges they’ve already applied to, visiting sites such as 
Instagram to collect college information. Platforms like Instagram are playing a major role in 
influencing where potential students are choosing to enroll, providing a prime opportunity 
for colleges and universities to develop engaging social campaigns and conversations to 
assist in these #collegebound decisions.

#social1

Lean, Mean Web Machine 
Kathleen Walsh, Director, Web Development and Sharon Dietrich, Web Project 
Specialist, University of Toledo
Astor Ballroom • Track: Technical Design & Development • Intermediate
In a time when money is tight and positions are stretched thin, how does a university 
successfully manage a website with a small crew charged with creating a cohesive web 
visitor experience and support the university brand? The University of Toledo’s Kathleen 
Walsh, Director of Web Development and Sharon Dietrich, Web Project Specialist will share 
how the web team has leveraged the power of a content management system, third party 
applications, student interns to manage 20,000+ web pages and 400+ content managers to 
deliver a cohesive, branded website. They will cover the advantages of a single web content 
solution, structure of web at UT, gaining administrative support and strategies for bringing 
colleges and departments on board to a single solution.

#tech1

Integrated marketIng 
FOr enrollment

CarnegieComm.com  
978.692.5092

info@carnegiecomm.com

Cascade CMS powers more than 
24,000 higher education sites.

The preferred CMS for Higher 
Education.

@hannon_hill
#cascadeserver

MONDAY JULY 27, 2015
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Supporting Institutional Success through a Federated Technology  
and Data-Centric Eco-System
David Stevens, Dir., Web Services
Aarti Deshmukh, Sr. Applications Systems Developer, Lehman College/CUNY
Grand Ballroom B • Track: Web Intelligence+ • Intermediate
This presentation demonstrates the value of a data-centric, cross-institutional technology 
eco-system to inform recruitment, retention, and institutional outreach. The session highlights 
how the eco-system informs data collection for actionable insight. We will focus on how 
Lehman uses innovative data modeling and predictive analytics to address student retention 
and graduation rates.

#intel1

3:30 – 3:45: Break 

NEW! Guerrilla Website Review: How effective is your website? 
Mark Greenfield, Director, Web Services, University at Buffalo 
Grand Court
Mark will offer you a 15-minute review session.

 
3:45-4:45 pm: Presentations  

How to Achieve a 4.0 in Digital Marketing Maturity
Sean Rusinko, SVP, Strategy, Jill Grozalsky, Strategy Director, Verndale
Astor Ballroom • Track: Digital Marketing Communications •  Intermediate
Today, having a 360-degree view of potential and current students is more important than 
ever.  Without that connected experience, your school may be reaching the wrong audience, 
at the wrong time, with the wrong messaging resulting in bounces, drop-offs, and in turn less 
applications for admission. And with so many institutions out there today — you can’t afford 
for this to happen.  This session breaks down how to increase marketing maturity to evolve 
alongside technology, and covers best practices for higher education institutions to build this 
connected, well-rounded experience, benefiting both the school and the end user.  Key takeaways 
include:  How to develop a strategy that meets the needs of all audiences, across all necessary 
channels. • What it takes to build a connected experience, and where to start. • What to think about 
next when it comes to your website — nurturing users with personalized experiences.

#marcom2

How to Use YouTube and Hangouts on Air for Creating  
Differentiated Video Content
Grant Tilus, Associate Marketing Manager, Collegis Education
Grand Ballroom A • Track: Social Media • Intermediate
As the growth of video marketing continues in 2015, organizations that optimize for the 
world’s second largest search engage (YouTube) and start create a video that is designed to 
build brand awareness by engaging with a larger audience will be poised for growth and 
future success. Attendees will learn tips for optimizing your YouTube channel and how to 
develop strategies for creating unique content through the use of Google+ Hangouts on Air. 
Any organization can use YouTube, Google+ and Hangouts on Air to increase brand exposure 
and drive engagement through the use of creating video content on a budget. Learn how to: 
YouTube channel optimization tricks/tips/strategies • Develop new video content concepts 
that showcase your organizations expertise • What you should know about Hangouts on Air 
from a technology and investment point of view • How plan live events, start create multiple 
variations content and build your presence on YouTube and Google+ • And more!

#social2

Just ask...

301.942.7040 www.hodgsonconsult.com

hodgsonConsulting designs and 
builds user friendly responsive 
websites for student engagement.

Great Solutions 
for Big Ideas

Ingeniux CMS 
Powers the

EDU Web

VISIT US AT TABLE #21

Ingeniux Corporation   | ingeniux.com  
206.788.4305   | sales@ingeniux.com      

Content Targeting
Personalization

Social Media
Community

Course Catalog
Calendar

Campus Intranet
Cloud Hosting

Mobile & Responsive

MONDAY JULY 27, 2015
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Connecting Reusable Disconnected Content: Our Campus Data Project
Chris Nixon, Director, Digital Design & Development, University of Arkansas
Grand Ballroom C • Track: Technical Design & Development • Intermediate
We generate lots of content and manage lots of data in disconnected ways. At the University 
of Arkansas we started a project a few years ago we call the Campus Data Project. An 
uninteresting name for an incredible foundation with a REST API that lets us tie all kinds of 
data together that we never could before. From campus maps crossed with our campus 
directory to our news platform that updates experts’ lists and research blogs, we have an 
ecosystem of useful reusable information getting more valuable with every piece of content 
we add to it. We will talk about the evolution of this system, how we use it currently, what our 
future plans are and how we have shared this platform with others in our state.

#tech2

Small Team, Huge Impact
Brandt Smith, Web Marketing Manager, University of Oklahoma
Grand Ballroom B • Track: Social Media • Intermediate
With about 30,000 students, thousands of faculty/staff, tens of thousands of alumni, fans, 
and the tax-paying public (and parents... shiver), the University of Oklahoma has no shortage 
of audiences to speak to and engage with. Let’s explore how OU Web Communications’ 
Web Marketing team is able to find stories, and reach these audiences with a team of three 
(arguably two).

#social2a 

4:45 – 5:00 pm: Break 

NEW! Guerrilla Website Review: How effective is your website? 
Mark Greenfield, Director, Web Services, University at Buffalo
Grand Court
Mark will offer you a 15-minute review session.

4:45 – 7:00 pm: Social Media Smart Bar 

Make an appointment for a 10 minute session with a social media expert at Sprout Social’s 
table, #23 in Exhibit Hall.

5:00 – 6:00 pm: Presentations   

Your Website is a Window, Not a Billboard
Melissa Dix, Assoc. Dir., Communications & Marketing and Bill Mortimer, Assoc. Dir., 
Enrollment, Beloit College
Grand Ballroom B • Track: Digital Marketing Communications • Beginner
When Beloit College retooled its recruitment materials and positioning, the approach 
hinged on the college’s ability to showcase the accelerated pulse of what seemed, from 
the outside, to be a small and sleepy campus. Under the theme “Liberal Arts Amplified”, the 
communications and web team set out to illustrate this energy on the website and elsewhere 
and found along the way that in this case, less was more (and more was more). Borrowing 
from new approaches (in HTML5) and best practices we built a new site that serves to 
highlight campus life, offerings, and students, and to do so in a way that is more authentic, 
more powerful and less time consuming than preparing video package after video package. 
This session will provide an overview of how we implemented video across our site (the plan, 
process, staffing and implementation) and what we’ve seen and heard as a result. We’ve 
discovered that while a picture might be worth a thousand words, a video is worth a million.

#marcom3

Digital 
Solutions for 
Modern Higher 
Education

kwallcompany.com

MONDAY JULY 27, 2015
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DRUPAL SOLUTIONS 
FOR EDUCATION 
Does your school have the right digital platform to 
meet the institutional challenges of today?  

The College of Southern Nevada does, and they are 
reimagining digital with personalization and content targeting 
on that platform.  Learn how they made digital more than 
just an after thought at our session on Tuesday at 2:30PM. 

