
EDUCATION
INSIGHTS FOR 

THE NEW ECONOMY



OUR PRESENTING TEAM

VALERIE FEDER
Account Executive

Education Category Specialist

LANCE HELMS
General Manager, Digital Solutions

Education Category Specialist



New attitudes toward education are 
emerging. Some are temporary, and 
others could shape a generation.

While most prospective college students 
see a degree as the gateway to their 
desired career, Gen Z expressed strong 
pre-COVID price sensitivities. 

The latest attitudes toward education 
indicate a renewed openness to 
upskilling, e-learning and homeschooling.

EXECUTIVE 
SUMMARY
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Searches for children's online activities were up 4,055% worldwide as millions adjust to 
school closures and parents working-from-home mandates. Pinterest, March 2020.

32X Increase in searches for homeschool schedules. 13X increase in searches for 
indoor activities. Pinterest, March 2020.

Home schooling has led to a 40% increase in sales of juvenile non-fiction, education, 
reference and language books. The New York Times, March 2020.

The top-selling book on Amazon is a 320-page activity book for 3- to 5-year-olds, 
designed to help them master shapes, colors and letters of the alphabet; it comes with a 
completion certificate for readers that says: “Great Job! You’re #1.” The New York Times, 
March 2020.

A recent Kaplan survey reported, 72% of high school students have not been provided 
with digital learning resources. eMarketer, March 2020.

Within a 2-month absence of school students can lose 2/3 of math computational skills 
and reading skills they learned during a regular school year. Public School Review, 
November 2019.

TOP TRENDS
Online education tools are in high demand in order to 

help students continue learning while thousands of 
schools across the nation are forced to shut their 

doors. Education could transform if remote learning 
proves to be a success.

124,000
School closures have impacted at least 124,000

U.S. public and private schools.
-National Center for Education Statistics, April 2020.

55 Million 
At least 55 million students impacted as school 

close to avoid exposure.
-National Center for Education Statistics, April 2020.

400%
Pearson a leading global online education company 
reports a 400% increase in activity and that demand 

is growing day-by-day.
-Pearson, March 2020.

41,000
41,000 new subscribers for the Math Factor online 

learning tool on the first day of school closures.
-Pearson, March 2020.

ONLINE EDUCATION: THE EARLY TRENDS 
DIGITAL MEDIA SUPPORT DURING COVID-19 



SEARCH 
TRENDS 
IN THE 
LAST 60 
DAYS

Google has seen increased searches in the last 90 days for terms such as online 
healthcare degree, online master’s degree, and online course.

For paid search campaigns in higher education, there has been about a 10% and 8%
increase in ad impressions for new career and vocational related queries, respectively. 

In Florida, the search demand for online learning has tapered slightly, while the demand 
for online course remains steady.  
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Google search volume for “online learning” in Florida, past 60 days:

Sources: Google Trends, https://circaedu.com/hemj/navigating-covid-19/

Google search volume for “online course” in Florida, past 60 days:

https://circaedu.com/hemj/navigating-covid-19/


AMERICAN CONFIDENCE IS 
ON THE RISE, LED BY GEN Z
The share of U.S. adults who are “very” concerned about the coronavirus outbreak, 
by generation

!

Key 
Analysis

The share of Americans 
who are “very” concerned 
about the spread of the 
coronavirus is at 53 
percent, its lowest point 
since mid-March, when 
concern about the 
pandemic initially spiked. 

Furthermore, only 26 
percent of Americans say 
there is a “severe” health 
risk in their local 
community, down from a 
high of 41 percent in 
early April. 

Source: Morning Consult.  Based on 2,200 weekly surveys of U.S. adults. The latest survey was conducted May 21-25, 2020.



ATTITUDES TOWARD HIGHER 
EDUCATION PRE-CORONAVIRUS



MOST STUDENTS SEE A 
DEGREE AS THE GATEWAY 
TO THEIR DESIRED CAREER…
Motivations for continuing education, among total students surveyed, October 2019
Base: 1,303 internet users aged 18+ who are classified as higher education students

!

