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BACKGROUND
As budgets are tightening and distancing is more prevalent, many are turning to 
electronic dissemination to share their information. In a virtual world, it is difficult to know 
if you are reaching your audiences, or if users are deleting or overlooking your message 
before opening.

OBJECTIVES
	● Provide an overview of marketing platforms that UCEDDs can utilize for outreach  

with the WVU Center for Excellence in Disabilities (CED) as an example
	● Explore built-in data analytic features that help inform marketing strategies
	● Share examples of campaigns and metrics designed to address program specific 

goals

OUTREACH PLATFORMS Description Cost Metrics 

Email marketing 
platform used 
to develop 
HTML emails, 
newsletters, and 
maintain electronic 
mailing lists.

CED uses free 
version.

Paid versions are 
available with more 
features.

Open rates, 
demographics, 
link clicks, 24 hour 
performance, social 
performance

Social networking 
site

Free: Posts and 
Events

Paid: Ads or Boosts 
Costs can be defined 
by a set daily amount 
or a campaign 
spending limit

Views, reach, 
engagement, link 
clicks, audience 
demographics, 

Collects basic data 
from website traffic

Free  Users, sessions, 
page views, 
duration, bounce 
rate, demographics, 
operating systems, 
browsers, etc.

Online form 
builder used for 
registrations

$349/year
Professional Account 
allows 5 users, 
unlimited forms and 
5,000 entries/month

User entry results, 
page views, 
regions, internet 
browser, operating 
systems, referral 
source

Online survey 
builder

Free with university 
account

Specific data 
results, charts, 
tables, statistics, 
visualizations, cross 
tabs, weighting, etc. 

Campaign Goal Outreach Methods Metrics Challenges Solutions
Specialized 
Family Care (SFC) 
Advertisements

Increased 
traffic to 
website

Facebook ads Facebook Insights
Google Analytics

New process for 
purchases

Worked with EBO to make sure it fit into “GE Expense- 
Advertising” budget category

Provider Needs 
Assessment

Gather data Qualtrics survey
MailChimp email

Qualtrics survey 
responses

Low initial 
response rate

Expanded IRB recruitment language to say, 
“participants will be recruited using a variety of online 
and written formats.” This allowed all electronic media 
options for dissemination.  

IMPACT WV Web 
Launch

Promote 
awareness of 
new website

MailChimp email
Facebook post
Email newsletters
Presentations

Outreach tracking 
form
Google Analytics
Learning 
management 
system data (tracks 
registrant data)

Continued 
engagement 

Individualized communication planning to address each 
topic area audience. Planned launch of Facebook page 
to drive traffic through social media.

ABA Bootcamp Recruit 
participants

MailChimp email
Facebook event
Wufoo registration 
form

Training registrants 
Facebook reach 
data

Too many 
registrants

Planned to limit registration on Wufoo forms next time. 
Established mini cohorts based on ages and needs 
identified in enrollment.

CAMPAIGN EXAMPLES
Each campaign posed its own challenges. Data was analyzed throughout campaigns to assess 
challenges and identify potential solutions to improve results.

WEB LAUNCH GOOGLE ANALYTICS REPORTS SFC FACEBOOK  REPORTS

CONCLUSIONS
	● Be strategic about your marketing. Think through audiences that you want to reach and strategize how to reach them 

where they are.
	● Use built in data metrics to analyze progress and revise strategies if needed throughout campaigns.
	● There are many options available for free or low cost.
	● The use of digital marketing strategies can reduce your costs and time spent. 