They are not alone. We have helped many other schools align 
digital strategy with institutional goals. Stop by our booth, learn 
how other institutions are working with us to make the proper 
investment in digital, and enter to win a Fitbit!
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You have it, now use it: Extracting Measurable Value out of  
Enterprise Social Media
Ben Brewer, Marketing Specialist, Loyola University of Maryland
Grand Ballroom C • Track: Social Media • Advanced
Higher education is approaching social media wrong, and leaving money on the table. It 
is time to think like an enterprise and utilize social media to measurably drive conversions 
while adding value to existing student’s education experience. This presentation covers the 
process of creating an internal enterprise structure from conception and pre-planning to 
execution. Including: Finding internal advocates; enabling partners to take ownership of social 
properties; an in-depth look at social editorial; an overview of social advertising structure; 
concluding with result measurement and cost analysis. Those who attend this presentation 
will have actionable insight into how social can be revenue generating with an emphasis on 
ROI and cost analysis.

#social3

Quickstart to Success in Google Analytics
Rory Keane, Inbound Marketing Manager, Promet Source
Astor Ballroom • Track: Technical Design & Development • Beginner
How a comprehensive setup in Google Analytics offers telescopic views into any 
organization’s online success.

#tech3

User Testing on a Shoestring
Jason Smith, Managing Director, OHO
Grand Ballroom A • Track: Web Intelligence+ • Intermediate
Finding out how users actually use your website is the foundation of a good website redesign, 
but this step is often skipped because of timeline or budget concerns. This session will teach 
you the basics of conducting user research: How to recruit and screen participants for one-
on-one user tests • Collecting, analyzing and reporting on qualitative and quantitative data • 
How to test your new designs for usability tests • An introduction to the Think Aloud approach 
• Using online user testing tools • How to control and conduct an A/B test • Developing 
actionable user priorities. The session will walk through the process and provide sample 
questions, surveys and reports.

#intel3

6:00 – 7:00 pm

Welcome Reception — Among the exhibitors 
Sponsored by Research + Design 
Grand Court 

AFTER RECEPTION: 
7:15 pm – Networking Topic Dinners 

Jeremy Ryan, eduWeb Advisory Board member
Westin Lobby
Meet Jeremy Ryan, eduWeb Advisory Board member, to meet up with others who want to 
discuss a similar professional topic at a restaurant of your choice. 

7:30 pm – Pub Crawls 

Lindsay Nyquist and Chris Barrows, eduWeb Advisory Board members
Westin Lobby
Meet Lindsay and Chris in the lobby.

MergeAgency.com

THE DIGITAL AGENCY
FOR HIGHER EDUCATION

Smarter strategies, better 
brands and great content help 
engage students, prospects 
and alumni. 

Come visit us at table 13.

WANT MORE
ENGAGEMENT?
BE MORE
ENGAGING.

Web Content Management and 
Digital Marketing Solutions

MONDAY JULY 27, 2015
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7:15 am – 5:00 pm: Registration

Sign-ups for Post-Conference Workshops & Thursday’s Master Class
River Level II – Grand Court
• Workshops: $195 per (no lunch included)

• Master Class: $395 w/conference; $595 just class (includes lunch)

7:15 – 8:15 am

Breakfast  
Sponsored by Research + Design
Grand Court & Promenade Ballroom

Schedule-at-a-Glance
7:15 am - 5:00 pm Registration

7:15 am - 8:15 am Breakfast

8:15 am - 9:15 am Presentations

9:15 am - 9:30 am Break

9:30 am - 10:30 am Presentations

10:30 am -11:15 pm Networking with Exhibitors

11:15 am - 12:45 pm Lunch and Speaker

12:45 pm - 1:15 pm Break

1:15 pm - 2:15 pm Presentations

2:15 pm - 2:30 pm Break

2:30 pm - 3:30 pm Presentations

3:30 pm - 3:45 pm Break

3:45 pm - 4:45 pm Presentations

4:45 pm - 5:00 pm Break

5:00 pm - 5:30 pm Mini Sessions

6:00 pm - 7:30 pm Evening Reception — Howl at the Moon

8:00 pm - 10:00 pm Rockit Bar & Grill

Dining and Attractions
WESTIN RIVER NORTH DINING (ON-SITE)

Hana

Relax in modern luxury at Hana. Hana is the ideal place 
to gather, mingle and unwind. Hana provides the 
unique atmosphere that offers both the energy of the 
city and the scene to relax. Meet friends for Cocktail 
before a night on the town or relax over a dinner of 
expertly prepared sushi or other light fare from our 
tempting menu. An extensive wine list, local craft 
beers, mixologist inspired cocktails and full array of 
fine spirits will lure you to the restaurant’s warm wood 
bar and cozy tables night after night.

Kamehachi Sushi Bar

Kamehachi has been providing fine Japanese cuisine 
for over 40 years in Chicago. Throughout the decades 
of change, Kamehachi has endured and grown without 
compromising our standards of excellence and quality. 
Both beginners and connoisseurs of Japanese cuisine 
can enjoy a variety of nigiri, maki (rolls) and culinary 
entrees that can satisfy the most discriminating 
palates. Located in Hana on the lobby level.

NEARBY RESTAURANTS

1. Bavette’s – European style steakhouse (218 West 
Kinzie Street)

2. Bin 36 – wine-focused American (339 North 
Dearborn Street)

3. Bub City - barbecue (435 North Clark Street)

4. Catch 35 – seafood (35 West Wacker Drive)

5. Chicago Cut Steakhouse (300 North LaSalle Street)

6. Coco Pazzo – Italian (300 W. Hubbard Street)

7. GT Fish & Oyster – Seafood (531 North Wells Street)

8. Harry Caray’s – European-style steakhouse (33 West 
Kinzie Street)

9. Hub 51 – American (51 Weste Hubbard Street)

10. Hubbard Inn – American (110 West Hubbard Street)

11. Mercadito – Mexican (108 West Kinzie Street)

12. Siena Tavern – Italian (51 West Kinzie Street)

13. Sunda – Asian (114 West Illinois Street)

14. Untitled – American (111 West Kinzie Street)

NEARBY ATTRACTIONS:

• Michigan Mile & State Street Shopping  
(.9 mile away)

• Millennium Park (.6 mile away)

• Navy Pier (1.5 miles away)

• Chicago Cubs (4.4 miles from Wrigley Field)

• Chicago Theatre District (.2 mile away)

• House of Blues (across the street)

www.eduwebvote.com 
Vote for your favorite Track presentation
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Reach Students Throughout
Their Entire Journey

We align brand, demand 
and technology to accelerate 

marketing ROI.

R2INTEGRATED.COM • INFO@R2INTEGRATED.COM • 410.327.0007

Silicon Valley • Seattle • NYC • Baltimore / Washington D.C.

TUESDAY JULY 28, 2015
8:15 – 9:15 am: Presentations 

Mapping Content to the Student Journey
Jonathan Pogact, Dir., Enterprise Education, Fathom Education
Grand Ballroom C • Track: Digital Marketing Communications • Intermediate
Content is king. This phrase is holds true in both the world of education and digital marketing. 
It’s how prospective students find you online and how the search engines value your site 
as an authoritative source of information. If it’s one thing most EDUs have plenty of, it’s 
content. But with all that content, many colleges are missing critical content that answers the 
questions prospective students are searching for as they begin their college search. In this 
session, you will learn how to: 1. Identify Personas 2. Audit Existing Content on-site  
3. Map Content to the Student Journey 4. Measure impact in Google Analytics A template 
will be provided to all attendees so that you can start auditing, measuring and mapping your 
content to the student journey for your institution.

#marcom4

One University, How Many Accounts? Fostering A Culture of  
Collaboration and Learning
Chris Barrows, Social Media and Mobile Products Coordinator, NYU
Astor Ballroom • Track: Social Media • Intermediate
In 2012, New York University lacked a central team to oversee its social media presence, 
and there was very little sense of community among social media managers in various 
departments across the university. Through the creation of a new position and an 
ambassadors group, the university has dramatically refocused its efforts with some striking 
results. At the center of this approach is the NYU Social Media Ambassadors group. SMA was 
formed in 2012 and now counts more than 175 community managers from across NYU. From 
online meetings and knowledge sharing through Google Groups to in-person meetings  
— featuring presentations industry giants such as Facebook, Twitter and Instagram — the 
group has created a professional development opportunity for NYU’s community managers 
to share and learn. This presentation will provide a background on the group, tips for forming 
a collaborative university group of your own, and lessons learned over the course of the past 
2.5 years.