Key 
Analysis
Schools need to solidify 
the connection between 
their programs and the 
working world. 
They can do this by 
highlighting personal 
stories of alumni to 
illuminate the possible 
career paths their 
degrees can offer.

Institutions that promote 
coursework around 
workplace skills (e.g. 
specific software, 
presentation skills) may 
also have an edge with 
potential students.

8Source: Mintel, “Attitudes Toward Higher Education - US - December 2019”



Percentage who agree in necessity of college degree for “good job”, by generation, 
March 2019
Base: 1,000 internet users aged 12-17; 3,000 internet users aged 18+

…ESPECIALLY GEN Z TEENS

!

76% of respondents aged 
12-17 agree there’s a link 
between a college degree 
and getting a good job.

9Source: Mintel, “Attitudes Toward Higher Education - US - December 2019”



OTHER FACTORS IMPACTING 
GEN Z’S HIGHER ED DECISION
Motivations for continuing education, by student generation, October 2019
Base: 776 internet users aged 18-42 who are classified as higher education students

!

Key 
Analysis
Gen Z more driven by 

parental expectations and 

independence building.

Young adults are eager 

to learn real-world skills.

Source: Mintel, “Attitudes Toward Higher Education - US - December 2019”



Postsecondary fall enrollment, by sector

HIGHER EDUCATION 
ENROLLMENT FOR GEN Z

11Source: Mintel, “Attitudes Toward Higher Education - US - December 2019”

2017-2019



Cost is a top barrier to higher education. 
Generation Z has learned a lesson from 

the Millennial student loan crisis.

PRICE IS ONE OF THE BIGGEST 
BARRIERS FOR GEN Z

Source: Mintel, “Attitudes Toward Higher Education - US - December 2019”
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KEEP
IN MIND
Given the huge costs of 
attending post-secondary 
school, for most families, 
choosing a four-year 
college is one of the biggest 
and most expensive 
decisions they can make. 

Brands and companies that 
are able to show empathy 
with prospective students 
and their parents are likely 
to have an advantage.

Average published charges for full-time undergraduates

COLLEGE IS EXPENSIVE AND 
COSTS ARE RISING EACH YEAR

13Source: Mintel, “Attitudes Toward Higher Education - US - December 2019”



IMPACT CORONAVIRUS IS HAVING 
ON GEN Z AND HIGHER EDUCATION



COVID-19 IS COMPOUNDING 
THE COST ISSUE 

Recent data reportedly shows fewer students are applying for federal help (like FAFSA) to 
pay for school. One nonprofit found at least 55,000 fewer high school seniors submitted 
aid applications last month compared to the same time last year – a nearly 3% drop. 

Source: WSJ, “Fewer students apply for college financial aid a sign coronavirus may disrupt enrollment”

This apparently has schools worried that many students could be 
writing off college plans, assuming they won't be able to afford it 

even with aid given the pandemic's blow to the economy.
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https://www.wsj.com/articles/fewer-students-apply-for-college-financial-aid-a-sign-coronavirus-may-disrupt-enrollment-11589284806


of the world’s “learners” 
are being kept out of 

educational institutions 
by country-wide closures

80%

16Source: Centro



PROSPECTIVE STUDENTS 
SWITCH PLANS

New plans instead of full-time bachelor’s degree 
as a result of COVID-19 (as of March 20th)

