
Digital Marketing Presentation 



Agenda 

- Dissecting the brief
- Understanding the category
- Our target audience
- Positioning
- Campaign strategy
- Platform Strategy 
- Digital Strategy 



Objective 

Create awareness and visibility around LSBF Singapore 

Establish LSBF finance as the go to destination for Students 

Increase Share of Voice (SOV) and conversations



Singapore the Education Destination

- Ranks 8th in the INSEAD Global Innovation Index, is a major hub for 

Banking and Finance and a World trading port. Its strategic location, 

business-friendly policies and an international/global outlook made it 

a natural hub for trade and commerce in Asia.

- COVID-19 has led to more interest in Singapore as  “education destination”

- Singapore is a melting pot of cultures and one never really feels like an 

outsider 

- Vibrant student life, first-class infrastructure, safe environment and 

challenging academic atmosphere makes Singapore a perfect study 

abroad destination

- Almost 80% of growth in the international student market “should come” 

from Asian countries by the year 2025, according to a new report from 

Western Union Business Solutions

https://business.westernunion.com/en-gb/global-payment-solutions/education?t=7016R000001OSfNQAW&utm_source=PIE&utm_medium=Referral&utm_content=WUBS%20Homepage&utm_campaign=CY2022%20UK%20-%20Webinars


Pros of studying in Singapore

- Global Education standard-  Home to world-class private and public universities that 
have a variety of provisions on the campus.universities in Singapore is their association 
with other universities around the globe, affordability and strong industry connections 
that play a crucial role during job placements at the end of term.

- Apt for Foregin Students- home to a large base of international students which allow 
students exposure to a variety of cultures. As a go-to-destination for international 
students, Many universities in Singapore are home to international campuses 

- Affordable Education-  Lot more cost-efficient in comparison to more expensive 
destinations such as the UK, the USA and Australia, Singapore a great place for tertiary 
education is the privilege of subsidized fees

- Job opportunities- Especially for students on tight budget, Singapore is the place to be as 
it has a great part-time work policy for working students.

- Places of Interest- Singapore is home to a variety of recreational places as well. A thriving 
ecosystem of nature and wildlife, rainforests, wetlands and nature reserves, the island 
nation is an exciting place for international students

- Great Connectivity- Home to one of the busiest and well-connected airports in the world 
is a huge plus



Cons of studying in Singapore

- Understanding Singlish- Although English is the language for teaching, the diversity of cultures in Singapore has made 

way for locals to have their own unique language: Singlish; mix of Malay, Tamil, Hindi, Hokkien, Mandarin, and English 

- Maintaining a Budget- Country is small so rental spaces are expensive, and so are utility bills.

- International Student Limits-  Country welcomes foreigners, the government has capped the number of international 

students in universities since 2011. It brought down the number of foreign students from 18% to about 15% (Depends 

of the field)



Competition Analysis 



MDIS Singapore
Brand Tagline- Empower Your Future 

Brand Tonality- Informative, educative and Simple 

Content Buckets

- Students Stories 
- Events and fairs 
- Live sessions, Student visit and Students clubs 
- Industry Interaction- MDIS blogs 
- Alumni content 
- Key Occasions and Topicals 
- Know your campus and Student Life 

Content Format- Static,Videos, Articles, Reels, Guides and Shorts 

Platforms- Facebook, Instagram, Telegram, LinkedIn, Wechat and Youtube 



Kaplan Singapore
Brand Communication-  Lifelong Integrated Learning Partner 

Brand Tonality- Relevant, Informative and Simple 

Content Buckets

- Students Stories, testimonials and Campus life  
- Events and fairs 
- Live sessions, Industry Interaction, Events and others 
- Alumni Stories 
- Key Occasions and Topicals 
- Accreditation and recruitment drives 
- Know your Faculty 
- Did you know and 1 min insights on various relevant topic topics 
- University and Degree content 

Recent Campaign- Open to possibilities at Kaplan 

Content Format- Static,GIFs, Videos, Articles, Reels, Guides and Shorts 

Platforms- Facebook,  Instagram, LinkedIn and Youtube 



Dimensions Singapore
Brand Communication-  Dare to Dream 

Brand Tonality- Informative, Functional and Simple 

Content Buckets

- Accreditations 
- Professional Tips
- Placements 
- Events
- Key Occasions and Topical 