#social4

Web Wedding Announcement: Google Analytics and Customer  
Relations Management Tie the Knot
Jim Paskill, President, Paskill Stapleton & Lord 
Grand Ballroom A • Track: Technical Design & Development • Advanced
Web and enrollment stakeholders love the powers of Google Analytics and CRM technologies. 
We are pleased to announce that the two darlings now work as a team. The happy ending is 
enrollment success and better return on investment intelligence for all! Learn how Closed-
Loop Web Analytics marries your GA with your CRM. If you don’t have GA and a CRM, or if 
you have one but not the other, learn how integrating these intelligence tools into your next 
redesign makes complete financial sense. Paskill Stapleton & Lord and Seer Interactive have 
aligned web design for enrollment marketing and high technology web analytics in a unique 
way. They will present case studies of how this blended approach of design and analytics 
reduces financial risk and increases intelligence for cost-effective recruiting. If your decision 
maker is wincing at marketing costs and the price tag for a new website, this wedding 
announcement is good news.

#tech4

Analytics in Action: Social Media Advertising
Victoria Harben, Dir., Marketing and Communications, University of Denver
Grand Ballroom B • Track: Web Intelligence+ • Beginner
In this session, gain tips on targeting your ideal audience, crafting the most effective ads, and 
determining the best budget for your campaigns. Once you have the tools to create the most 
relevant ads for your audience, learn to read the results and understand your ad success rate 
— not just on the platform itself, but on your website. Social media advertising doesn’t stop 
at [insert social media platform here]. Savvy marketers need to get into Google Analytics and 
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How can you better 
engage prospective 

students online?
Ask for a Digital Marketing  
Analysis to identify your  

e-recruitment opportunities.  
Email ContactUs@RuffaloNL.com.

SM

Stop by our booth to pick up 
our latest research reports, or 
visit www.RuffaloNL.com

marketing

social

mobile

web

creative

Visit us at 
Table 6!

Proudly 
supporting 
2015 eduWeb 
Digital Summit

www.SEMGeeks.com

1.866.772.GEEK (4335) | info@semgeeks.com

SEMGeeks @SEM_Geeks

assess the behavior of visitors from the ads. Do they spend time on your site? Do they explore 
multiple pages? Do they convert? These are the questions you need to ask in conjunction 
with the click-through metrics provided by Facebook, LinkedIn, and Twitter. Learn to love the 
data that provides targeted results and come away with tips for developing an effective social 
media advertising plan, reporting relevant results, and creating a culture of metrics at your 
organization.

#intel4

9:15 – 9:30 am: Break

NEW! Guerrilla Website Review: How effective is your website? 
Mark Greenfield, Director, Web Services, University at Buffalo
Grand Court 
Mark will offer you a 15-minute review session.

9:30 – 10:30 am: Presentations 

Moving from Chaos to Collaboration
Barb Dreger, Dir., College Marketing, Larry Baier, Applications & Database Mgr., and 
Rose Kilsdonk, Mgr., Digital Marketing, Fox Valley Technical College
Astor Ballroom • Track: Digital Marketing Communications • Advanced
Your website is the center of your marketing efforts — it needs to work effectively, and 
marketing staff need to own/drive the site’s purpose and function. Today’s digital natives 
won’t tolerate chaos; they’ll quickly bounce off your site to your competitor. That’s why 
it’s critical that you don’t redesign your website, you reinvent it. Hear a case study from a 
college who used a website redesign to facilitate a cultural shift in the organization. Learn 
to manage a high-reward, high-risk project by effectively cultivating the Marketing and IT 
relationship. Understand how people, process and technology issues related to the design 
and development of a college website are the difference between “zero” and “hero”. With a 
step-by-step overview of:  Website Ownership/Role Definition • Building the Team • Defining 
the Problem / Creating the Vision • The Change Argument • Project & Operational Planning

#marcom5

Social Intelligence: How Social Data Drives Your Organization
Amber Naslund, Chief Evangelist, Sysomos
Grand Ballroom C • Track: Social Media • Intermediate
At the dawn of the social media age, it was enough to be “listening and monitoring”. You 
had to know if people were talking about your institution, and if so, what they were saying. 
But the world of social intelligence has changed dramatically in the last several years. Learn 
how social data can and should inform your marketing efforts, and combined with your 
community and recruiting data, can inform every aspect of your success.

#social5

Why a beautiful campus but a digital wasteland?
Brian Hawkins, Communications Officer, Indiana University
Grand Ballroom A • Track: Technical Design & Development • Beginner
Every college has access to shovels, seeds, trimmers, yet why are some campuses places of 
beauty while others are not? It’s not the tools, it’s an expression of values, leadership, and 
discipline that enable physical campus beauty over the decades. It’s time to do the same in 
the digital environment. A CMS, a few web developers, and varied ideas don’t make digital 
beauty (or effectiveness). It’s time to bring the discipline from physical beauty to the digital 
campus where students, parents, and faculty spend much of their college years.

#tech5

TUESDAY JULY 28, 2015
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Starting a Social Media Street Team
Colleen Campbell, Digital PR Manager, Kathleen Buchanan, Online Media Specialist, 
and Bryan Cain, Dir., Marketing, Oakland University
Grand Ballroom B • Track: Web Intelligence+ • Intermediate
The web services team at the College of Southern Nevada (CSN) is reimagining digital at the 
state’s largest community college, building a new site experience with a focus on targeting and 
personalization. Tying the initiative to strategic goals around enrollment, student success, career 
placement and alumni development, the college initiated a move from .NET applications to the 
Drupal content management framework. Get insight into the campus’ move to open source. 
Attendees will learn how the web services team: defined its digital strategies around strategic 
goals • is getting started with data-driven personalized experiences • is creating a platform to 
better connect the campus digital experience for every audience.

#intel5

10:30 – 11:15 am: Networking with Exhibitors

Guerrilla Website Review, 10:30 –10:45
Mark Greenfield, Director, Web Services, University at Buffalo
Grand Court 
Mark will offer you a 15-minute review session.

Social Media Smart Bar – Sprout Social
#23 Exhibit Hall

11:15 am – 12:45 pm

Lunch & Speaker
Remarks — Jeremy Ryan, eduWeb Advisory Board member and Executive VP, 
Creative and Digital Services, Lipman Hearne
Grand Ballroom

The .edu Manifesto: A Call to Action for Higher  
Education to get Digital Right
Mark Greenfield, Director, Web Services, University at Buffalo
The importance of a college website cannot be understated.  It is 
mission critical. Imagine what would happen if your website disappeared 
tomorrow. Could your campus still function? And as we move from 
a physical campus to a digital campus the stakes will be even higher. 
Despite this landscape, most college websites remain mediocre at best, 
underfunded, and mismanaged.

Part rant, part history lesson, part hope for the future, the .edu Manifesto is a call to action for 
higher ed to get the web and digital right.  Mark will make the case on why the web matters 
(more than you think) and how to harness the full potential of digital.

@markgr   

12:45 – 1:15 pm: Break 

Social Media Smart Bar – Sprout Social
#23 Exhibit Hall

TUESDAY JULY 28, 2015
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1:15 – 2:15 pm: Presentations 

Leadership, Strategy and Marcom
Victoria Lander, Director of Marketing, Worcester Polytechnic Institute
Grand Ballroom A • Track: Digital Marketing Communications • Intermediate
This presentation discusses a scenario where winning search engine and social media 
marketing strategies were created and implemented where none existed before to create an 
effective and affordable online presence in a higher education environment. This scenario 
includes how customer needs were assessed, demand created, perceptions debunked, 
relationships discovered and customer/student satisfaction achieved through orchestrated 
integrated marketing communications efforts that are created in a productive team 
environment, and through extraordinary partnerships with Business Groups, Sales, Partners, 
Services, and Third Party Agencies. 

