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• Demographics – age, employment, 
average HHI, race and ethnicity, 
gender, marital status, do they have 
kids, etc.

• Interests – what do they like to do, 
what publications do they read, where 
do they get information, what social 
media platforms do they use

• Day in the life – what does a typical 
day look like

• Aspirations – what are their hopes 
and dreams, what motivates them

• Worries & fears – what is holding 
them back
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1. Define Audience
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Yes
86%

No
14%

Own a smartphone

Ye s No

70% of GED® 
test-takers use 

Facebook



Tip: GED Analytics Users Can Gather Data 
From the Demographics Summary Tab
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2. Set Objectives

What is your overall 
goal?
• State the most 

important goal that 
needs to be achieved

• Make it specific and 
attainable

• Consider additional 
background around 
business challenges or 
opportunities

What action do you want 
the audience to take?
• What is the key 

takeaway for them?
• How do you want them 

to feel?
• What specific action do 

you want them to take as 
a result?

How will you measure 
success?
• What are the metrics 

that will determine 
success?

• Are there specific 
benchmarks to 
achieve?

• Are there benchmarks 
from previous 
campaigns?



3. Design Tactics
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Paid Media Earned Media

Owned Media

Paying to place ad 
or content. 
Includes:
• Print 
• TV
• Radio
• Out-of-home
• Direct Mail
• Paid Search
• Banner Ads
• Mobile
• Paid Social

Content promoted on your 
own channels. Includes:
• Website
• Blog
• Social
• Email
• Events

Others 
promote/share 
your content. 
Includes:
• Reviews
• Social
• 3rd Party 

Blogs
• Press 

Mentions



Quick Tips for Social Media
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• Content ideas:
Ø Success stories
Ø GED subject and study 

content 
Ø Test-taking tips
Ø Current events / holidays

• Create a content calendar
• Include visual content
• Don’t make it all about you
• No time? Share GEDTS 

content



Quick Tips for Paid Social

13

• Boost top performing 
organic posts for greater 
reach

• Remarket to existing 
email lists, phone lists or 
address lists

• Create look-alike 
audience from existing 
lists

• Vary your message and 
call-to-action based on 
targeted audience
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• Design for mobile
• Craft short, clear subject lines

• Put most important message 
at beginning of subject line

• Include a clear call to action
• Segment your audience 

• Always A/B test

Quick Tips for Email



• Which local news outlets are you 
watching / reading?

• Get permission from a recent 
graduate and include their story

• Which reporters are covering 
education?

• Find their email / contact info in their 
byline

• Send them the media alert
• Don’t be shy about following up
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Quick Tips for Working 
with Local Media



Case Study: 
GED Grad Day 
Campaign
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Campaign Objectives

Tap into the power of our graduate 
network to spread the positive word 
about earning a GED
• Celebrate graduates -- encourage 

them to post their own celebratory 
message

• Build awareness among potential 
GED test-takers using positive 
graduate messages -- encourage 
them to start their journey at 
GED.com

• Motivate current test-takers to 
sign up for final test(s) to 
graduate
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GED Grad Day Tactics
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Paid Media Earned Media

Owned Media

Paying to place ad 
or content. 
Includes:
• Print 
• TV
• Radio
• Out-of-home
• Direct Mail
• Paid Search
• Banner Ads
• Mobile
• Social Ads

Content promoted on your 
own channels. Includes:
• Website
• Blog
• Social
• Email
• Events

Others promote 
your content. 
Includes:
• Reviews
• Social
• 3rd Party 

Blogs
• Press 

Mentions
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Campaign Execution



Campaign Execution
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Campaign Results
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Q&A
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eliza.wong@GED.com

#GEDTS18


