KAMPAANIA NIMI:
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KAMPAANIA AEG:
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KLIENT:
Eesti Ettevotluskorgkool Mainor

AGENTUURID:
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MEEDIASTRATEEGIA:

Sisseastumiskampaania eesmark
oli kdbnetada kaht sintgruppi —
keskkoolilopetajat ja juba tootavat
potentsiaalset Opilast.

Alustasime digikampaaniaga mais.
Pohirohk oli augustis ja selle avanguks
print — uhel paeval 3 suurima paevalehe
ja 1 n&dalalehe esikaaned. See valik
taitis meie ootusi ja esikaaned levisid
kulutulena ka sotsiaalmeedias.

Lisaks Spotify raadioklipid, OOH sihitud
kohtades, Klipid kinodekraanidel ning
taustal tOstsime digimeedia osakaalu
peamiselt retargetingi naol.



TEOSTUSE KIRJELDUS:

Kasutasime nelja lintsat, aga joulist sona,
millega voib iseloomustada ka opihimu,
enesearengut, edukust — ONN, RAHA,
KIRG, VOIM.

SoOnade sisu motestamisega soovisime
viia vaataja selleni, et edukaks saamise
tee viib labi Oppimise. Lihtsatele [0Ovatele
sOnadele sekundeerisid visuaalides
puhtad pohivarvid.

Kasutasime prindis pigem telemeedias
tuntud blockbuster lahendust ja
hoivasime Uhel paeval koikide suuremate
paevalehtede esikaaned. Tahtsime,

et esikaaned iimuksid koik samal

paeval ja oleksid korraga naha nii
ettevotete kohvilaudadel kui ajalehtede
muugikohtades. Lootsime, et selged
varvid ja julged sonumid jouavad labi
prindi ka sotsiaalmeediasse. Joudsid ja
said vaga positiivse vastuvotu!



KAMPAANIA TULEMUSED:

Meie eesmark oli sisseastujate arvu
suurendamine, sint vahemalt 350 uut
tudengit. Selle me ka saavutasime —
Eesti Ettevotluskorgkoolis Mainor alustas
opinguid 371 uut uliopilast.

Eesti Ettevotluskorgkool Mainor on
seejuures koige kiiremini kasvav korgkool
Eestis, kasvatades sisseastujate arvu
veerandi vorra.

Kooli veebilehe kllastatavus tousis
vorreldes sama perioodiga eelneval
aastal 48%.

Meediakajastuste arv tousis 45%.

Meie printreklaami voib ilmselt

lugeda 2016 aasta koige suurema
sotsiaalmeedia reach’iga printreklaamiks.









CAMPAIGN TITLE:
Estonian Entrepreneurship University of Applied Sciences
Admission campaign 2016

CAMPAIGN PERIOD:
Print August 10, 2016
Whole campaign May-October 2016

CLIENT:
Estonian Entrepreneurship University of Applied Sciences

AGENCIES:
AD Angels, MediaBroker



MEDIA STRATEGY:

The aim of the admission campaign
was to appeal to two target groups —
highschool graduates and office workers
thinking of obtaining a higher education.
We started in May with web banners.
The main emphasis was in August

and we started with a big bang — front
pages of our 3 main daily and 1 weekly
newspaper. This choice fulfilled our
expectations and on the launch day
social media was full of photos of these
front pages.

In addition we had Spotify radio ads,
OOH in targeted locations, animation

on cinema screens while also increasing
the share of digital media mainly through
retargeting.



THE CREATIVE IDEA:

We used four simple but powerful on the same day on office’s coffee tables
words that can also be connected to and newstands over the city. While doing
education, success, self-development that we hoped that our prints would be
— HAPPINESS (0nn), MONEY (raha), shared on social media. They were and

PASSION (kirg), POWER (voim). Using received a very positive reception!
the letters in each word we explained

how all this can be achieved through

studying. The simple words were

accompanied by bold main colors.

In print we used a solution mainly used in

TV called blockbuster and occupied front

pages of our newspapers on one day.

We wanted all our messages to be seen



RESULTS:

Our goal was to increase the number of
entrants and the target was at least 350
new student. We did reach the goal and
371 new students began their studies in
Estonian Entrepreneurship University of
Applied Sciences making it the fastest
growing university in Estonia (increase
by 25%).

University website visits grew by 48%
and media coverage by 45%.

Our print ad can probably be considered
the print with the highest social media
reach in 2016:)