#marcom6

30 Ways to Transform Your Student Life Social Media Strategy
Emmelie De La Cruz, Social Media Strategist, The Branding Muse  
(formerly of John Jay College)
Grand Ballroom C • Track: Social Media • Intermediate
In this session, social media specialist and digital marketing consultant Emmelie De La Cruz 
will guide attendees through the development of a successful digital communications 
strategy that focuses on sharing and humanizing the student experience online, while 
increasing engagement. In addition to outlining the benefits of a divisional social media 
presence that runs parallel to that of the general institution, this program will help 
departments rethink the way they view engagement and use social media to improve 
connections to the campus, build student relationships and increase attendance at events 
and student activities. This program will also highlight how social media, when used 
effectively and properly, can aid in student identity development, support high school to 
college transition, lead to higher retention rates and result in result in increased student 
involvement.

#social6

Information Architecture: The Steps to a Smooth Redesign
Matt Walters, Content Strategist and Rebecca Swibes, Account Director,  
VisionPoint Marketing
Astor Ballroom • Track: Technical Design & Development • Beginner
The California Western School of Law MarComm team was creating content with little 
strategic direction. The arrival of a new dean presented an opportunity to align their 
marketing and communications work with the strategic goals of the school. Join VisionPoint 
Marketing as we explain the process behind developing a new website along with a brand 
platform and content strategy with an emphasis on delivering relevant content to prospective 
and admitted students.

#tech6   @vispoint            #webcontentstrategy

PANEL: The Most Important Digital Lead Generation Strategies for 
Online & On-campus Programs?
Grand Ballroom B • Track: Web Intelligence+ 
Moderator: Ken Bonham, Co-Owner @ Lucid Agency

Panel: 

• Alex Rudd, Senior Account Manager, Lucid Agency

• Steve Townsend, Director of Marketing and Communications, Wayne State University 
 School of Business

• Michelle Lauer, Senior Account Manager, Lucid Agency

• Julie Kent, Dir., Digital Marketing, Arizona State University, W.P. Carey School of Business

#intel6

Adobe Marketing Cloud

Phone:  1-844-VERNDALE (837-6325)   Web: verndale.com  

STRATEGY         EXPERIENCE DESIGN         TECHNOLOGY

OUR PLATFORMS
MATURE JUST LIKE
YOUR STUDENTS

Come to Table 29 to find out how to solve 
your marketing challenges... and you might 
just get a free t-shirt.

social
 media
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JEFF JOHNSON
Higher Education 
Practice Leader

Join Primacy’s Jeff Johnson for an informative discussion 

about how to make your school’s website viable, desirable, 

and usable (and that’s just the first three). 

Primacy is a digital-first agency that delivers powerful experiences 

connecting brands, people, and moments. We help colleges and 

universities with admissions and enrollment marketing challenges, 

particularly with website platforms, content management, and 

digital communications.

Regis University  /  Emmanuel College  /  Gonzaga University 

Yale Law School  /  MIT  /  New York University  /  Tufts University 

Susquehanna University  /  Peirce College  /  Smith College

ANATOMY OF AN EFFECTIVE 
WEBSITE REDESIGN: 

9 ELEMENTS 
FOR SUCCESS

Visit us at Space 20 

in the Exhibit Hall. 
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2:15 – 2:30 pm: Break 

NEW! Guerrilla Website Review: How effective is your website? 
Mark Greenfield, Director, Web Services, University at Buffalo
Grand Court 
Mark will offer you a 15-minute review session.

2:30 – 3:30 pm: Presentations 

Create Winning Content Students Actually Pay Attention To
Morgan Day, Content Strategist, University of Oklahoma
Grand Ballroom A • Track: Digital Marketing Communications • Beginner
Put your higher content in a format students actually are receptive to. Learn 
to utilize storytelling platforms like Buzzfeed to create helpful lists that also 
promote your programs (think: “9 Reasons to Take Human Evolution”). Engage 
students through Playbuzz by creating personality quizzes that students will 
like and share (“What Kind of Holiday Breaker Are You?”). Walk students through 
a story with an interactive timeline by the Knight Foundation. Tell your story 
through social media with the help of Storify. In this seminar, Morgan will 
share the successes the University of Oklahoma has had with multiple online 
storytelling platforms.

#marcom7

Ebola: Silencing the Epidemic of Fear
Julie Winch, Director, Social Media, Emory University
Grand Ballroom C • Track: Social Media • Intermediate
Emory Healthcare and Emory University faced the ultimate potential PR crisis 
when they accepted two patients who had been infected with Ebola virus 
while providing humanitarian aid in West Africa. Not only were they the first 
for Emory, but the first Ebola-infected patients to be treated in the United 
States. In the wake of the Ebola epidemic spreading across West Africa, the 
feedback Emory received in response to this decision ranged from interest and 
enthusiasm, to anger, fear, and even threats on social media. Emory’s social 
media team knew they had to put a strategy in place fast and start responding 
to the uproar. The strategy was one of transparency and education — we 
answered questions when asked, and provided knowledgeable information 
from our doctors and nurses. We will take a dive into the analytics surrounding 
the admittance of these patients, and how our strategy helped dispel fear and 
grow trust in the Emory brand.

#social7

Kickstarting Engagement Strategies with Drupal and  
Open Source Innovation
Mike Fite, Webmaster, College of Southern Nevada & Josh Pennino, Dir., 
Education, Acquia
Grand Ballroom B • Track: Technical Design & Development • Intermediate
The web services team at the College of Southern Nevada (CSN) is reimagining 
digital at the state’s largest community college, building a new site experience 
with a focus on targeting and personalization. Tying the initiative to strategic 
goals around enrollment, student success, career placement and alumni 
development, the college initiated a move from .NET applications to the Drupal 
content management framework. A new site launch this year signals the first 
step of the campus’ digital engagement strategy. By investing in an open 

platform, the web services team is building a scalable system ready-built to 
integrate apps that will optimize the campus digital experience. Get insight into 
the campus’ move to open source. Attendees will learn how the web services 
team: -defined its digital strategies around strategic goals -is getting started 
with data-driven personalized experiences -is creating a platform to better 
connect the campus digital experience for every audience

#tech7

Multilingual Campus Websites —  
Opportunities and Challenges
Djun Kim, Senior Drupal Developer, ImageX
Astor Ballroom • Track: Web Intelligence+ • Intermediate
Our audiences (markets, constituents) are increasingly global. Sometimes 
this calls for our websites to support content and interactions in multiple 
languages. Implementing a multilingual website is a non-trivial undertaking, 
requiring a deep understanding of the intended purpose of content, structure 
and relationships of content types, user roles and workflow, information paths 
and domains, internationalization and localization standards, available services, 
and technical strengths and weaknesses of various content platforms. We will 
present a number of case studies, giving an overview of the important issues.  
The goal is to enable you to ask the right questions and make effective choices 
in your next multilingual web project.

#intel7

3:30 – 3:45 pm: Snack Break 

NEW! Guerrilla Website Review: How effective is your website? 
Mark Greenfield, Director, Web Services, University at Buffalo  
Grand Court
Mark will offer you a 15-minute review session.

3:45 – 4:45 pm: Presentations 

E-Expectations 2015: What 10 Years of Research Have Told 
Us About Engaging Prospective College Students Online
Stephanie Geyer, Vice President, Ruffalo Noel Levitz and Lance Merker, 
CEO, OmniUpdate
Astor Ballroom • Track: Digital Marketing Communications • Intermediate
Since 2005, the E-Expectations research project has tracked the online 
preferences of college-bound high school juniors and seniors. The e-recruitment 
landscape has changed considerably in that time. Facebook and YouTube were 
just beginning to go public, Twitter had not yet launched, and the iPhone was 
still two years away. Over that time, how have the expectations of prospective 
college students changed? How will they continue to evolve? This session will 
examine ten years of E-Expectations research data, showing attendees how 
they can meet the prospective student expectations for websites, mobile, social 
media, and email. The presenters will also discuss how campuses can create an 
effective mix of online recruitment strategies that will both engage students 
and be manageable for those overseeing campus e-recruitment. Participants 
will have a better understanding of how to increase the quality and consistency 
of their online content across multiple channels.