Content Format- Static, Videos, Articles,and Shorts 

Platforms- Facebook,  Instagram, LinkedIn , Twitter and Youtube 



NTU Singapore 
Brand Communication-  Nurturing Leaders and creating social impact 

Brand Tonality- Relevant, relatable and informative 

Content Buckets

- Students in action 
- Industry visitors  
- Campus tour and Virtual videos 
- Magazine- Online and offline; Relevant topics 
- Research and innovation 
- Celebrating Alumni 

Content Format- Static, Videos, Articles, Reels, Shorts etc 

Platforms- Facebook,  Instagram, LinkedIn , Twitter and Youtube 



Key Learnings 

- Facebook is the primary platform followed by 

Instagram and Youtube 

- Facebook content is replicated on Instagram

- Youtube is used for informative and 

educational content 

- Major content is skewed towards grooming 

students for life skills 

- Industry exposure, placement  and 

accreditations are important content buckets to 

be in the consideration sets of students 

- Campus life is an important aspects that 

needs to be communicated

- Communication around Alumni and Staff helps 

build trust

- Seminars, Live interaction, discussion and live 

classes are gaining popularity in the category 



London School of Business 
Singapore- Our Analysis  

Brand Tonality- Functional and Simple 

Content Buckets

- Courses on Offer 
- Q&A sessions with industry experts
- Key Occasions and Topical 
- Do you know content- highlight the 
- Know the faculty 
- Events 

Content Format- Static and Videos

Platforms- Facebook,  Instagram and Youtube 



Setting the Agenda

Where are we? Where we should be

Communicating 
functionally to 
reach out to the 
audiences 

Need to bring 
alive the “value 
addition” in a 
relevant and 
relatable way  

Summarizing the gap

● Need to showcase the value we add to them  
● Need to give them a sneak peak Campus life 
● Bring alive opportunities and exposure with 

us 
● Showcase how are we creating and nurturing 

Industry ready talent 



Setting the Agenda

Where are we? Where we should be

Communicating 
functionally to 
reach out to the 
audiences 

Need to bring 
alive the “value 
addition” in a 
relevant and 
relatable way  

Summarizing the gap

● Bring alive Students life at LSBF Singapore- 
Academics, personal and Culturals 

● Campus Tours- Online and Virtual 
● Events, Industry Interactions, On Job training 

etc 
● Showcase Our Institute strength- Network, 

Teachers and Alumni 



Consumer Understanding 



Audience Segmentation 

Aspirants

16-40 years
M+F
India| Indonesia| 
Vietnam|Singapore 

Freshers / Graduates and 
professionals with 
experience

Seek reputed brand  that 
would significantly improve 
their candidature

Industry Leaders

31-54 years
M+F
Global/Country specific 
recruiters 

Experienced campus 
recruiters from top 
MNCs (HQs)

Seek the best quality 
candidates for their 
company

Parents

30-60 years
M+F
India| Indonesia| 
Vietnam|Singapore 

Look at good career as a 
way of secured and good 
life for their kids 

Seek the best of learning 
and exposure 

Location safety is one of 
key parameters 

Price and location plays 
an important role in their 
decision making process 



Audience Psychographics 

Industry Leaders

“I want the most 
credible 
candidates to join 
our company, and 
I know I will get 
those kind of 
candidates only at 
the top IIMs.”

Seeks
HIGH 
CREDIBILITY

Parents 

“ I want my kid to get 
the best learning 
experience and 
exposure along with 
safe environment. 
Money is not a 
constraint but a  cost 
effective option would 
be great” 

Seeks
Assurance 

Aspirants

“I want to study at the 
most reputed/ best 
institute with the best of 
resources and 
opportunities for me to 
avail.”

Seeks
BEST OPPORTUNITY



Understanding the Audience Attitude 

- Youth are becoming increasingly fascinated 
by the idea of living in a foregin countries 
because of professional and educational 
opportunities are getting easily accessible 

- Looking for programme to add to her 
academic qualifications while providing 
.the much needed international exposure. 
The right balance between academia and 
practical application of concepts

- Look for opportunities facilitate the 
perfect ground for international exchange 
and social interactions.



