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Objectives and Target Market
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Medium KPIs

General Email 
Drip Campaigns

- Open Rate
- CTR
- Website Sessions
- Pages/session
- Conversions

Program-Specific 
Email Drip Campaigns

Persona Email Drip
Campaigns

Measurement Criteria:
McMaster University Continuing Education offers over 50 programs and more than 
250 courses across business, health, technology, communications and marketing 
categories.

In 2021, McMaster Continuing Education launched a new customer relationship 
management (CRM) system. The launch of a new system presented an excellent 
opportunity to review and optimize existing content, develop a new robust library of 
always-on content to support all programs in our portfolio and be more compelling 
and relevant for today’s consumers.

Objectives:
 Drive course enrolment and generate revenue on an evergreen basis
 Increase awareness of McMaster Continuing Education’s program offerings
 Generate interest among consumers with dynamic and compelling content

Strategy:
Develop and launch a series of email drip campaigns to nurture leads on their path 
to enrolment

Background
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Personas:
1. Meghan McMaster - McMaster Continuing Education Brand
2. Business Brandon - Business
3. Health Care Hannah - Health Care and Social Services
4. Tommy Tech - Technology
5. Marketing Mia - Marketing and Communications

Gender: 70% Female / 29% Male / 1% Other

Age: 68% are between the ages of 25-44

Generation: 66% Millennial and 31% Gen X

Education: 69% have completed a post-secondary degree or college diploma

Employment: 78% Employed / 22% Unemployed

Student goals: Career Growth (35%), Professional Development (24%), New 
Career Path (20%)

Learning goals: Certificate/Diploma (76%), Few Courses (9%), Undecided (8%)

Top provinces Top cities

Ontario – 86% Hamilton – 27%
Alberta – 5% Toronto – 16%
British Columbia – 4% Mississauga – 13%
Quebec – 3% Brampton – 10%
Saskatchewan – 1% Burlington – 9%

Oakville – 7%
Calgary – 5%

Geography:

Business 35%
Healthcare and Social Services 27%
Education 13%
Government and Public Services 10%
Technology 3%
Natural Resources 1%

Industries our students come from:

Target Audience
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Implementation and Results
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Drip Campaign Strategy
Drive awareness, consideration and acquisition through targeted drip campaigns

General Drip Campaign Program-Specific Drip 
Campaigns

Persona Drip 
Campaigns

6



|

Drip Campaign Strategy Continued
Drive awareness, consideration and acquisition through targeted drip campaigns
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General drip campaign 
• Deployed for leads who did not specify a program of interest
• Series of five emails in total (one email per week) that provide information about 

McMaster Continuing Education, learning formats and the value of continuing 
education; ultimately driving leads to identify a program of interest and enrol

Program-specific drip campaign
• One full email campaign developed for each program
• Series of five emails in total (one email per week) that will be deployed using 

program-specific segments through a customer journey

Persona drip campaign
• Once a prospect has gone through a program-specific drip campaign, they will 

be added to a persona campaign
• This campaign features a series of 11 emails in total (one email per month) that 

will be deployed using persona-based segments through the customer journey

www.mcmastercce.ca

Primary messaging

• Advance your career
• Get ahead in your career
• Future-proof your career
• Work toward your designation (e.g. CHRP, 

CPA, PMP)
• Convenient and flexible online 

programs/courses

Evidence supporting primary messaging:

• Career outcomes
• Learning outcomes
• Certification/Professional designation
• Industry experience
• Convenient and flexible course formats
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CRM Customer Journey
A journey a prospective student goes through from their first interaction 
with McMaster Continuing Education, nurturing them on their path to 
enrolment

• Journey starts with the 
contact form or mailing 
list form submission on 
the mcmastercce.ca 
website

• A general or program-
specific lead is created 
based on form 
submission details 

• A lead gets added to a 
general or program-
specific drip campaign

• Lead is then moved to a 
longer-term persona-
based drip campaign to 
continue driving them 
toward enrolment