Gap yearEnroll in part-time 
bachelor’s program

Enroll in associate’s 
program or community 

college

Work full-timeEnroll in certificate or 
apprenticeship 

program 

Don’t know yet
35%35%7%6%4%13%

70%

Source: Centro 17



ANTICIPATED SHIFTS

Technology Upskilling Cultural

Familiar platforms will flourish 

Add-ons/workflow will be beneficial 

Video will be essential

Continuous learning v. degree 
completion 

Self Exploration 

Time shifted freedoms 

More fluid credentials

eLearning requires discipline 

Learning will be more digitized 

New entrants 

New-level Analytics

Source: Centro



FAVORABLE PRE-PANDEMIC 
TRENDS

49% 43% 5 X
Students said 

they’d taken an 
online course in the 

last 12 months

Students reported 
digital learning 

technologies to be 
“extremely helpful”

More material can 
be learned per hour 

with eLearning

19Source: Centro



IMPACT ON MEDIA MIX OF 
CONSUMER MEDIA USAGE SHIFTS
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Most people are actively trying new brands: entertainment, news, communications, CPG. 
More sampling is driven by younger families, creating future brand loyalists. 

MARKET SHARE IS UP FOR GRABS

• How can brands proactively 
reduce churn in this heavy 
sampling environment?

• How can brands motivate 
consumers to encourage 
sampling?

• Post-COVID-19, what 
messaging, products or 
services will retain newly 
acquired customers?

Source: Magid.
Study details: n=769 with Gen Z oversample adjusted to weighted N=588, 13+ US only, online matched to census for age, gender, race. Fielded April 18-19.
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Even five monitored activities that 
have changed the most since 
March 23 all saw the bulk of that 
shift in early April. 

The consistent themes of the 
“New Normal” are more time, 
hunger for more content and the 
need for more connection. 

TODAY’S NORMAL IS NEW

Source: Magid.
Study details: n=769 with Gen Z oversample adjusted to weighted N=588, 13+ US only, online matched to census for age, gender, race. Fielded April 18-19.



23

ALL OF THIS RESULTS IN 
MEDIA USAGE SHIFTS
Driven by a combination of the effects of the 
coronavirus crisis and pre-pandemic trends, the 
average time US consumers spend with media 
will rise by more than 1 hour per day this year, to 

13 hours, 35 minutes. 

While receding somewhat in the next two years, 
the total will remain well above 2019’s level.

55% of that total time, 
about 7 and a half hours a day, 
is devoted to digital.

Source: eMarketer.
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A DEEPER LOOK 
AT VIDEO AND SOCIAL

Source: eMarketer.

Even amid stronger 
growth by Instagram 
and Snapchat, 
Facebook still gets 
more time spent than 
those two combined.

Most of the gain in 
digital video time spent 
comes from mobile 
and other connected 
devices, such as game 
consoles and OTT 
devices.



AD PLATFORM ENGAGEMENT
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GEN Z AND COVID-19: 
SOCIAL ON STEROIDS
Social media has become even more important. Nowhere is this more pronounced than among Gen Z.  
Gen Z is acting as king-maker in the space as Snapchat, Instagram, TikTok grow in importance.

• How does mainstream media harness the creativity and energy in social platforms (particularly UGC)? In the current time, there is no 
alternative to experimentation. What is learned will affect the future of entertainment.

• How do advertisers meaningfully connect with consumers on these platforms that are being sought out for their organic and authentic nature? 
What are the next level marketing strategies for brands after influencers and sponsored content? Will more brands become content creators?

Source: Magid.
Study details: n=769 with Gen Z oversample adjusted to weighted N=588, 13+ US only, online matched to census for age, gender, race. Fielded April 18-19.



MARKETING TOOLBOX FOR THE 
CAUTIOUS ECONOMY
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STILL CAUTIOUS

27%
are currently saving more                         

than they normally do

26%
plan to save more                                      

in the future than normal

SAVING

MOST CONSUMERS ARE STILL APPREHENSIVE AND CAUTIOUS

26%
will take planning for major                                        

life decisions more seriously                                 
after the pandemic

MAJOR DECISIONS

32%
are postponing major life 

decisions

65%
of consumers are currently 

postponing purchases and travel

BUYING BEHAVIOR

52%
of consumers intend 

changes to their buying 
behaviors to continue  

Source: Prosper Insights & Analytics.
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LIFESTYLE CHANGES 
MAY BE PERMANENT
Consumers do say they 
want to keep at least some 
lifestyle changes—
although beware of self-
reported aspirations!

