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MDR Case Study: The Choices Program

EXECUTIVE SUMMARY
For companies marketing to educators, the ground is shifting. 
Educators as a demographic group are trending younger. From 2003 
to 2012, the percentage of teachers under 40 years of age rose from 
41.1% to 45.2%. As digital natives, this cohort interacts with and 
responds to marketing messages more frequently over digital media. 
While companies relying on more traditional print media may not be 
seeing a dramatic falloff in results yet, demographic changes dictate it is 
only a matter of time. 

Fortunately, adding digital solutions to the marketing mix has few 
hurdles to entry for marketers and many advantages in targeting, 
engagement, and measurement. Recently, The Choices Program, a 
non-profit organization based at Brown University, asked MDR for 
help in expanding brand awareness and lead generation around their 
supplemental materials by adding integrated digital solutions to an 
existing direct mail campaign. A message offering a free downloadable 
curriculum PDF was deployed through a mix of emails, highly targeted 
web and Facebook ads, and social posts on MDR’s WeAreTeachers 
Facebook and Twitter channels. The results were outstanding: The 
email campaign had above-average open and click-through rates, social 
media more than doubled the number of click-throughs, Facebook and 
Twitter provided over 4,000 additional engagements, and the university 
reported over 1,000 unique requests for downloads of the curriculum 
PDF. The client is thrilled with these results and is excited about 
applying the knowledge gained about which marketing channels and 
messages are most relevant with their target audience. 

The Client and Product

The Choices Program offers secondary social studies supplemental 
materials with over 40 titles on a variety of topics. This offering includes 
lesson plans, student readings, and activities and is targeted to high 
school social studies teachers, department chairs, and curriculum 
coordinators. For 2015, The Choices Program wanted to offer a free 
Human Rights curriculum downloadable PDF unit, a subject matter 
selected to coincide with key civil rights anniversaries occurring in the 
beginning of the year. 

Adding Digital Channels to Direct Mail Campaign  
Boosts Engagement and Leads

digital native
noun
1. a person who has been familiar 
    with computers, the Internet,  
    and other digital technology 
    from a young age  

More and more 
teachers are 
digital natives...
with more entering the 
workforce each year!

Think about how many more of your 
targeted contacts you can reach by taking 
your programs digital. 

Reach digital natives where and when they 
are online through an integrated digital 
campaign that incorporates advertising, 
social, and content strategies!
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The Choices Program was an existing MDR customer for data in support of their direct mail efforts. 
As a small marketing shop, they weren’t sure they had the resources to expand into digital channels, 
but after learning more about the effectiveness of creating an integrated multi-channel campaign, 
they expressed an interest in trying this out with MDR.

The Test

The test was conducted in January through March of 2015 over a six-week period, coinciding with 
major civil rights anniversaries occurring that year. The goal of the campaign was to increase brand 
awareness of The Choices Program offerings and to generate leads for future educational material 
sales via a free download of a Human Rights curriculum unit. 

Week 1 Week 2 Week 3 Week 4 Week 5 Week 6

Email Deploy Trigger Deploy

Web Ads: Banners and Facebook

 Targeted Twitter Audience

WeAreTeachers Social 

In prior years, The Choices Program had relied primarily upon a few direct mail drops to get the 
word out about their materials. A 2014 Forrester Research study showed that the average customer 
goes through at least five touch points with a brand before converting. And, according to the 
2012 State of Inbound Marketing report, social media has a 100% higher lead-to-close rate than 
outbound marketing. These realities, plus the changing demographics of the educator population, 
promoted MDR to suggest an Amplifier campaign that would boost the impact of the direct mail 
campaign using email, web ads, and social media. 

The Email Campaign

The initial email was sent to 54,000 recipients, targeting high school social studies teachers, 
department chairs, and curriculum coordinators. 

Initial Deploy Open Rate % CTR %

Civics/Government Teacher 6.96 1.69

Current Events Teacher 6.00 1.67

Economics Teacher 5.87 1.71

Geography Teacher 5.35 8.60

History Teacher 6.27 0.90

K-12 Social Studies Director 42.54 2.61

Secondary Curriculum/Instruction Director 8.58 5.80

Secondary Social Studies Director 10.42 0.00

Social Studies Department Chair 7.97 1.71

Social Studies Teacher 6.66 1.27

U.S. History Teacher 6.55 1.00
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This first deployment yielded 2,000 Hot Leads  
(people who opened the message and took  
some action) for The Choices Program to  
follow up. 