#marcom8

TUESDAY JULY 28, 2015
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Oh Snap! Using Snapchat for Fun and Engagement
Lindsay Nyquist, Social Media & Video Coordinator, Fort Lewis College
Grand Ballroom A • Track: Social Media • Intermediate
Since its inception in September 2011, Snapchat has taken the world by 
storm. The high-school and college crowd, that is. This mobile app, that allows 
users to send photos, videos, and text to each other, is used by the 13-25 age 
group multiple times daily. Snapchat is currently the third most popular social 
app among Millennials, behind Facebook and Instagram. Yet Snapchat is 
underutilized by higher education institutions, who likely fear its unpredictable 
and often anonymous interactions. In this session, you’ll learn how to use the 
current version of the app, best practices for interacting and engaging with 
students, and fun ideas for content generation. We’ll also discuss some stumbling 
blocks associated with this platform and how to overcome them, as well as 
viewing real life examples used by Fort Lewis College and ideas for promotion. If 
you’re not using Snapchat, then Snap out of it! It’s too valuable to ignore!

#social8

Anatomy of an Effective Website Redesign: The Nine  
Elements for Success
Jeff Johnson, SVP, Higher Ed Practice Lead, Primacy
Grand Ballroom C • Track: Technical Design & Development • Intermediate
An understatement: large-scale website redesigns are challenging. 
Completing a successful redesign is a daunting process down an unpaved 
road filled with potholes. If you’ve been down the road you know the 
drill–they need to be strategic and tactical. They involve a series of sprints 
in the context of a marathon. And involves cross-functional teams from 
marketing, IT, and representatives from across your organization — many 
with competing needs, goals and agendas. Most successful redesign projects 
share common themes/trends proven to be effective. This session will break 
down stages of a successful redesign process with actions for your team to 
take. We’ll cover the gamut of the design process (IA/UX) to establishing a 
strategic foundation; content strategy & content management; stakeholder 
engagement & leadership buy-in; governance & decision-making; technical 
considerations; analytics & measuring success; video, mobile and social waves 
upon us; and next wave (accessibility) coming.

#tech8

Data isn’t Just for Geeks Anymore!
Melissa Rekos, Senior VP, Carnegie Communications and Grant Geske, 
Manager, Digital & Analytics, Johnson & Wales University
Grand Ballroom B • Track: Web Intelligence+ • Intermediate
Don’t just say “I think,” when you’ve got data to guide you. Today your own data 
and site analytics are a wealth of information that when tapped into can help 
drive marketing and recruitment decisions. By giving your data a seat at the 
table you can analyze the past, target the present, and leverage it for the future 
as your barometer for what’s to come. In this session we will discuss what data 
matters and how you can use it to make your future marketing efforts smarter.

4:45 – 5:00 pm: Break 

4:45 - 6:00 pm: Social Media Smart Bar   
Sprout Social
#23 Exhibit Hall

5:00 – 5:30 pm: Mini Sessions 

Leveraging a Student’s Internet Fame and Getting a  
Shoutout from Beyoncé
Jon McBride, Media Relations and Social Media Manager,  
Brigham Young University
Grand Ballroom C • Intermediate
A student at your institution could be the next internet superstar. You may or 
may not know who or when, but in these days of social media saturation, it 
often doesn’t take much for it to happen — just something obscure, unique, 
adorable or startling mixed with something timely or relevant — and all of a 
sudden the world knows your student, and possibly your institution. In this 
session, you’ll be taken through a case study of how Brigham Young University 
student and Olympic luger Kate Hansen became the darling of the Sochi 
Olympics and how the internet fell in love with her, what role BYU’s University 
Communications played in that and how BYU landed a shoutout on Beyoncé’s 
Facebook page with some behind-the-scenes pitching. The case study 
exemplifies 4 concrete takeaways that you can implement at your institution so 
you’ll be ready to get the biggest payoff when (not if ) one of your students gets 
internet famous.

#mini1

The “Why” and “How” of a Comprehensive Mobile  
Enrollment Strategy
Pete Schauer, Digital Marketing Manager and Alison Milone,  
Digital Media Specialist, SEM Geeks
Astor Ballroom • Intermediate
Mobile is no joke. 90% of people ages 18-24 say that mobile devices are a 
central part of their everyday lives, their primary screens, and their primary 
source of information. That same demographic spends an average of 5.2 hours 
per day on their mobile device. SEMGeeks will share why and how mobile 
can be utilized to enhance your enrollment marketing campaign and your 
institution’s web presence as a whole.

#mini2

6:00 – 7:30 pm: Evening Reception 

Howl at the Moon
Hosted & Sponsored by OmniUpdate, eduWeb Digital Summit and 
Ruffalo Noel Levitz
26 West Hubbard Street – 2 blocks from the Westin
(see page 18 for ad)

8:00 – 10:00 pm: Event   

Think Ahead in HigherEd: A Digital Transformation Meetup
Sponsored by Acquia & ImageX
Rockit Bar & Grill
22 West Hubbard Street—2 blocks from Westin

TUESDAY JULY 28, 2015
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8:00 am – 1:00 pm: Registration 

Sign-ups for Post-Conference Workshops & Thursday’s Master Class
River Level II – Grand Court
• Workshops: $195 per (no lunch included)

• Master Class: $395 w/conference; $595 just class (includes lunch)

8:00 – 9:00 am

Breakfast  
Sponsored by Research + Design
Grand Court & Promenade Ballroom

9:00 – 10:00 am: Presentations 

5 Truths of the Student Journey You Will Not Believe
Steve Navarro, VP, Market Development, R2integrated
Grand Ballroom A • Track: Digital Marketing Communications
Hold on to your shorts, the pubescent brain is more perplexing than you thought. Or is it? Just 
when we thought we figured out how to SnapChat our Vines in an Insta[nt]Gram to prove our 
brands are worthy - #Facebookisforoldpeople – these socially challenged, mobile app driven 
kids go and change the rules on us again. As a marketer and parent of High School Junior… 
I never would have guessed what really drives their decisions. Join us for a candid discussion 
on the truth about the Student Journey and what they really care about.

#marcom9

Schedule-at-a-Glance
8:00 am - 1:00 pm Registration

8:00 am - 9:00 am Breakfast

9:00 am - 10:00 pm Presentations & Best of Track

10:00 am - 10:15 am Break

10:15 am - 11:15 pm Presentations & Best of Track

11:15 pm -11:45 pm Snack Break

11:45 am - 12:45 pm Closing remarks and Keynote

1:30 pm - 4:30 pm Post Conference Workshops

@Fathomedu  | (216)264.5646

FathomDelivers.com/EDUCATION

Search Engine 
Optimization

Content 
Marketing

website design

Paid  
Advertising

Programmatic 
Display

video

Analytics

Marketing 
Automation

Social Media

DIGITAL MARKETING
Fueling Student Enrollment

B U I L D I N G  A  
S M A R T E R  W E B
H I G H E R  E D U C A T I O N  
D R U P A L  E X P E R T S  
S I N C E  2 0 0 6
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11:15 – 11:45 am: Snack Break  
Sponsored by Research + Design
Grand Court

11:45 – 12:45 pm: Closing Remarks and Keynote  
Chris Barrows, eduWeb Advisory Board member, Social Media and 
Mobile Products Coordinator, New York University
Grand Ballroom

Education Marketing in a Connected World
Lee McCabe, Global Vertical Market/Strategy  
Lead, Facebook
Lee is the Global Head of Travel, Education and Consumer 
Services at Facebook where he leads development of a 
holistic strategy for how Facebook thinks and works with 
these industries and marketers.  As global head of this 
effort, Lee works closely with industry to set the course 
for how marketers best leverage the world’s largest 
digital network as a marketing platform. Prior to joining 
Facebook, Lee held various senior positions at Expedia, 
eBay, Telstra and Warner Music.  Lee holds an MA in Media from Sheffield Hallam 
University and an MBA from Warwick Business School.

1:30 – 4:30 pm: Post-Conference Workshops 

Closing the Loop: Gathering and Using the Right Data to 
Evaluate Your Marketing Initiatives
Stephanie Geyer, Vice President, Web Strategy and Interactive Marketing 
Services, Ruffalo Noel Levitz
Grand Ballroom A
It’s fun and exciting to start a new initiative and once the project is underway 
you are consumed by completing all of the tasks required to get to launch. 
But then what? Returning to the results of the initiative often feels like a luxury 
and distraction from the new initiatives on your plate. This workshop will look 
at the key metrics you should be gathering and reviewing for your key digital 
marketing projects. We’ll discuss strategies to integrate your data and share it 
with leadership.