Source: The Harris Poll. ‘COVID-19 Wave 8”, April 20, 2020.

BANKING

TRAVEL/TOURISM

TRAVEL/TOURISM

GROCERY

EDUCATION

REAL ESTATE



Timing:  30 Days
Investment:  $9,970
Savings: 41%
Geotarget: Multi-County / DMA
Audience: Likely to Enroll/Return to College, Parents

Consumers need professionals who can be a voice of stability in 
changing times. Many are also finding they have time to take 
care of important life matters they’ve been neglecting. 

SOLUTIONS:
• 200,000 audience targeted display impressions on SunSentinel.com

(including SFL Parenting), the display network and/or Facebook 
• 50,000 geotargeted multiscreen OTT impressions, including 

Connected TV and streaming   
• 50,000 audience targeted YouTube TrueView video ads

Optional: 3 Turnkey Branded Content articles promoted with 250,000 
SunSentinel.com impressions each for $12,750 total.

Example: How to help your college student facing school closings

HIGHER EDUCATION 
REGIONAL



Timing:  30 Days
Investment:  $4,700
Savings: 25%
Geotarget: Local
Audience Target: Affluent Mothers with Children 4-18 

Consumers need professionals who can be a voice of stability 
in changing times. Many are also finding they have time to take 
care of important life matters they’ve been neglecting.

SOLUTIONS:
• 100,000 geotargeted display impressions on 

SunSentinel.com (including SFL Parenting), the display 
network and/or Facebook 

• 100,000 audience- or geotargeted emails
• 50,000 geotargeted SunSentinel.com pre-roll video 

impressions

EDUCATION (K-12)
LOCAL



Keep two sets of prospects in mind: The ones who 
can buy now, and the ones who will later. 

For the ones who can buy now, be clear about 
your value proposition. 

For the ones who will buy later, leverage 
promotions, content and digital channels (email, 
social media) to activate/engage them now.

ABC: ALWAYS BE 
CONNECTING
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Timing:  30 Days
Investment:  $5,000

Engage with your target audience in a new way by highlighting 
your products and services with a turnkey interactive piece of 
content designed to bring you leads. 

Elements:
• Personalized interactive content landing page hosted on SunSentinel.com

• Advertising distribution or equivalent for contest promotion

• Custom, targeted eblast to 100K emails
• 100K impressions on SunSentinel.com
• Social media ad campaign

• All users who participate will receive a bounce-back offer (a promo or 
coupon code to use now or in the future), and a grand prize winner can 
receive a larger prize.*

• Advertiser to receive an excel file with data received from program 
participants upon completion of the Sweepstakes. Information will include 
email address of participants and 1-2 questions supplied by the advertiser 
(i.e: Name, location).

*Advertiser to supply prize(s)

TURNKEY INTERACTIVE 
CONTENT

*Mocks for visual purposes only



GET AHEAD WITH CONTENT
BE A THOUGHT-STARTER
Education:
What kind of student are you? – continuing ed. For adults
Working from home? Show us your new home office. – continuing ed. For adults
Are you smarter than a high schooler? – Online tutoring services for kids

• A parent’s guide to surviving homeschooling
• Smart tips to getting your kids to concentrate on school at home
• Teachers share their smartest teaching tips
• An at-home school schedule for working parents
• Teacher tips for parents with stay-at-home kids 
• Time for a career change? Consider an online certificate
• How to help your college student facing school closings
• 10 careers hiring like crazy – and how to easily get certified 

online
• Learning at home can be fun (and easier on you) with these 

suggestions from your local (museum/zoo/theater/craft store) 

https://turnkeys.secondstreetapp.com/What-Kind-Of-Student-Are-You/questions/666638?allow-full-viewport=true
https://root.secondstreetapp.com/Working-from-Home-Office-Photo-Contest/gallery/
https://turnkeys.secondstreetapp.com/Are-You-Smarter-Than-A-High-Schooler/


OUR WORK: 

OUR STRATEGY: Reach potential 
attendees through targeted 
LinkedIn InMails and Facebook 
Newsfeed Advertisements.

