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Remind me…
What is SEO 

again?



“Search Engine Optimization is the process of 
leveraging highly valuable content that can be easily 

found on search engines and is popular enough to 
attract qualified visitors who stay on your pages and 
engage with your content… all without having to spend 

a dime on Google to pay for ads.” 





The Difference Between Paid & Organic Search

Paid search allows for quick 
experimentation

Paid search allows for granular targeting

Paid Search is fast

PAID SEARCH

 Organic traffic has staying power

SEO is cheaper in the long-term

SEO requires unique and 
authoritative content

SEO takes time

ORGANIC SEARCH



The Difference Between Paid Search & SEO



Two Main Aspects of SEO

❏ Broken links
❏ Duplicate content
❏ Page speed
❏ URL structure
❏ Sitemaps
❏ Metadata
❏ Alt text
❏ HTTPS
❏ Mobile responsiveness

Technical SEO Content SEO

❏ User experience
❏ Thought leadership
❏ Keywords
❏ Content relevance
❏ Education/Information
❏ Time on page
❏ Page views per session
❏ Backlinks (offsite SEO)
❏ Topic clusters



Metrics That Matter for SEO

1. POSITION — The numeric place within search results that a page ranks. Positions 
1-10 are typically on the the first page of a Google search.

2. TRAFFIC — The average number of visits to a web page for a specific keyword 
over a specific period of time.

3. MONTHLY SEARCH VOLUME — The average number of times users have 
searched for a given keyword per month. 

4. KEYWORD DIFFICULTY — An estimate of how difficult it would be to rank well for 
a certain keyword on a scale of 1-100 (lower is easier).

5. OFF-BRAND KEYWORDS — Keyword phrases that do NOT include the name of 
your institution (or any common abbreviation).





What happens 
after I click an 
organic search 

result?



How to Analyze Organic Traffic and Conversions



How to Analyze Organic Traffic and Conversions
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Meet Bard Graduate Programs in Sustainability

MBA in Sustainability

MEd in Environmental Education

MS in Environmental Policy

MS in Climate Science and Policy

Bard GPS Degree Options

MS/JD | MS/MAT | MS/MBA | MEd/MAT | Peace Corps

Hudson Valley | New York City



Meet Bard Graduate Programs in Sustainability



Meet Bard Graduate Programs in Sustainability

Hudson Valley | New York City



Marketing

Recruiting

Admissions

Financial Aid

Yield/Enrollment

Development

2

Pain Points
“You mean that 
women’s  college 
across from 
Columbia?”



Where Bard Ranked in the Past



The Challenges Bard’s Graduate Programs Faced

❏ Not ranking for many off-brand keywords

❏ No insight into which organic keywords were bringing in traffic

❏ Unsure which website pages were most popular

❏ Couldn’t connect lead conversions with organic search topics

❏ Had great thought leadership, but that content wasn’t easy to find



What Bard Did: Changed Content Strategy

AWARENESS 

CONSIDERATION

DECISION
Most of the content we were developing 
was focused at the decision-stage (think 
program brochures)

We started developing educational 
resources to connect with prospects at the 
awareness stage



Started Developing a Variety of Content Types



Started Blogging on Attractive Topics for Our Personas



Analyzed Keywords We Were Ranking For… (blog)

Ranking Blog Page

Monthly Volume of Traffic by Keyword

Keyword Position Ranking



Analyzed Keywords We Were Ranking For… (landing pages)

Ranking Landing Page

Monthly Volume of Traffic by Keyword

Keyword Position Ranking



Developed 
Topic 

Clusters 
Around 
Winning 
Topics



Core Topic connected to a core 
content asset (pillar page)

Blog article 

Landing page

Video

Podcast

Topic Cluster Methodology



Resource Guides (Pillar Pages + Downloadable)



Video Content



Podcast Content



Blog Content



Top Viewed Blog Posts (last 12 months)



516 Ranking 
Keywords160 Ranking 

Keywords

3.3X growth in ranking keywords since Aug ’18

Growth in Organic Keyword Rankings (First 2 Years)



Organic Traffic Growth (First 2 Years)



Increasing Contact Conversions from Organic (First 2 Years)
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10,352 Views  →  72 CTA Clicks  →  5.5 Minutes/Page View





19,939 Views  →  69 CTA Clicks  →  7.1 Minutes/Page View





17,612 Views  →  300 CTA Clicks  →  6.1 Minutes/Page View



Organic Traffic Growth (Last 4 Years)
Website + Landing Pages + Blog Pages + Podcast Pages

141,012 Sessions  →  1,097 New Contacts  →  1.8 Page Views/Session

56% of Organic Traffic comes from Bard’s blog pages!



Growth in Organic Keyword Rankings (Next 2 Years)

3X Growth in Ranking Keywords 
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Where Did Organic-Sourced Prospects First Convert?



PREMIUM 
CONTENT

PILLAR 
PAGES

BLOG 
SUBSCRIPTION

AD 
CONVERSION 

(TOFU)

TY EMAIL

TY EMAIL

TY EMAIL

TY EMAIL

TOFU 
WORKFLOW

TOFU 
WORKFLOW

TOFU 
WORKFLOW

TOFU 
WORKFLOW

If 1st Conversion is…



1 2 3 4 5 6

1 2 3 4 5 6

1 2 3 4 5 6

TOFU WORKFLOW

MOFU WORKFLOW

BOFU WORKFLOW

How Bard Nurtured Organic Leads After 1st Conversion



Marketing Qualified Leads

Lead Generation

Sales Qualified Leads

What SQL Engagement Looked Like

Applicants
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New Contacts from All Sources (last 12 months)



New Contacts from All Sources (last 12 months)

#1 #3



152,537 Organic-Sourced 
Website Sessions

1,148 Organic-Sourced Prospects

186 Organic-Sourced Applicants

64 Organic-Sourced 
Students

16%

34%

Total Impact of 
Organic Search 

on 
Enrolled Students



KPIs of Organic Search for Bard

25% 

of all leads in the last 12 
months have been sourced 

from organic search

93% 

of students read blog 
content or downloaded 

resource guides as a part of 
their journey to enrollment

49% 

of students read or 
download 3+ resources as a 
part of their journey towards 

enrollment 

21% 

of enrolled students 
originated from organic 

search as their first point of 
conversion



Who’s got questions?