Understanding Consumer Search  Journey 

Action points- Increase Brand Discoverability and lead admission intent along with consumer’s search 
journey 



Brand Understanding 



LSBF Singapore - Our Understanding 

Quips its students with the 
necessary knowledge and 

skills 
Highly Experienced  Faculty University Partnerships 

Range of programs;
Law, Logistics, Business, 
Accounting and Finance. 

4 Year EduTrust status

Industrial attachment
theoretical learning in the 
classroom to be applied to 
practical learning situations 

And all of the above at Competitive Price 



Understanding Audience Perception abouts the brand 

Member of the Global University 
Systems, a growing network of 20 

academic partners providing 
education to over 75,000 students 

worldwide.

Flexible study options for local 
and international students. 

Students are welcome to study 
full-time or part-time and online or 

on-campus

Great student learning 
experience – in and out of the 

classroom.

Equips students with the 
requisite knowledge and skills 

through 7 unique learning entities 

Range of Program- Offers 
diploma, undergraduate, 

postgraduate, professional 
qualification, and executive 

education programmes

Students’ learning experience 
will be surrounded by leading 

companies and enterprises



Starting Point



Consumer Insight 
Candidates seek 
universities that 
improve their 
employability

Category Insight 
All university are 

majorly leveraging 
quality of education 

aspect 

Brand Promise 
LSBF provides the 
edge of a global 

network and 
international 
reputation 



Consumer Insight 
Candidates seek 
universities that 
improve their 
employability

Category Insight 
All university are 

majorly leveraging 
quality of education 

aspect 

Brand Promise 
LSBF provides the 
edge of a global 

network and 
international 
reputation 

Brand Zone
International Edge 



Get candidates from nearby asian countries

Who want to study at universities that improve their employability

To consider LSBF Singapore for their overseas education

By communicating that LSBF candidates get priority and recognition 

globally by employers



Thought 

LSBF Singapore equips its students with the necessary knowledge and skills 

With highly sought-after lecturers, holistic student services and resources

Committed to breaking down geographical barriers by providing the highest 
quality education to students from every corner of the globe.

Singapore, on the other hand, is one of the safest countries known for its 
diverse culture, technological advancement, and vibrancy.



Campaign Route One 

#SetsYouApart



Campaign Route One 

#SetsYouApart

Mix of aspirational as well as competitive approach which brings alive the 
value that LSBF adds to an candidate.  



When academic brilliance 
meets cultural excellence it 
#SetsYouApart
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When academic brilliance 
meets cultural excellence it 
#SetsYouApart



Campaign Route

Everybody wants to get a degree but not be just 
another candidate. 

LSBF is the answer to this globally prevalent 
conundrum, it is the place to be in, if you’re looking for 
a course, experience and location, that will truly shape 
you in a unique way, ensuring it #SetsYouApart



Teasers

Establish that there is more to education than just being a student, 
and LSBF Singapore helps you achieve that!



Why just be a

degree holder

when you can be more?

 #SetYourselfApart



Why just be a

degree holder

when you can be more?

 #SetYourselfApart



Why just be a

degree holder

when you can be more?

 #SetYourselfApart



Campaign Roll Out Strategy

Establishing the campaign 
and reaching out to the 
consumers

Keep the consumer engaged 
with relevant and relatable 
content 

Regular content for top of 
mind recall



Hero



#SetsYouApart - DVC Option One 
Film Opens on busy streets, shopping malls, workplaces and many such places where we 
witness crowds everywhere. It’s chock-a-blocked all over and we see scores of people 
walking, moving, and doing their thing.

VO: In a world of clones where everybody is chasing a dream, building a future, making a career 
and living a lifestyle, how do you dare to be different?

Cut to the same set of places, but this time, we see a limelight falling on one of the people 
in every space -  for ex, a limelight falls on a college student as he walks on a busy street, a 
limelight covers another young man as he is seen shopping and a spotlight falls on a young 
woman as she is seen working in her office.
Fades off:

Super: #SetYouApart
LSBF, Singapore logo appears.



#SetsYouApart - DVC Option Two

The video revolves around the many aspects of the institution and covers the heart and 
soul of LSBF- Be it the college, the canteen, the banter, the lab, the fun, the education, 
the skill development, the learning or anything else.