#workshop4

New Conversion Science: Proven Methodology To Get More 
Out of the Traffic You Have Now
Chris Mechanix, Co-Founder and Chief Executive, WebMechanix
Grand Ballroom C
What’s your conversion rate? If you’re like most schools, it’s maybe 10% on your 
best day (likely it’s more like 3-5%.); that means 95% of your traffic — those 
coveted eyeballs that you worked so hard & spent so much money to attract — 
are leaving your site without a trace, never to return again.  That’s the bad news.

The good news is that you can do something about it, right now. This workshop 
will show you a very simple, but very specific set of tools & methodologies 
you can use to consistently create incremental gains in overall response & 
conversion rates.  The program is perfect for anyone looking to increase overall 
enrollment, but the same exact methodology can be used to attract specific 
types of applications (e.g. adult learners), to improve retention, to increase 
alumni engagement, you name it.

#workshop5

Best of Track
Astor Ballroom • Digital Marketing Communications Track
#bestmarcom

Why not be Smart? Effective Marketing  
Project Management
Jason Mark, Instructor, Founder, Gravity Switch
Grand Ballroom C • Track: Digital Marketing Communications
Would you rather your project be effective or efficient? Why not both? If 
you’re using new tools but following 15-year-old processes, you’re wasting 
time and money. In this popular talk, Jason Mark will share over a dozen best 
practices for structuring successful modern web projects: It’s a dash of waterfall 
project management, a cup of agile web development, and a pinch of lean 
manufacturing. Leave with tips that you can use RIGHT NOW to make your web 
projects more fun, more profitable, and reduce risk.  When/why/and how to 
structure and sometimes avoid meetings • How to turn fear into excitement 
• How to leverage a committee to benefit the project and protect them from 
themselves • What to do about content • What should you expect from your 
developer • The importance of solid management • How to best handle client 
feedback and minimize risk • How to intelligently manage changes to the plan • 
Keeping morale up • The top mistakes programmers and designers make.

#marcom10

Best of Track
Grand Ballroom B • Web Intelligence Track
#bestintel

10:00  – 10:15 am: Break 

10:15 – 11:15 am: Presentations 

Is Your Institution Using Social Media the Right Way?
Jason Boucher, Social Media Manager, University of New Hampshire
Grand Ballroom A • Track: Social Media • Beginner
Jason Boucher shares a few social media strategies and campaigns from The 
University of New Hampshire. He will also provide an overview of some of the 
leading social media management tools and how to rise above the noise.

#social9

Best of Track
Social Media Track • Grand Ballroom B
#bestsocial

11 Ways to Automate Your Digital Reporting (and Life) with 
Google Analytics
Andrew Garberson, Manager of Search, Lunametrics
Grand Ballroom C • Track: Web Intelligence+ • Beginner
Who has 2 hours per week to manually review Google data? Instead, let’s spend 
2 hours this week to automate reporting for the rest of the year. The session 
focuses on Google Analytics, but also includes Google AdWords and Google 
Webmaster Tools automated reporting.

#intel9

Best of Track
Astor Ballroom • Technical Design & Development Track
#besttech

WEDNESDAY JULY 29, 2015
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Digital Marketing Communications Social Media TECHNICAL DESIGN & DEVELOPMENT Web Intelligence+
2:30-3:30 pm My Story: An Adventure in Digital 

Storytelling, Vincent Rhodes, 
Eastern VA Medical School
Grand A

#CollegeBound: Using  
Instagram to Impact Yield, 
Jessica Moore, New York Times, 
formerly of NYU • Grand C

Lean, Mean Web Machine,  
Kathleen Walsh and Sharon  
Dietrich, University of Toledo
Astor

Supporting Institutional 
Success through a Federated 
Technology and Data-Centric 
Eco-System, David Stevens and 
Aarti Deshmukh, Lehman College  
• Grand B

3:45-4:45 pm How to Achieve a 4.0 in Digital 
Marketing Maturity, Sean Rusinko, 
Jill Grozalsky, Verndale  • Astor

How to Use YouTube and 
Hangouts on Air for Creating 
Differentiated Video Content, 
Grant Tilus, Collegis Education 
Grand A

Connecting Reusable  
Disconnected Content: Our 
Campus Data Project, Chris Nixon, 
University of Arkansas • Grand C

Small Team, Huge Impact, 
Brandt Smith, University of 
Oklahoma • Grand B

5 – 6 pm Your Website Is A Window,  
Not a Billboard, Melissa Dix and  
Bill Mortimer, Beloit College  
Grand B

You Have It, Now Use It:  
Extracting Measurable Value 
Out of Enterprise Social Media, 
Ben Brewer, Loyola University 
Of Maryland • Grand C

Quickstart to Success in Google 
Analytics, Rory Keane, Promet 
Source  • Astor

User Testing on a Shoestring, 
Jason Smith, OHO • Grand A

6 – 9:30 pm 6 – 7 pm—Welcome Reception • Grand Court               7:30 - 9:30 pm—Topic Dinners & Pub Crawls • Westin Lobby

NEW! Guerilla Website Review: How effective is your website? Sign up for a 15 minute review session with Mark Greenfield, Tuesday’s 
Lunch Speaker.  Make an appointment at the Registration Desk. Grand Court

8:15 – 9:15 am Mapping Content to the Student 
Journey, Jonathan Pogact, Fathom 
Education • Grand C

One University, How Many 
Accounts? Fostering A Culture 
of Collaboration and Learning, 
Chris Barrows, NYU • Astor

Web Wedding Announcement: 
Google Analytics and Customer 
Relations Management Tie the 
Knot, Jim Paskill, Paskill Stapleton 
& Lord • Grand A

Analytics in Action: Social Media 
Advertising, Victoria Harben, 
University of Denver • Grand B

9:30 – 10:30 am Moving from Chaos to  
Collaboration, Barb Dreger, Fox 
Valley Technical College • Astor

Social Intelligence: How Social 
Data Drives Your Organization, 
Amber Naslund, Sysomos 
Grand C

Why a Beautiful Campus but a 
Digital Wasteland?, Brian Hawkins, 
Indiana University • Grand A

Starting a Social Media Street 
Team, Colleen Campbell, Kathleen 
Buchanan and Bryan Cain,  
Oakland University • Grand B

1:15-2:15 pm Leadership, Strategy and Marcom, 
Victoria Lander, Worcester  
Polytechnic Institute • Grand A

30 Ways to Transform Your 
Student Life Social Media 
Strategy, Emmelie De La Cruz, 
The Branding Muse, (John Jay 
College) • Grand C

Information Architecture: The 
Steps to a Smooth Redesign,  
Matt Walters & Rebecca Swibes, 
VisionPoint Marketing • Astor

Panel: The Most Important 
Digital Lead Generation Strat-
egies for Online & On-campus 
Programs? Panel w/moderator: 
Ken Bonham, @ Lucid Agency 
Grand B

2:30 – 3:30 pm Create Winning Content Students 
Actually Pay Attention To, Morgan 
Day, University of Oklahoma  
Grand A

Ebola: Silencing the Epidemic 
of Fear, Julie Winch & Jessica 
Larson, Emory University 
Grand C

Kickstarting Engagement  
Strategies with Drupal and Open 
Source Innovation, Mike Fite, 
College of Southern Nevada &  
Chris Hartigan, Acquia • Grand B

Multilingual Campus Websites–  
Opportunities and Challenges, 
Djun Kim, ImageX • Astor

3:45 – 4:45 pm E-Expectations 2015: What 10 
Years of Research Have Told Us 
About Engaging Prospective Col-
lege Students Online, Stephanie 
Geyer, Ruffalo Noel Levitz & Lance 
Merker, OmniUpdate • Astor

Oh Snap! Using Snapchat for 
Fun and Engagement, Lindsay 
Nyquist, Fort Lewis College 
Grand A

Anatomy of an Effective Website 
Redesign: The Nine Elements for 
Success, Jeff Johnson, Primacy 
Grand C

