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DOWNLOAD THE 
FULL REPORT

http://bit.ly/4nCRZAi

(and this presentation)



89%
of marketers feel they have enough 

budget to meet their marketing goals



1,493
prospective students surveyed



203
higher ed marketers surveyed



Topic 
Gaps

Career and life 
decision support

1

The 
Student 
Creator

Students like me, 
not influencers

2

Video 
= 

Trust
Social video for 

in-depth research

3

First 
Steps

Where students 
start their search

4



1

Career and life decision support

Topic 
Gaps
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Students Content Interest vs Marketer Priorities
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Real Content from Real Sources 

82%  
of students cite career/job access 

as major decision factor

30-pt Gap  
Students interested in job placement 

and marketers’ investment



LT.agency  |  2025 10

The Student’s Editorial Lens

● Housing information

● Financial aid tips and real costs

● "How I got my apprenticeship" stories

● Real career outcome stories



WyoTech 
University
Machines in action 

https://www.google.com/url?q=https://www.instagram.com/reel/DJU20ydup6X/?igsh%3DY2piZmVnejRhNGdl&sa=D&source=editors&ust=1752181249372940&usg=AOvVaw0MK8u8AlX52idRfKjEVRMW
https://www.instagram.com/reel/DJWy6d8Cyd6/?igsh=MXZ6N2c3aWo0dW82cg%3D%3D


Purdue 
University 
YouTube Impactful 
Questions



● Speak to Careers and Certificates

● Address Student Housing Options

● Have an Editorial Lens 

Topic 
Gaps

Career and life 
decision support

1



2

“Students like me”

The
Student
Creator
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Real Content from Real Sources 

62%  
of students trust ratings 
and reviews by students

60%  
of students trust content 
from “students like me”
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Who do you prefer to hear from in university marketing? 

70% of students are 
interested in consuming 
content that features  



57%
of Gen-Z want to be influencers



The Rise of 
Higher Ed 
Creator 
Programs
Student Content Funnels



Organic 
Student 
Creators 

Chad 
Savannah College of 
Art and Design

● 16k views
● 8 minute video
● 650 subscribers

http://www.youtube.com/watch?v=-UjHD_nGeTc&t=50


● Build Sustainable Student Creator Programs

● Optimize Students for Iteration

● Create Content for Student Life Decisions

The 
Student 
Creator

Students like me, 
not influencers

2



3

Social video for in-depth research

Video = 
Trust
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1. Instagram
2. Facebook
3. LinkedIn

Marketer Top Channels

Marketers Missing Out On Video

Top 3 social channels 
by resource allocation today

1. YouTube
2. Instagram
3. TikTok

Student Top Channels

Top 3 social channels 
when researching higher ed

VS
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YouTube is Most Trusted Channel + Students Prefer 
It

45%  
of students listed YouTube as 

trusted or strongly trusted

MOST Trusted Platform for 
news & information

18%  
of marketers plan to 

invest in YouTube

Behind Instagram, Facebook, 
LinkedIn, Twitter/X

VS
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Social Channel Distrust for News and Information

Facebook is most 
distrusted by students 
at 44% . 

Followed by X/Twitter 
and Snapchat at 43% .



Lincoln 
Tech
YouTube



● Prioritize YouTube for Recruitment

● Invest in Shorts

● Create More Playlist Content

Video 
= 

Trust
Social video for 

in-depth research

3



Where students start their search

First 
Steps

4 best program for working on cars



Search

…

School 
Website

Social 
Media

…
“I went straight to 

TikTok… 

reliable  and has 
multiple 

opinions ” 
ARI in IL

18 yrs old

Searching For 
Community colleges 

or trade schools

Trusts
TikTok and Reddit

Discovery Consideration Validation
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Students’ Primary Source of Information

These top 3 have the highest impact.



Universal 
Technical 
Institute  

Website prioritized 
for the student 
prospect journey



● Invest in Comprehensive Search

● Optimize Mobile Website for Prospects 

● Understand Secondary Research Sources

First 
Steps

Where students 
start their search

4
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Strategic 
Recommendations



Build sustainable creator programs

Partner with other departments and teams

Student content on student accounts

Invest in playlist content

Real conversations about difficult student decisions
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Career and life 
decision support

1

The 
Student 
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Students like me, 
not influencers

2

Video 
= 
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First 
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4
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Questions?

Office   645 E Missouri Ave, #400, Phoenix, AZ 85012  |  (602) 258-5263