#SetsYouApart - DVC Option Two

Life gives you two choices.

Either you follow the herd or set yourself apart.

And to set yourself apart, you need a platform that
lets you be more.

A platform that challenges your intellect only to enhance it.

A platform that helps catapult your skills to the next level.

A platform that reinforces your believe in self, and instils confidence.

A platform that brings you closer to a world of diverse and
new ideas.



#SetsYouApart - DVC 2
It’s where you
Learn.
Teach.
Listen.
Talk.
Laugh. 
Give.
Take.
Develop.
Build.
And Create.

And that’s how you
#SetYourselfApart.

LSBF.
Singapore



#SetsYouApart - DVC 2

Life gives you two choices.

Either you follow the herd or set yourself apart.

And to set yourself apart, you need a platform that
lets you be more.

A platform that challenges your intellect only to enhance it.

A platform that helps catapult your skills to the next level.

A platform that reinforces your believe in self, and instils confidence.

A platform that brings you closer to a world of diverse and
new ideas.



When academic brilliance 
meets cultural excellence it 
#SetsYouApart
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When academic brilliance 
meets cultural excellence it 
#SetsYouApart











Hub 



#SetsYouApart Podcast  

Podcast series on Linkedin that 
emphasizes on the various aspects of the 
brand that churns out Global Talent 

With leading influencers and talk about 
Skills, courses, specialities and Culture 



#SetsYouApart Skills 

Create a series of videos with 
renowned influencers/KOL and 
talk about various skills that will 
help them create a benchmark 
for themselves, and how you 
can #SetYourselfApart 



Industry Update 

Future Jobs:

Subject oriented future and 
present career opportunities.

Content angle - how a degree 
from LSBF will help them land 
these jobs.

Separate landing pages should 
be made for specific courses.



#SetsYouApart Guide 

Interactive post series 
guiding potential candidates 
for choosing a degree that 
will help them set a different 
benchmark for themselves 



Students Testimonials 

Alumni testimonial and Student 
testimonials showcasing what 
has set them apart on a global 
platform with LSBF Singapore  

Faculty testimonials talking 
about how LBSF Singapore can 
help you set yourself apart 



Content buckets

Life @LSBF

Talk about the students, the 
faculties, their achievements. In 
a nutshell, talk about the 
experiences we are offering, the 
people you might meet, the 
places you are going see, etc.. 



Virtual College Tour 

Provides a sneak peak to the campus 
and culture the college provides 

Helps students to visualize themselves 
as a part of campus life and its culture 

http://www.youtube.com/watch?v=7pLu22J7zSg
http://www.youtube.com/watch?v=hGFCpmojQM0




Hygiene  



https://docs.google.com/file/d/14gvvh88-3oxfxDIvo64wGwo-_KD-eU7J/preview








Campaign Route Two 



Thought 

An institution as famed as LSBF has everything one could ask for. 

World-class campus

Renowned faculty

Located in a Cultural destination Singapore, 

With so much and more to offer, LSBF Singapore is literally is where 
everything starts; great learning, global exposure, affordable education,  
and a dream student life



Campaign Route Two 

#WhyGoAnywhereElse



#WhyGoAnywhereElse



Recommended Campaign Two
DVC

Create a collage that focuses on the myriad aspects of the institution           
(campus shots, facilities, fun, learning etc) 
SUPER: LEARN 

Cut to people from different ethnicities coming together and creating an 
environment of learning and sharing, fun, shopping and partying . 
SUPER: EXPERIENCE 

Cut to the beautiful Singapore that it is; monuments, food, culture. festivals, et 
al. 
SUPER: CHERISH 

Super : #WhyGoAnywhereElse



Content Development Strategy 

Media Amplification- 

● Sponsored social media 
posts

● Google display network 
banners

● Direct buys (ad banners 
on management and 
b-school related 
websites and portals)

 

KOL Amplification

● Content resharing by 
LSBF Singapore  top 
management and 
associate K.O.L.s

● Macro-influencer 
shoutouts during 
campaigns

● Micro-influencer 
resharing for S.O.V.