Data isn’t Just for Geeks Any-
more!, Melissa Rekos, Carnegie 
Communications and Grant 
Geske, Johnson & Wales University 
Grand B

5 – 5:30 pm Mini Sessions: Leveraging a Student’s Internet Fame and Getting a Shoutout from Beyoncé • Grand C and  
The “Why” and “How” of a Comprehensive Mobile Enrollment Strategy • Astor

6 – 10 pm 6-7:30 pm—Evening Reception: Howl at the Moon            8-10 pm—Event: Rockit Bar & Grill

9 – 10 am Best of Track: Hear the best track 
presentation of the conference, voted 
by your peers. • Astor

5 Truths of the Student  
Journey You Will Not Believe, 
Steve Navarro, R2integrated 
Grand A

Why not be Smart? Effective 
Marketing Project Management, 
Jason Mark, Gravity Switch  
Grand C

Best of Track: Hear the best track 
presentation of the conference, 
voted by your peers. • Grand B

10:15 – 11:15 am Is Your Institution Using Social 
Media the Right Way? Jason 
Boucher, University of New  
Hampshire • Grand A

Best of Track: Hear the best 
track presentation of the 
conference, voted by your peers. 
Grand B

Best of Track: Hear the best track 
presentation of the conference, 
voted by your peers. • Astor

11 Ways to Automate Your 
Digital Reporting (and Life) with 
Google Analytics, Andrew Gar-
berson, Lunametrics  • Grand C
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9:00 am - 4:30 pm: Master Class
How to Use Master Research to Capture the Essence of Your Institution
Dana Edwards, VP and Partner and Renee Daly, Senior Consultant, SimpsonScarborough
Astor Ballroom • #eduweb15MC

THURSDAY  
JULY 30, 2015
Schedule-at-a-Glance (as of 7/17/15)
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edu
Integrated marketing for  

schools on a mission.

Brandeis University
George Washington University
Howard University
Johns Hopkins University 

SUNY Potsdam 
University of Baltimore  
University of Dallas
University of Maryland  

WHO WE SERVE: WHAT WE DO:

idfive.com · @idfive · 410.837.5555 · hi@idfive.com

BRANDING &
CONTENT

RECRUITMENT
MARKETING
 

RESPONSIVE
WEB DESIGN

RESEARCH &
ANALYSIS
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Technical Design & Development  
Track Sponsor
15 Acquia is the digital experience company. 
Lush, Puma, Timex, Warner Music Group and 
Stanford University are among the more than 4,000 
organizations that are transforming their digital 
businesses with Acquia’s open cloud platform. 
Global 2000 enterprises, government agencies 
and NGOs rely on Acquia to create new revenue 
streams, lower costs, and engage audiences more 
deeply through content, community, commerce 
and context.

2 Active Data helps customers build event 
communities. Our web calendar software makes 
it easy for people to find, search, register for, and 
share our client’s events. Since our inception more 
than ten years ago, we have worked closely with a 
diverse set of organizations to deliver meaningful 
calendar software solutions to meet complex 
requirements. Active Data’s software relieves 
Chronic Calendar Pain by making data available 
across multiple platforms, while also providing 
robust functionality.

12 Adobe is the global leader in 
digital marketing and digital media 
solutions. Our tools and services 
allow our customers to create 
groundbreaking digital content, 
deploy it across media and 
devices, measure and optimize it 

over time, and achieve greater business success. We 
help our customers make, manage, measure, and 
monetize their content across every channel and 
screen. For more information visit www.adobe.com.

16  Founded in 1997, Beacon is a full-service 
web management firm offering creative design 
and development, digital marketing, and hosting 
services. We develop innovative web solutions 
that provide a competitive advantage that reduce 
administrative costs, expand brand reach and 
increase digital ROI. Beacon currently supports over 
160 clients.

17 CampusBird lets higher education institutions 
take control of their campus maps through 
interactive mapping and media services. 
CampusBird’s team of experienced developers, 
designers and professionals has created the most 
powerful and easy-to-use map management 
system to display custom media including 3D 
models, 2D overlay renderings, spherical/streetview 
imagery, and video for multiple users.

30 For almost 30 years, Carnegie Communications 
has been a leader in higher education marketing 
and enrollment solutions. With access to millions 
of student, we can reach your target market. Our 
recruitment and lead generation services combined 
with our digital marketing capabilities will deliver 
customized solutions to help you reach your 
recruitment and enrollment goals.

14 Collegis Education is an enrollment growth 
management and technology services company 
that offers industry-leading solutions for colleges 
and universities of every size in every sector. Using 
a proactive and analytical approach, Collegis 
Education empowers education institutions to 
make a broader impact by providing insights that 
help grow enrollments, improve student outcomes 
and optimize expenses. For more information visit 
www.CollegisEducation.com.

31 Corporate Insight provides competitive 
intelligence and user experience research to the 
nation’s leading institutions. For 20+ years, we 
have tracked emerging digital developments in 
several industries. We are known for our detailed, 
objective research, unmatched expertise, and 
emphasis on the actual user experience. Our unique 
methodology benchmarks and analyzes all major 
channels, including the Web, social media and 
mobile.

33   Faraday turns big data into a marketing asset 
for higher education. Improve your marketing 
efforts towards potential students and donors 
by using data to increase the relevancy of your 
messaging. The data exists, and is used by many 
marketers in different industries to drive their 
successful marketing efforts. Now colleges and 
universities can do the same thing.

10 Fathom Education is a full service digital 
marketing agency focused on helping Colleges 
and Universities reach their potential. Areas of 
knowledge include new student recruitment, 
enrollment management, retention, class-
shaping, increasing yield rate, student relationship 
management (SRM) and alumni giving. We do 
this through creating a multi-faceted strategy 
that leverages SEO, PPC, Social Media Strategy 
Marketing Automation, Analytics and Conversion 
Rate Optimization. 

7 Cascade Server is the #1 most used CMS in 
Higher Education, and with good reason! Powering 
THOUSANDS of higher ed sites, Cascade Server 
offers a distinct set of features and benefits that 
you won’t find with any other CMS in our industry.

4 Hodgson provides strategic support for social 
media, information architecture and user behavior. 
We have the tactical design and development 
expertise to implement a variety of Content 
Management Systems as well as redesign of your 
web presence. The entire process is managed by 
our proven project management methodology and 
certified project managers.

Digital Marketing Communications Track 
Sponsor
35 idfive is an award-winning integrated 
advertising, branding and web agency located 
in Baltimore, MD that helps clients throughout 

®

EDUCATION

I N F O R M E D  D E S I G N

Faraday
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the United States solve impossible problems. 
Specializing in strategic solutions for clients in 
higher education, not-for-profit, healthcare, and 
brands dedicated to making the world better, idfive 
brings unparalleled expertise in brand alignment, 
audience research and cutting edge ad and web 
technologies to its marketing strategies.

32 ImageX Media is 
an award winning web 
agency that develops 
exclusively on the Drupal 
CMS platform. We work 
almost exclusively with 

Higher Education Institutions and have launched 
websites for leading brands such as Stanford 
University, Indiana State University, Kent State 
University, UC Irvine, UCSF, Trinity University and 
Dordt College to name just a few.

21Ingeniux is an all-in-one platform for managing 
higher education websites. Used by over 100 
leading colleges and universities, Ingeniux provides 
innovative Web CMS software and solutions for 
mobile and responsive websites, event calendaring, 
course catalogs, portals, intranets, social 
communities, and cloud-based delivery. Visit www.
Ingeniux.com.

27 inSegment is an innovative, results-driven 
full-service digital marketing agency. Specializing 
in custom web solutions, website and online 
presence design and implementation, SEO, SEM, 
advanced analytics, demand generation, email 
marketing, mobile app development and mobile-
focused campaigns, social strategies, conversion 
optimization and recapture marketing, inSegment 
drives consistent ROI for it’s clients. Headquartered 
in Boston, inSegment serves education institutions 
of all sizes.

1 At Involvio, we’re focused on driving student 
engagement from the time your students arrive 
on campus all the way through graduation. Our 
platform brings everything happening on your 
campus into beautiful and easy to use mobile apps 
that help your students navigate orientation and 
stay involved throughout the school year.