Open Rate % CTR %

Initial Deployment 6.85 1.23

Hot Leads 63.40 6.09

 Prepare Students for College,
Career, and Civic Life
Our inquiry-based approach to real-world issues promotes the skills required by the
C3 Framework, Common Core, and state standards.

Critical Thinking

Textual Analysis

Creativity and Innovation

Multiple Perspectives

Communication

Collaboration

Try Choices in Your Classroom 
We are offering a free copy of Competing Visions of Human Rights: Questions for

U.S. Policy for you to try in your classroom. Click below to request the PDF.  
 

"I love the way the Choices curriculum forces students and their teachers to focus on
hard questions. History is not just a series of events, but a series of difficult, often
controversial decisions. Choices brings this complexity to light."

-New York teacher

Explore The Choices Program

Curriculum
Choices curriculum units
feature rich content,
primary sources, maps,
images, and editorial
cartoons.

Teaching
with the
News
Free online lessons on a
variety of topics in the
news today.

Scholars
Online
Videos
Free videos, featuring
top scholars, designed
to supplement Choices
curricula.

Close  
Your Html(Text) Message Contents appear below. If your Html(Text) message is blank, the page below will be empty.

Request a Free PDF
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The Web Ad Campaign

The client’s message was deployed via 225,000 standard web ads and 25,000 Facebook ads 
targeting the known MDR audience. Fifteen different standard banners were created as well as four 
different Facebook page post ads (PPAs).

CTR %

Standard Banners 0.11

Facebook 0.12
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The Social Campaign

For MDR, WeAreTeachers is a powerful and trusted social voice. From this exclusive platform, we 
launch programs to leverage the power of viral social marketing and generate valuable leads. Past 
campaigns have proven that social messages sent under the WeAreTeachers voice have a credibility 
that leads to higher response rates. 

For The Choices Program, MDR deployed social messages via the WeAreTeachers Facebook and 
Twitter channels, using the WeAreTeachers voice and directed to the WeAreTeachers followers.

Engagement Rate % CTR %

Facebook (1) 4.36 1.66

Facebook (2) 2.37 1.34

Twitter 1.20 0.35

As a comparison, the campaign also deployed Tweets in the customer’s voice to the MDR targeted 
audience.

Engagement Rate % CTR %

1.11 0.11
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The Results

The integrated Amplifier campaign created outstanding results for The Choices Program in 
impressions made and brand awareness gained. 

 6 The email campaign and Hot Leads achieved above-average open and click-through rates.

 6 The Facebook and banner ads performed higher than the industry standard of a .08%  
click-through rate.

 6 Social advertising more than doubled the number of click-throughs with over 1,300  
additional responses.

 6 Facebook and Twitter provided over 4,000 additional engagements in Likes, Followers,  
Re-Tweets, etc.

This heightened reach and visibility helped the client to increase the reach of their newsletter.   
It also paid off in leads: the client reported over 1,000 unique requests for downloads of their 
Human Rights curriculum unit. 

The success of this test can be attributed to leveraging the ability to target the right audience using 
digital marketing, putting forward the right message with a free resource, scheduling the campaign 
for the right time by taking advantage of current events, and getting the message out—repeatedly—
on the right media where today’s educators congregate and research teaching materials. 

 6 55,000 Emails

 6 245,000 Banner Impressions

 6 28,000 Facebook Impressions

 6 100,000 Promoted Tweets

 6 75,000 WeAreTeachers Facebook Impressions

 6 8,000 WeAreTeachers Twitter Impressions

Conclusion

Reaching educators today requires the right mix of digital components to generate meaningful 
results. The Choices Program was able to achieve outstanding engagement at a time when they 
were resource-challenged in the digital marketing arena. 

It is clear: MDR is the partner of choice to help get your message read, shared, and acted on in 
the education market. By implementing an Amplifier campaign with WeAreTeachers social media, 
The Choices Program was able to put their Human Rights materials in the hands of thousands of 
educators and opened the door for future opportunities with thousands more teachers. A direct 
mail-only campaign could not achieve these types of results.

MDR is the integrated marketing solutions company with the best-in-class education data, digital 
marketing services, and social media programs that help you capture attention to reach prospects 
and deliver results.