 

Publisher Partnerships

● Co-written blog articles 
by content publishing 
platforms

● Third-party created 
informative content

● Content seeding in 
youth interest groups 
and meme pages

 



Brand Voice on Social Media 

Language
Formal
Simple

Conversational

Tone
Expert

Respectful
Matter-Of-Fact

Personality
Authoritative

Inspiring
Professional

Purpose 
Educate 
Enable 

Empower 



Focused Platform Strategy 

Audience Outreach

Create awareness via 
reach-&-frequency to:

- Students
-  Parents
- Geographies
- Languages
- Specializations
- Cross-platform 

promotion 
capable

 

Community Building

- Primary social 
platform for the 
youth

- Platform enables 
content creation 
as well as sharing

- Use the platform 
to strengthen 
salience among 
students

 

Thought 
Leadership

- Fast-growing 
platform

- Create and 
collaborate with 
KOLs from the 
industry to 
strengthen 
salience

- Create content to 
help students 
improve soft 
skills

 

Resource Hub
- Second largest 

search engine 
after Google

- Hub of all 
long-form video 
content - ads, 
acquisitions, 
webinars, events, 
etc.

- Educate school 
students via 
content

 Newsroom 
Industry updates- Courses, People and Jon 



Social Content Framework 

Obj. Awareness Obj. Advocacy Obj. Engagement 

History and milestones

Awards and Accolades

Ranking and Ratings

Informative Content 

Initiatives- Social/CSR 

Student Testimonials and stories 

Parent Testimonials 

Alumni Stories 

Staff Credentials 

Industry Experts and Mentors 

Quizzes and trivia

Topical Post 

Shareable/Relatable content 

Polls 

Ask us a question

Facebook, Instagram, LinkedIn 



Media Approach



Asia-Pacific would exhibit 
highest CAGR of 17.4% 

during 2021-2030



MDIS has the highest searches in past 12 months

Google Trends (LSBF VS Other Brands)



Google Trends (LSBF VS Others)

Country London 
School of 
Business 
and Finance 
Singapore

Kaplan 
Univer
sity 
Singap
ore

MDIS 
Singa
pore

pias 
singa
pore

dimen
sion 
Singa
pore

Singapore 1% 11% 40% 5% 43%

Uzbekistan — — 100% — —

Malaysia — — 100% — —

Vietnam — — 100% — —

Indonesia — 60% 40% — —

India 36% — 64% —- —

Philippines — — —- — —

Takeaway- Focus on visibility in APAC markets to 
increase SOV



Traffic Analysis

Key Takeaway- Kaplan generates maximum traffic with unique monthly visitor around 61.5k & Proinvest has 
max average time spent on website is 13+mins



Traffic Share By Country

Key Takeaway- Kaplan.com.sg is getting maximum traffic from Singapore 



Consumer Searches 

Consumers are searching for

● accounting and finance is the most
● Master of law next
● Masters of business administration
● Diploma in accounting
● masters of business management

Region wise affinity with Product type

● accounting and finance has a string pull 
● Master of law  is searched a lot by 

people 



Consumer Demographic Analysis

Key Takeaway- All competitors are targeting male audiences more than female audiences (6:4 ratio), 
25-44 years is the key target audience for all competitor brands



Summing up the Category and Proposition for the Launch



Our Understanding of the Category, Competition and Opportunity 

Building consistent Online reach 
across various platforms (Discovery)

● Digital
● Social
● Owned platforms

Consumer Reach  Owning the 
Search

Owning the Search: 25% to Higher SOV 
● Trending
● Category Relevance
● New Campaigns
● Category first conversation

LSBF

CATEGORY 
Online Education

COURSES
Diversify & Recognized

PRICE
Affordable

Driving 
Influence

UGC 
● Information
● Relevance
● Trust and Brand Love

 Triggering 
Enrollment

Factors that drive Online purchase:
● Courses variety/ Affordable



Lets understand the Online Consumer Journey



UNDERSTANDING THE MARKETING FUNNEL & USER POSITIONING
ACTIVATION>>> AWARENESS>>> CONSIDERATION>>> SALES

DIGITAL MEDIA ACTIVATION

BRAND AWARENESS

ENQUIRIES/ 
TALKING

CONVERSIONS

WEBSITE/ AMAZON TRAFFIC
+ 

ENGAGEMENT ON PLATFORMS

DECISION

Pop-Up Forms
Product Pages (Query Forms)
Missed Call Alert
Toll-Free Number
Chatbot Installation
Individual Channels – FB, Twitter, Instagram, 
YouTube

