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Today’s Goal
TODAY’S GOAL

Empower marketers with actionable insights to 
strategically engage audiences on Snapchat and 
generate optimal performance results.
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Snapchat: 
What it is & 
why it matters
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What is Snapchat?
+ Snapchat is a social platform that allows 

users to send and receive photos, videos, 
and text messages called ‘Snaps’ 

+ Users can utilize filters, lenses and other 
effects in their ‘Snaps’ to customize their 
shared media

+ Snapchat can be used to build awareness, 
drive leads and conversions 

https://docs.google.com/file/d/1Gj3yGf1dgZeg649aaqZleixGEoEZW-9U/preview


SNAPCHAT BY THE NUMBERS

432M
total daily active users

74
countries available to 

target 

75%
of individuals ages 
13-34 are active on 
Snapchat in over 25 

countries

40
app opens per day on 

average

Source: Snap Inc. Q2 ‘24 Financial Results

https://investor.snap.com/news/news-details/2024/Snap-Inc.-Announces-Second-Quarter-2024-Financial-Results/default.aspx#:~:text=Q2%202024%20Financial%20Summary,million%20in%20the%20prior%20year


SNAPCHAT BY THE NUMBERS

Snapchat usage 
continues to grow.

+2X
     more advertisers 
     on the platform 

    2024 vs 2023

+25%   
increase in user time 

spent watching content 
2024 vs 2023

Source: Snap Inc. Q2 ‘24 Financial Results

https://investor.snap.com/news/news-details/2024/Snap-Inc.-Announces-Second-Quarter-2024-Financial-Results/default.aspx#:~:text=Q2%202024%20Financial%20Summary,million%20in%20the%20prior%20year


Snapchat’s Objective Funnel

BRANDING & 
AWARENESS

Snapchat lenses/filters

‘Always on’ campaigns

LEAD GENERATION
In-platform lead gen

Single image/video ads

Story ads

YIELD/ANTI-MELT
List campaigns

Single image/
video ads

Story ads



Where Your Stories are Told on Snapchat

In-Camera

Standard text-style slide

Within Content

https://docs.google.com/file/d/1asSYCY10eWjOdeJs6WLoxSgxq4hPdTRo/preview
https://docs.google.com/file/d/1CEORLsmR-Kj22-FSpR7lv0LkUsnN-ZsP/preview
https://docs.google.com/file/d/1X_uQMMzm9Fm2cpNlEC6ogS9mSRwJkFWK/preview
https://docs.google.com/file/d/1Gj3yGf1dgZeg649aaqZleixGEoEZW-9U/preview


School Meets Social:
Snapchat’s Role in the Higher Ed 
Marketing Landscape
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SNAPCHAT’S ROLE IN THE HIGHER ED MARKETING LANDSCAPE

Student audiences 
are on Snapchat.

18M
Collegiate Snapchatters

19M
High School Snapchatters

Snap Inc. survey of US Snapchat users November 16-25, 2021. Age and location data subject to restrictions. See https://businesshelp.snapchat.com/en-US/a/audience-size-tool for details. Question: “Which of the following activities 
interest you for 2022?”; 514 respondents



SNAPCHAT’S ROLE IN THE HIGHER ED MARKETING LANDSCAPE

1 in 3
1 in 5
1 in 6

Snapchat users are interested in 
exploring new career ideas

Snapchat users are interested in 
taking an online class

Snapchat users are interested in 
enrolling in a degree program

Student audiences have an 
array of educational interests. 

Snap Inc. survey of US Snapchat users November 16-25, 2021. Age and location data subject to restrictions. See https://businesshelp.snapchat.com/en-US/a/audience-size-tool for details. Question: “Which of the following activities 
interest you for 2022?”; 514 respondents



SNAPCHAT’S ROLE IN THE HIGHER ED MARKETING LANDSCAPE

Snapchat supports students’ 
connection & curiosity.

86%
of Student Snapchatters say 

‘Social platforms help me 
discover new educational 

programs, courses, and 
opportunities’

88%
of Student Snapchatters say 

‘Social platforms help me keep 
up to date with people I met 

through my schooling’

2024 NRG study commissioned by Snap Inc. | Base: Student Snapchatters (n=489) Student Non-Snapchatters (n=358) | QSOCIAL_ATT: How much do you agree with the following statements about how social platforms play a role in 
your education journey and passion for continued learning? 



SNAPCHAT’S ROLE IN THE HIGHER ED MARKETING LANDSCAPE

1.3x
1.5x
1.3x

more than non-Snapchatters

more than non-Snapchatters

more than non-Snapchatters 

Aligning your brand with 
student values is key to your 
schools’ success.

2024 NRG study commissioned by Snap Inc. | Base: Student Snapchatters (n=489) Student Non-Snapchatters (n=358) | QSOCIAL_ATT: How much do you agree with the following statements about how social platforms play a role in 
your education journey and passion for continued learning? 

