
Analysis of advertising media 

To give you a better idea of the available media and the benefits (or downsides) of each, we have 

performed an analysis. The following chart will guide you through the selection process and help you 

choose the medium that will help maximize responses to your advertising efforts. 

 
Types of Marketing 

 
Strengths 

 
Weaknesses 

 

TELEVISION 

 

Great for creating awareness as 

well as driving response. Most 

effective medium for driving 

emotional connections or 

changing perceptions. 

Can geo-target or appeal to a 

national audience. 

 

Difficult to measure and attribute 

inquiry sources due to large volume of 

traffic being driven to the Web. 

Effective media placement and 

analysis can require professional 

assistance. 

 

RADIO 

 

In combination with other media 

channels, radio is an efficient 

frequency builder. Great for 

pushing open houses or on-

campus events. 

 

More suited for awareness than direct 

response. Audience ad recall is not as 

effective as TV. 

 

OUTDOOR/TRANSIT 

 

Ability to reach prospects when 

they are on-the-go in public 

places, in transit, waiting, and/or 

in specific commercial locations. 

Best suited for messages that are 

short, concise and impactful. 

 

Messages must be brief. Competes 

with noise and environmental 

disruptions. Locations are limited. 

Messages need to have longer-term 

shelf life. 

 

PUBLIC RELATIONS 

 

Useful for raising awareness of 

both prospective students and 

general public. 

 

Difficult to directly attribute inquiries 

and/or measure results. It’s time 

intensive and results usually show 

over a longer period of time. 

 

SEARCH ENGINE 

OPTIMIZATION (SEO) 

 

This is the most cost-effective 

source of inquiries that lead to 

enrollment. 

 

 

Low inquiry volume. Best results 

typically come from an ongoing plan 

that is administered by SEO 

specialists. 



 

PAY-PER-CLICK 

MARKETING 

 

Great conversions, good volume 

and ability to geo-target. Can see 

results quickly. 

 

Time-consuming – this can be a 24/7 

job. Best results come from working 

with interactive marketing experts. 

 

INTERACTIVE 

RETARGETING 

 

Useful for raising awareness and 

branding. 

 

This medium hasn’t matured yet. 

 

ONLINE DISPLAY 

 

Useful for raising awareness and 

drives traffic to your best 

converting sources. A multitude of 

targeting options is available. 

 

More useful for brand awareness than 

inquiry generation. 

 

COST-PER-INQUIRY 

(Interactive Inquiry 

Generation) 

 

Low cost-per-inquiry and 

generates significant volume. 

 

Must have adequate staff to work the 

volume of inquiries. Conversions can 

be low. 

 

DIRECT MAIL 

 

Ability to customize, personalize, 

target niche audiences and track. 

 

Results for search campaigns are 

declining while costs for paper, 

printing and postage are rising. 

 

EMAIL MARKETING 

 

Efficient cost, instant delivery 

combined with detailed tracking 

and reporting capabilities. 

 

Renderability: the difficulty of 

displaying the creative as intended 

within the inbox of different email 

reading systems. Email response 

decay: It is difficult to keep subscribers 

engaged. 

 

PRINT 

 

As an advertising medium, it 

remains relatively inexpensive. 

Print ads can be geo-targeted to 

appeal to your prospects and can 

also drive Internet inquiry volume. 

 

Larger metropolitan newspapers 

aren’t generally effective and others 

are going out of business. 

 