Search Engine Optimisation
Search Engine Marketing
Social Media Optimisation
Social Media Marketing
Google Display & Search 
Ads
Content Marketing
Media Campaigns – 
Publishers
PRs

U
se

r 
St

ag
es
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SEO Tools
Remarketing Campaigns
- Emailers
- Follow Ups (Calls)

Target Audience
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Customers

Platforms/Channels In 
Focus

Leads 
Captured

Customer 
Engagement

Inbound 
Marketing

Communication Strategy 
- POLLS
- Product Launch
- Product Promotions
- Engagement 

Campaigns
- Product Campaigns
- Community Building
- Buy back campaigns
- Events/ Trainings
- Testimonials
- Videos

Measure 
ROI



UNDERSTANDING THE MARKETING FUNNEL & USER POSITIONING
ACTIVATION>>> AWARENESS>>> CONSIDERATION>>> SALES

DIGITAL MEDIA ACTIVATION

BRAND AWARENESS

ENQUIRIES/ 
TALKING

WEBSITE/ AMAZON TRAFFIC
+ 

ENGAGEMENT ON PLATFORMS

DECISION
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Branding, Hi-Impact Publishers 
TOFU 
Budget 50%

Performance, Re-Marketing
40% of the budget

Re-Marketing, RE-Targeting, Marketing 
Automation
10% of the budget

Awareness

Consideration

Conversion

I am looking to buy 
for this product/ 
planning to buy 
soon/ looks 
interesting

Why this product is 
better, Brand is good, 
quality and price is 
good. 

Ease, Convenience, 
Offers, Product/ Price 
fits the requirement.



Aligning Marketing Funnel with Google Ads

Awareness

Consideration

Conversion 

• SOI
• Relevant Traffic

Campaign Funnel  Google Solution KPI 

• Generic  Keywords – Category & 
Launch Specific

• Display Network

• Competition Keywords
• Generic Keywords: Feature 

Specific
• GDN Remarketing

• Cost per Click
• SOI
• TOM

• Cost per Lead

• Brand Keywords
• Generic Keywords: Price Specific
• Remarketing



Facebook Structure

Facebook Structure

RemarketingProspecting

Lookalike Audiences Interest / Behavioral/Job 
Titles Website Visitors First Party Data

Static Image, Carousel, Video, Collection Ads Static Image, Carousel 

Inclusion

Exclusion

LAL 3% of Website Visitors, 
PD audience& Converted 
Audience

Website Visitors & 1 PD 
audience, Converters

Website Visitors & 1 PD audience, 
Converters

Targeting Based on Interest, Behavior, Job 
Titles, Education Level

1 PD, LAL audience, 
Converters

Website Visitor, LAL 
audience, Converters

90 Days, Top 10% Website 
Visitors, People who opened but 
didn’t fill the form, Video Engagers 

1 PD audience from the 
business

Creatives

Layering the audience and do A/B 
Testing in terms of Demographics, 
Devices, Operating Systems and 

Placements

Using Campaign budget 
optimization (CBO) and various 
bidding strategies to maximize 