18 KWALL is the driving force behind some of 
the most technically progressive and design rich 
experiences on the web. At KWALL, web strategists 
work hand-and-hand with interface designers and 
the leading minds in open-source technology. 
Our goals with any project are to help our clients 
better leverage the web to reach and connect with 
customers, unify workforce through automation 
and integration, and empower decision makers 
with actionable data through metrics and analysis.

13 Merge is one of the Southeast’s premier digital 
strategy agencies specializing in strategic, results-
oriented digital marketing solutions for Higher 
Education Institutions.

24 Modo Labs offers 
a complete mobile 
solution that empowers 
ordinary people to create 
extraordinary campus 
apps. Create a mobile 
experience in hours 

that engages students. Leverage any data (maps, 
courses, social, dining, transit and more) and deliver 
it to any module in a central campus app for a 
deep integrated user experience. Over a thousand 
universities and organizations in more than 40 
countries use Modo Labs’ solutions to deliver rich 
mobile websites and native apps.

Lanyards, Neck Wallets and Tuesday Reception 
Sponsor

3 OmniUpdate® is the leading web content 
management system (CMS) provider for higher 
education. The company focuses on providing an 
exceptional product and customer experience to 
its OU Campus™ CMS users who manage more 
than 700 web and mobile sites in the U.S. and 
around the world.

9 PS&L’s services reflect our approach to 
enrollment marketing. From working with your 
admissions staff to optimizing communication 
flows, our strategy is comprehensive; we’re focused 
on one thing... the long-term enrollment health of 
your institution.

20 Primacy is an award-
winning, independent digital 
agency that delivers powerful 
experiences connecting 
brands, people and moments. 
Primacy combines in-depth 

education expertise with cross-industry experience, 
unparalleled client service, and solution-oriented 
innovative technology. Primacy drives meaningful 
impact and measurable results around admissions, 
advancement and academic reputation outcomes. 
Services include strategy, design/UX, marketing, 
media planning/buying, tech, video and mobile.

25 Promet Source is a leading interactive 
development agency that implements open 
source tools to deliver high-value web and mobile 
application development & support. Promet offers 
custom solutions delivered by experts in the field. 
Promet serves clients globally across multiple 
industries - specializing in higher education, 
non-profits, start-ups, government, healthcare & 
professional services.

11 R2i is a national full-
service marketing agency 
that bridges the gap between 
brand and demand. Focused 
on integrating marketing 
technologies to deliver 
customer-centric campaigns, 

r2i delivers solutions that enable clients to manage 
end-to-end marketing experiences and activities. 
R2i has advanced expertise in designing multi-
channel campaigns to engage customers in the 
moments that matter. This expertise is supported 
by our disciplines in web analytics, search, content 
and social marketing.

Research + Design     
Break/Meal & Welcome Reception Sponsor
Research+Design works with higher education 
institutions to launch websites and interactive 
experiences for every screen. We focus on 
improving the user experience of key areas 
for institutional growth including enrollment, 
online giving, visits, virtual tours, home pages, 
applications, and fundraising campaigns. 
Visit researchplusdesign.com for more information.

  



28      WiFi password: eduweb15  •  www.eduwebdigitalsummit.com  •  #eduweb15  

29 VisionPoint Marketing is a marketing agency 
that helps colleges, universities and community 
colleges meet their admissions, branding, 
fundraising and communication goals. Our 
commitment to strategy, diverse understanding 
of all marketing disciplines and ability to build 
consensus across scores of stakeholders enables us 
to form deep, long standing client relationships.

Web Intelligence+ Track Sponsor
22 We’re a team of innovators, technologists, 
creators, trail-blazers. We’re data geeks, 
learnaholics, dreamers, doers. What we do is 
inbound digital marketing & it changes faster than 
underwear. But some things never change. Some 
things define you. We call these the How & the Why.

26 StartClass.com is an education 
research website that provides 
prospective students with all the 
information they need to confidently 
research education options. At 
StartClass, our priority is to connect 
the right students to the right schools 
– we’ll work with you to build a 
customized lead generation program 
to achieve your school’s unique digital 
marketing goals.

34 Founded in 2009, Stirista is 
an integrated marketing agency 
specializing in multicultural targeting 
via traditional and digital channels. We 
help our clients find new customers 
with information that’s meaningful. 
Stirista has now expanded into Asia, 
Africa, and Europe as the premier 
provider of B2B and B2C niche data 
that is combined with our new 
public social media profile data. 
Our specialized verticals include 
educational, political, and agency 
clients. We provide full service email 
marketing

19 TERMINALFOUR is 
a digital engagement 
& web content 
management 
platform for higher 
education. We 

enable Universities & Colleges to drive student 
recruitment, retention, alumni fundraising 
& research promotion by maximizing the 
effectiveness of their digital & content strategies.

Coffee Lounge Sponsor
 Verndale is an Experience Technology Company 
building powerful, connected and interactive 
experiences that combine their expertise in 
strategy, experience design and technology. By 
working across disciplines, partnering with the 
best in the industry and even co-developing with 
clients – Verndale’s collaborative style is the key to 
building remarkable systems that anchor brands, 
engage customers and deliver business results.

Tuesday Reception Sponsor
8 Ruffalo Noel Levitz – A Trusted Partner for 
Enrollment and Student Success Campuses turn 
to Ruffalo Noel Levitz for marketing/recruitment 
and retention consulting and strategic enrollment 
planning. In addition, we offer market research, 
web strategy services, direct marketing campaigns, 
assessment tools, and advanced enrollment 
technologies. Our services are data-driven and 
customized. Visit our website (www.noellevitz.com) 
or blog (http://blog.noellevitz.com).

6 SEMGeeks, a digital media agency, specializes 
in all digital strategies including but not limited 
to: SEM, SEO, social media, content development, 
web design and development, mobile app 
development and more. The relationships 
developed over the course of our 10+ years 
allow us to provide our higher education clients 
- which is more than 50 community colleges and 
universities across the U.S. - with a comprehensive 
digital strategy.

28 Founded in 2006, SimpsonScarborough is a 
market research, branding, and creative strategies 
firm that specializes in higher education. Our 
firm’s belief is that the best strategies are market-
informed, developed from research, and vetted 
in a collaborative process that builds common 
understanding among campus leadership and 
community.

23 Leading educational institutions, 
including Harvard University, Stanford, and the 
University of Florida, use Sprout’s social media 
management and engagement platform to more 
effectively manage their channels. Sprout makes 
it easy to centralize your social efforts—bringing 
your departments like athletics, admissions, alumni 
and more together on a single platform while 
enabling them to maintain their autonomy. Learn 
more at sproutsocial.com

5 We believe in two things. First, the importance of 
higher education. And second, the need for all of 
us to work smarter. We know, too, that the people 
who work in higher education simply cannot 
work any harder. The only real option, then, is to 
work smarter. Better ideas. Better execution. Better 
results. Higher ed, smarter.

STIRISTA
FREEDOM TO REACH ANYONE

BUILD CONNECTED EXPERIENCES

SM



Don’t just reach your students.
Know them.

We can help you bring together all of your data and content into a single place,
so you can deliver the ideal experience to every student, every time.

Visit us at booth #12.

© 2015 Adobe Systems Incorporated. All rights reserved. Adobe, the Adobe logo, and Omniture are either registered trademarks or trademarks of Adobe Systems Incorporated
in the United States and/or other countries. All other trademarks are the property of their respective owners.

Adobe Marketing Cloud
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GOOGLE ANALYTICS AND CUSTOMER RELATIONS MANAGEMENT TIE THE KNOT
Presented by Jim Paskill, President, Paskill Stapleton & Lord • Tuesday 8:15 - 9:15AM

Web Wedding Announcement

ROI…the three letters that haunt many 

enrollment marketing campaigns.  

Put simply, is it worth it? This question 

was on the lips of Wayland Baptist University 

when they engaged Paskill Stapleton & Lord to 

market their Virtual Campus’ online programs. 

The answer was a resounding yes. Less than 

half way through the campaign, the increases 

in enrollment have already paid for the entire 

year’s marketing expenditure. In enrollment 

marketing results count…and we like 

the way these numbers are adding up. 