Student Snapchatters value a brand that ‘I can easily engage with on social media’ 

Student Snapchatters value a brand that ‘has a strong social presence’

Student Snapchatters value a brand that ‘is advertised on social channels I use’



Snapchat’s Strategic 
Targeting & Features
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SNAPCHAT’S STRATEGIC TARGETING & FEATURES 

Lifestyle targeting Serve to general outreach audiences made up of current 
high schoolers, college students, and parents

Reach specific users (including U18) for lower-funnel 
strategies such as ‘apply’ actions. Also used for 
upper-funnel strategies such as creating lookalike 
audiences to expand upon in-market reach

Target specified areas based on regions/states, 
metros/DMAs, postal codes, addresses and radii

�� 

��

��

Geographical 

targeting

List 
targeting



SNAPCHAT’S STRATEGIC TARGETING & FEATURES 

+ Available for users 13+; the only social media 
platform that currently offers in-platform lead 
generation for users under 18 years old

+ Snapchat’s auto-fill lead gen forms consist of:

 👋First Name                 🏠Address
 👋Last Name                  📬Postal Code
 📧Email                             💻Job Title
  ☎ Phone Number         🏢Company Name
 🎂Birthday

+ Snapchat lead gen forms can also include up to 3 
custom questions in any of the following formats:

✏Short Answer                 
✔Multiple Choice                    
📆Date Widget                               
 

https://emojipedia.org/waving-hand
https://emojipedia.org/house
https://emojipedia.org/waving-hand
https://emojipedia.org/open-mailbox-with-raised-flag
https://emojipedia.org/e-mail
https://emojipedia.org/laptop
https://emojipedia.org/office-building
https://emojipedia.org/birthday
https://emojipedia.org/pencil
https://emojipedia.org/check-mark
https://emojipedia.org/tear-off-calendar#:~:text=A%20single%20date%20on%20a,off%20to%20change%20the%20date.


Put Your Plan Into Action:
Client Success Stories 
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Chapman University’s goal was to generate inquiries 
from prospective undergraduate students.

The Strategy

To help boost inquiries, we ran a Snapchat lead 
generation campaign, which served from September 
2022 through May 2023. 

We focused on engaging potential students through 
age, geographic, and lifestyle targeting. Our 
geographic targeting focused on a variety of states 
and DMAs, which ensured that our reach was 
expansive while also focusing on priority geos.

CARNEGIE’S CLIENT SUCCESS STORY | CHAPMAN UNIVERSITY

Image / Chart-style slide with explanatory text

https://docs.google.com/file/d/1Y7S7hHetJoKWsFZmFLHdRmxT3ULPJBHY/preview


67%

47%

OF ALL 
UNDERGRADUATE 
CONVERSIONS 
CAME FROM 
SNAPCHAT

LOWER COST PER 
CONVERSION 
COMPARED TO 
OTHER 
UNDERGRADUATE 
TACTICS

DONEC LAOREETThe Results
+ Generated the majority of 

undergraduate conversions at 
the most efficient cost among all 
of the social strategies employed

Client Results: Chapman University



University of Idaho’s goal was to boost awareness and 
inquiries from prospective undergraduate students.

The Strategy

To help boost undergraduate inquiries, we ran two 
Snapchat lead generation campaigns from August 
2023 to November 2023. 

We captured prospective students through age, 
geographic, and lifestyle targeting. Our geographic 
targeting for one campaign focused on in-state 
students, whereas the alternate campaign focused 
on additional priority states.

CARNEGIE’S CLIENT SUCCESS STORY | UNIVERSITY OF IDAHO

Image / Chart-style slide with explanatory text

https://docs.google.com/file/d/1yzXFYJzNshrltBtv_Wcodb2NNyqmdY-3/preview


69%

22%

67%

OF ALL 
UNDERGRADUATE 
CONVERSIONS 
CAME FROM 
SNAPCHAT

LOWER COST PER 
CONVERSION 
COMPARED TO 
OTHER TACTICS

OF OVERALL 
UNDERGRADUATE 
IMPRESSIONS

DONEC LAOREETThe Results
+ Generated the majority of 

undergraduate audience conversions 
at the most efficient cost among all of 
the social strategies

+ Snapchat also played a key role in 
supporting the goal of building brand 
awareness amongst high school 
students across in-state and 
out-of-state markets

Client Results: University of Idaho



KeyTakeaways

● CONTINUOUS GROWTH
● CONSTANT ADVANCEMENTS
● U18 TARGETING
● LEAD GENERATION OPTIONS



Resources
CARNEGIE BLOGS                                                               

● Grow Your Business with Lead Generation Ads on Snapchat

● TikTok vs. Snapchat: Which One to Use for Your Higher Ed

Advertising Strategy?

SNAPCHAT RESOURCES

● Success Stories

● Get Certified in Snapchat Marketing

● Snapchat Q3 2023 User Growth

https://forbusiness.snapchat.com/advertising/industry/lead-gen-campaigns
https://www.carnegiehighered.com/blog/tiktok-vs-snapchat-which-one-to-use-for-advertising/
https://www.carnegiehighered.com/blog/tiktok-vs-snapchat-which-one-to-use-for-advertising/
https://forbusiness.snapchat.com/inspiration
https://forbusiness.snapchat.com/resources/snapfocus
https://s25.q4cdn.com/442043304/files/doc_financials/2023/q3/Q3-2023-Investor-Letter_VF.pdf


Thank You!

CarnegieHigherEd.com