leads at minimum cost



Native Ads
Intent Segment

Education

Professional Course

Skilled Course

Admission

Institute

Overseas Education

University



Audience Segmentations



Audience Size I Google

Similar visitor of competitor 
websites

Part time educationOnline & Distance course Executive / Diploma



Volume on Google : Category Keywords

Keyword Search Volume 

study in singapore 5000

online mba programs 5000

distance learning courses 50000

distance education university 5000

study master in singapore 500

online study 50000

distance learning in singapore 50

accountant finance 50000

chartered accountant singapore 500

master courses in finance 500

business university singapore 50

Keyword Search Volume 

certified public accountant 5000

institute of singapore chartered 
accountants

50

study in singapore for international 
students

50

study in singapore for foreigners 50

mba in international business 5000

post graduate diploma in 
management for working executives

50

part time education in singapore 50

masters in law singapore 50

singapore finance university 50

private business schools in 
singapore

50

Avg. search volume 
100K+ for category & 
non branded 
keywords



Volume on Google : LSBF Keywords

Keyword Search Volume 

lsbf singapore 5000

lsbf online courses 50

london business and 
finance

50

lsbf executive education 50

lsbf singapore acca 50

london finance university 50

lsbf singapore mba 50

lsbf singapore course fee 50

Keyword Search Volume 

lsbf singapore campus 50

lsbf singapore study 00

lsbf sg 50

lsbf distance learning 50

lsbf university singapore 50

lsbf singapore courses 50

lsbf global mba 50

Avg. search volume 
5K+ for all brand 
keywords



Segmented Audience Size I Social

COMPETITOR + 
DISTANCE-EDU

FEMALE INTEREST



Segmented Audience Size I Social

SINGAPORE 
UNIVERSITY+COURSE

OTHER-OPEN
UNIVERSITIES



Media Plan & Budgets



Half Yearly Forecast

Objective Type Month 1 Month 2 Month 3 Month 4 Month 5 Month 6 Total

Leads

Branding 900,000 900,000 700,000 600,000 600,000 500,000 ₹4,200,000

Performance 700,000 700,000 900,000 900,000 10,00,000 1,000,000 ₹52,00,000

Remarketing 200,000 200,000 400,000 600,000 700,000 ₹2,100,000

Total 1,600,000 1,800,000 1,800,000 1,900,000 2,200,000 2,200,000 ₹1,15,00,000

Note: For Awareness, Online Aggregators & Consideration will share month on month plan.



Monthly Media Splits

BRANDING

Objective Property Est. Impressions Est CPC/CPV Est. Clicks Est. Video Views Est. Results Est.CPA Budget (INR)

Branding

Native 3,600,000 3 133,333 NA 800,000 0.5 ₹400,000

FB & IG 1,200,000 8 25,000 NA 400,000 0.5 ₹200,000

Youtube 1,000,000 1 200,000 200,000 NA NA ₹200,000

Adgebra 

Rich Media
66,66,667 150 3,333 NA NA NA 1,00,000

Total 1,24,66,667 358,333 1,200,000 0.5 ₹900,000



PERFORMANCE

Objective Property Est. Impressions Est CPC Est. Clicks Est. Website Visits Est. Results ECPA Budget (INR)

Leads

FB & IG 600,000 6 33,333 20,000 400 ₹ 500 ₹ 2,00,000

Google 800,000 8 25,000 17,500 350 ₹ 571 ₹ 2,00,000

Native Int. 

Mkt.
40,00,000 30 6,666 2,666 293 ₹ 682 ₹ 2,00,000

Native IN 

Mkt.
66,66,667 10 10,000 5,000 150 ₹ 667 ₹ 1,00,000

Total 1,20,66,667 13.5 74,999 37,500 1,875 ₹ 605 ₹ 700,000

Monthly Media Splits



Let’s Talk…



Leveraging Other Platforms 

YouTube

‘How to..’ videos by top 
teachers and professors 
Campus Life- Events, 
seminars, competitions, 
sports etc 

Do Know- Overall Skill 
Development etc 

Campus Tour- online and 
Virtual 

YouTube shorts videos

Pre-Roll and Trueview 
ads for admission time

News Apps

Banner ads

Informative content and 
updates

LinkedIn

Monthly live webinars with 
industry experts

Case studies and reports

Education portals

Partnered/co-authored articles

Banner ads

Interviews of university’s board 
members

Articles and write-ups on 
university’s milestones and 



Media Strategy 
Co

ns
um

er
 F

un
ne

l

Objective: Branding >> Awareness

Who: Males & females, 15-28, Device, Interests:-Career, English, 
Education, Geography, Specialization

Channels: FB, IG, YT, LI, GDN Ad, Display, Direct buys on 
education portals

Objective: Contextual Targeting + Retargeting >> Increase 
Consideration

Who: Seen our ads once | Website visitors | Competitor page followers | 
Searched for competitor institutes | Searched for courses and degrees

Channels: FB, IG,  Search, Display, Native Advertising and Blogs

Objective: Drive Traffic >> Get high-intent consumers to drop an 
inquiry for admission

Who: Get high intent consumers to website and drive lead generation

Channels: Google Search, FB, IG, LI, Sequential Retargeting Ads



Let’s Talk numbers 
now…