GOAL:  To increase registrations for 
attendees to a free publisher 
workshop that was available in 
person, online or to receive the 
recordings after the event. 

Client: Nova 
Southeastern 
University is a private 
university with its 
main campus in 
Davie, Florida. The 
university consists of 
18 total colleges, 
centers, and schools 
offering over 150 
programs of study.

RESULTS 

• 221% increase in attendance & recordings requested year over 
year.

• 423 in 2020 vs 191 in 2019

• 81,000 total impressions delivered to target audience
• 400 Registration Website Visits Delivered



OUR WORK: 

OUR STRATEGY: Paid Search, Paid 
Social Media, LinkedIn Ads, Email, 
Display, Video and O&O.

GOAL:  Increase enrollments, 
attendance at open houses and 
general program interest for their 
Executive Education programs.

Client: FAU is a 
public university that 
offers more than 170 
undergraduate and 
graduate degree 
programs within its 
10 colleges in Boca 
Raton, Dania Beach, 
Davie, Fort 
Lauderdale, Jupiter, 
and Fort Pierce.

RESULTS 

• In 2019, With a 39% increase in budget, we produced a 43%
increase in Apply Button conversions Y/Y.

• Using historical search data, we ran a contextually heavy display 
campaign which lead to a 444% increase in conversions. Due to 
this success, in 2019 the client increased their display budget by 
308%.

• Leveraging the Data Analysis team at CA, we did a deep dive 
on their student database in 2018, providing key data that 
justified our request to expand geo-targeting, allowing us to 
continue to scale the clients budget.



OUR WORK: 

OUR STRATEGY: Reach parents with 
children in the home in a desired net-worth 
and geographic location through Third Party 
Targeted-Solicited Email blasts, 
Programmatic Display Ads, and Website 
Retargeting.

GOAL:  To attract parents of lower school 
(Pre-K-5th grade) and high school (6th -12th

grade) to register for an open house or call 
to schedule a tour. A secondary goal was to 
raise awareness for the Pre-K program that 
had just been praised for it’s cutting edge 
excellence in a Boca Magazine article.

Client: St. Andrew’s 
School is a nationally 
recognized junior 
kindergarten through 
grade 12, day and 
boarding, college 
preparatory school in 
Boca Raton, Florida, 
in southern Palm 
Beach County.

RESULTS 
• Two Third Party E-blasts targeting desired parents had an average of a 35% 

open rate and a 48% click-through rate, both well above industry averages. 
• The Programmatic Display campaign performed 120% above industry 

standard.
• The Website Retargeting performed 320% above industry standard.
• The client feedback was great. In total, we drove traffic of over 3,600 visits to 

the desired landing pages for each initiative and St. Andrew’s had 2 very 
successful Open Houses. 



EXAMPLES  
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OPPORTUNITY 
FOR EMAIL 
OUTREACH 
PROGRAM 
TO DRUM UP 
BUSINESS



Make sure your Google My Business 
information is up-to-date.

Analyze your website traffic and analytics 
for signals from the market.

Revisit your media mix with a generational 
lens: Boomers, Gen X, Millennials, Gen Z. 

3 THINGS YOU CAN 
DO RIGHT NOW
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THANK YOU
If you have any questions, please contact:

VALERIE FEDER
Account Executive

vfeder@sunsentinel.com

LANCE HELMS
GM, Digital Solutions

lhelms@tribpub.com


