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Creative Approach



Creative Concept
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Sample Ads: Phase II - Area of Interest (animated & static display, social images & 15-second videos)



Creative Concept (continued)
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Sample Ads: Phase III - Remarketing (image & 1-minute videos)

Remarketing by area of interest page visitors Remarketing to previous YSGS site visitors



Website 
& Communications



New Areas of Interest Landing Pages: 
ryerson.ca/graduate/future-students/areas-of-interest/

University Relations worked with YSGS to develop new 
landing pages focused on thematic groupings of 
programs to help funnel prospects through to enrolment.

Audience segmentation by program interest:

https://www.ryerson.ca/graduate/future-students/areas-of-interest/


Organic Support: Social and Communications
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University Relations leveraged Ryerson’s central social channels to promote YSGS videos.



Campaign 
Highlights



15.6M 65%

Awareness

9

Ad
Impressions

New 
Site Visitors

8.1M display
650k video
82k search
6.8M social

Attracted a good 
proportion of new 
audiences
87% new visits display
96% new visits video
37% new visits search
82% new visits social

Paid Campaign Stats: September 13, 2019 - July 2, 2020

1.2M
Video Views

651k video
549k social



Engagement
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33k
Digital Ad 

Link Clicks

8.9k display
1k video
10k search
13k social

3.3k
Social 

Engagements

2.9k reactions
81 comments
259 shares
21 follows

01:42
Average Time on Site

(minutes:seconds)

63% bounce rate
2.82 avg. pages 
viewed per session

Paid Campaign Stats: September 13, 2019 - July 2, 2020



Year-Over-Year Web Traffic: ryerson.ca/graduate

22% 12% 20%
more sessions more new users more sessions 

from organic 
search

Sept. 1, 2019-March 14, 2020 vs Sept. 2, 2018-March 15, 2019 (starting on the same day of week year-over-year)

Campaign start date (September 13)

Looking at the same time period last year, there was a significant lift in overall YSGS web traffic.

Campaign end date (July 2)

Comparing the window prior to the 
COVID-19 campaign pause (March 
14, 2020), year-over-year website 
metrics show increases in traffic and 
specifically in new traffic and organic 
search traffic, indicating a lift in 
awareness during the campaign.

All campaigns paused due to COVID-19 (March 
14)

Search ads revived (April 
15)

https://www.ryerson.ca/graduate


Sample Creative



Display: Prospective
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Phase II - Area of Interest
Google Marketing Platform - animated and static



Display: Retargeting
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Google Ads remarketing to previous YSGS site visitors, responsive 
ad format

Phase III - Conversion 
Google Ads remarketing by area of interest, static



Video
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Google Ads - Non-skippable in-stream adPhase II - Area of Interest
Google Marketing Platform - Pre-roll 15-second videos

Thumbnail samples:



Social: Paid Facebook
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Phase II - Area of Interest (images and 15-second video, right-column ads ran over holiday break)



Social: Paid Facebook
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Phase III - Conversion (1-minute video)



Social: Paid Instagram
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Phase II - Area of Interest (carousel extended image and 15-second video)



Social: Paid Instagram
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Phase III - Conversion (1-minute video)



Social: Paid LinkedIn (continued)
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Phase II - Area of Interest (images)



Social: Paid Twitter
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Phase II - Area of Interest (image and 15-second videos)