• Leads automatically exit 
the journey upon 
enrolment 
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General Drip Campaign
Nurturing leads toward enrolment
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Results
General Drip Campaign
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Key Highlights:
This drip campaign is deployed to individuals who did not select a program of interest on the website 

form(s)
Overall high engagement rates across the entire campaign
 Individuals who are unsure of their program of interest are finding value in these emails and are visiting 

the website to learn more
 In Email 5, even with a lower click-through rate, conversions still occurred

www.mcmastercce.ca

Email Open Rate CTR Website Sessions Pages/Session
Conversions 

(Checkout Button 
Clicks)

Email 1 36.6% 7.1% 519 4.64 12

Email 2 36.9% 4.2% 213 3.85 4

Email 3 27.4% 3.3% 183 5.58 2

Email 4 26.5% 2.7% 146 4.26 1

Email 5 34.4% 3.1% 147 7.29 6

Grand Total 32.36% 4.08% 1,208 5.12 25
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Program-specific Email Drip campaigns
Nurturing leads toward enrolment
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Results
Program-specific Drip Campaigns
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Key Highlights:
 Health Informatics drip campaign resulted in the highest open rate of 34.32%, highest number of website sessions and a 

high click-through rate of 5.42%
 Applied Clinical Research campaign has resulted in the highest number of conversions
 According to 2022 Email Marketing Benchmarks, McMaster Continuing Education’s drip campaign results are exceeding 

averages with 27.88% open rate (21.5% benchmark) and 3.92% click-through rate (2.3% benchmark)
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Campaign Open Rate CTR Website Sessions Pages/Session
Conversions 

(Checkout Button 
Clicks)

Accounting 27.46% 4.5% 1,180 3.43 13
Applied Clinical Research 30.44% 4% 848 3.73 30

Academic Writing 33.94% 6.38% 149 4.43 6
Professional Addiction Studies 22.4% 3.84% 992 3.19 8

Business Administration 26.56% 2.86% 611 4.27 11
Health Informatics 34.32% 5.42% 1,222 3.66 15

Human Resources Management 24.74% 3.28% 646 3.80 18
Project Management 31.5% 5.3% 797 3.56 17

Grand Total 27.88% 3.92% 8,730 4.03 143
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Persona Email Drip Campaigns
Keeping the leads engaged with a persona-based approach
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Results
Persona Drip Campaigns – Business persona example 

14

Key Highlights:
 The persona campaigns have proven to be a strong driver of website traffic, keeping our audience engaged and our 

brand top-of-mind
 Email 8 has resulted in the highest open rate of 28.5% and a high number of website sessions 
 Emails 1 and 2 have resulted in the highest click-through rates of 2%; Email 2 saw the highest number of website 

sessions (404)
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Email Open Rate CTR Website Sessions Pages/Session

Email 1 18.4% 2% 312 3.84
Email 2 18.5% 2% 404 2.24
Email 3 16.7% 1.3% 275 2.38
Email 4 25.6% 1.8% 322 3.76
Email 5 15.6% 0.6% 88 3.89
Email 6 15.6% 0.5% 252 2.29
Email 7 25.8% 0.7% 227 2.09
Email 8 28.5% 1% 323 2.14
Email 9 21.4% 0.9% 283 2.69
Email 10 19.5% 0.4% 82 3.60

Grand Total 20.56% 1.12% 2.568 2.90
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Impact
Key takeaways and learnings
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The general drip campaign helps individuals with their decision-making by providing an overview of all 
available programs

Program-specific drip campaigns have been a top performer so far and exceed average email open rate 
and click-through rate benchmarks 

The persona campaigns have proven to be a strong driver of website traffic, keeping our audience 
engaged and our brand top-of-mind

Overall, creating segmented drip campaigns has allowed us the ability to reach potential students and 
keep them engaged with our brand on an ongoing basis

Test and learn opportunities to apply to future drip campaigns:

A/B testing to determine optimal subject lines, CTAs, colours and email formats

Continued copy optimization to keep content fresh and relevant for consumers
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Contact Page

Email

mcemarketing@mcmaster.ca

Website
mcmastercce.ca


