
Marketing Student Veteran Success



The Landscape



HISTORY OF SVA

• 20 chapters in 2008
• More than 1,500 chapters in 2020 in all 50 

states and three countries overseas

Who We Are & How We Got Here



Highly Motivated & Highly Engaged



Source: Global Web Index

98%
of adult internet users 
are social media users

Americans have an average of 

8 social media accounts
(up from 3 in 2012)

Source: Global Web Index

46%
use their 

smartphones 
for news in bed

Source: Reuters Institute

Global Consumer Trust:

Peer Recommendations – 92%
TV Ads – 47%
Social Media Ad Platforms – 36%
Online Banner Ads – 33%

Source: Nielsen

Source: Pew

Media Today



Social Media Today



Mobile First

By 2021, well over
half of all users will
be mobile-only

6 in 10 Facebook
users only use mobile

Source: eMarketer



Search Engine Optimization (SEO)

Previously
• Repeat long-tail keywords 5-7 times in your content.
• Beat the system to move up the ranks in search results.

Today
• Organic results are scanned in real time by AI to judge 

relevance.
• Top spots are reserved for those willing to pay.







5 call-to-action opportunities
Cost/Benefits

Features
Testimonials



Do we really need to be more friendly?



Shifting Focus & Telling Our Story



We Need to Shift…

Deficit Mindset
MINDSET

MESSAGE

TACTICS

Asset Mindset

Veteran Friendly Veteran Inclusive

Wait to be discovered Meet people where they are

MEASURES
Outputs Outcomes



Is this what student veterans look like?



Student Veterans:

A positive success story on your 
campus.

Mindset Shift



Today’s Student Veterans



SVA’s Mission Statement

“Act as a catalyst for student veteran success by providing 
resources, network support and advocacy to, through, and 

beyond higher education.”

Imagery

• Show the life cycles of 
student veterans: 
service, school, 
career, family, and 
more.

• Demonstrate diversity 
& inclusion in all 
imagery.

• When possible, use 
real photos instead of 
stock.



Telling Your Story

What’s Your Core Story?

● Your core story articulates who you are, what you do, and why it matters.

● Brand attributes

● Target audience

● Point of difference (unique value proposition)

Types of Media

● Owned: your channels

● Earned: free publicity

● Shared: mutually created by customer & brand

● Paid: purchased and targeted
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BRAND PERSONALITY

Supportive Hopeful

Humble

Strong

Informative

Positive

Respectful

EmpoweringProud

Honorable

Confident
6
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Tools & Tactics



Campus 
PR/News

Paid Media

What else…?Alumni Email 
Outreach

SVA HQ 
Engagement

SVA Chapter 
Engagement

Higher Ed 
Publications

Organic 
Media



Pay-to-Play

Organic Media
• On average, only 4-6% of your Facebook fans will see an organic post.
• Every platform uses algorithms to limit your free reach.

• There are also limits to the types and formats of content and calls-to-action.

Paid Media
• You must use paid promotion to ensure your content is seen by the right audiences.

• You can use look-alike modeling to find additional people to reach.

• You can take advantage of smarter formats like native forms and call-to-action buttons.

• You can retarget once you create interest.



REACH

TARGET

LEARN

• Reach relevant audiences through 
various targeting capabilities: 
geographic, demographic, interest-
based, behavioral, contextual/keyword, 
retargeting, other data.

• Bypass organic limitations by increasing 
your exposure to key audiences.

• Leverage the power of algorithms and 
allow the systems to optimize toward 
best-performing audiences, creative, and 
content.

EXPERIMENT

USE DATA

• Measure campaign success and inform future 
strategies

• A/B testing
• Lookalike modeling
• Conversion rates
• Cost per conversion

• Owned: database/CRM, existing students, 
alumni

• Demographics: What platforms know: age, 
gender, military service, income, location, etc.

• Third-party: Lists, opt-ins

Paid Media



SVA Chapters = Your Ambassadors



Consistency is Key

Looking ahead, we plan 
to roll our additional 
resources for SVA 
Chapters that are 
compatible with 
campus branding.



Attribution & Measurement



It’s Complicated…

Traditional Attribution Model

Reality

See Ad Search/Click Take Action

Take Action

Web 
Searches

Ads

Social 
Media

Peers
TV

Mail

SMS
Streaming

78% of marketers say 
tracking ROI is their biggest 

challenge.
Source: Linqia

The rest are probably lying.

Podcasts



Seven Touches

• A physical connection, such as meeting at a 
networking event

• Seeing an ad, either physical or digital
• Seeing your logo, maybe as a sponsor or on a 

brochure
• Seeing your social media posts in a news stream
• Receiving your e-newsletter or other email 

marketing piece
• A phone call
• A word-of-mouth mention by a friend or colleague

Source: Social Media Today



Google Analytics

Your Email 
Platform

Hotjar

• Track website visitors, behaviors, 
demographics, sources of traffic, 
conversions, and more.

• Depending on your platform, 
track deliverability, open rates, 
click rates, reply rates, and 
conversion rates.

• Heatmap your webpages, track 
user behaviors, ask for real-time 
survey feedback.

Ad Platforms

Outcomes

• Cost-per-mile, cost-per-click, cost-per-
conversion, A/B testing results, and 
conversion rates.

• Event/Webinar Attendance, requests 
for information, enrollment, surveys, 
etc.

It’s Complicated…but we can measure everything:



Upcoming Events



Apply by Oct. 14

bit.ly/sva-li



Veterans Day





Stay in touch:
Ryan.Rabac@studentveterans.org | 202-223-4710 ex. 502

www.studentveterans.org 

https://www.linkedin.com/company/student-veterans-of-america  

facebook.com/StudentVets

@studentvets

@studentvets

contact@studentveterans.org

202-223-4710


