
Myths & Facts
Separating Facts from Fiction in Higher Education Marketing



There is no need  
for direct mail when
you can do email 

marketing faster and cheaper. 

Direct mail has several 

advantages over email 

marketing, especially when reaching out to 

prospective applicants and their parents. For 

young millennials who rarely receive mail 

addressed to them, a brochure or postcard from 

a college is likely to be viewed with special 

interest. The plethora of unsolicited marketing 

email received by everyone, including teens, 

often prompts recipients to dismiss it as junk 

and delete it unread. An Epsilon study found 

that 70% of those surveyed prefer direct 

mail over email for unsolicited marketing 

pitches, and 25% of them found direct mail 

more trustworthy than email offers. When 

“prospecting” for new enrollees, 90% of public 

colleges say they use direct mail and find that it 

generates a more positive outcome than relying 

on email alone.
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Branding is just for retail 
products, not for colleges 
and universities.

Brand image is more than name 

recognition. It is more than an 

emblem and school colors. Branding is how a 

school differentiates itself, and communicates 

its spirit and academic advantages. Without 

a unique brand image, college viewbooks 

and websites fall back on visual clichés and 

stereotypes—e.g., students studying together 

under a shady tree, professors lecturing in a 

classroom—that make marketing materials 

indistinguishable from one school to another. 

Visual branding should convey the energy and 

personality of the school at a visceral level.

Twitter, Instagram, Facebook, and other  
social media are great for students, but  
a waste of time for marketing higher ed.

Maintaining a presence on Facebook, Instagram, and Twitter is a way to let 

followers learn more about the school in a casual, spontaneous, and serendipitous 

way. Postings can show snippets of campus activities, laud students and professors who have won 

awards, cheer for the school’s sport teams, or announce entry and sign-up deadlines. What causes 

students to “unfriend” you is turning your social media presence into pure marketing hype. Best to 

draw followers into your school community by sharing news of college life. 
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The more recycled the  
fiber in printing paper, 
the better for the planet. 

Recycling paper is a great way 

to reduce our environmental 

footprint, but how we put that fiber to use 

is not a simple one-size-fits-all solution. In 

fact, the U.S. Federal Trade Commission 

(FTC) has issued an environmental marketing 

advisory stating “Claiming ‘green’ made with 

recycled fiber content may be deceptive if the 

environmental costs of using recycled content 

outweigh the environmental benefits of using 

it.” Recycled fibers do not have to be remade 

into printing paper to find a second or third 

life. Certain types of paper are better suited 

for using recycled fiber than others based on 

recovery rate and processing yield. Recycled 

fibers used in high-quality printing papers 

require more processing, which results in 

higher usage of energy, water, and cleaning 

chemical, and generates more waste from the 

recycling process than if those same fibers were 

used to make tissue, corrugated containers, 

shoe boxes, or egg cartons, for example. 

Maximizing paper recovery is essential for 

the environment, however using recovered 

fibers in all paper types isn’t always the best 

environmental decision we can make.
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Millennials prefer  
to get all of their  
information online.

According to a 2015 multi-country study, an 

overwhelming 92% of college students surveyed 

said they prefer reading in print over any form of electronic 

media. While online reading is considered great for interpersonal 

communications, respondents explain that a physical printed 

piece has less distractions than viewing materials online and 

results in less eye strain and headaches. 
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Actually, paper is much more sustainable 

than you think.The pulp and paper industry 

is circular by nature, producing recyclable products made 

from renewable resources that are manufactured using high 

amounts of renewable energy. Sappi’s sustainability platform 

encompasses the entire lifecycle of its papers, starting with 

procuring wood from certified sustainable forests to promoting 

maximum paper recovery, so that used papers do not end up 

in a landfill but find a productive next-life in the form of other 

products. For example, this booklet can be shared with a 

friend, then recycled to become the box that holds your cereal, 

and recycled again into the tissue that comforts your cold. 

Ultimately, it can end up as compost that aids the growth of 

your garden or the regrowth of forests—renewable resources 

ready to be reimagined as something new. 
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Using paper 
is wasteful
and bad for 

the environment.
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We read with our  
eyes and decide with 
our conscious brains.

Neuroscientists find that people absorb content through touch as well as sight, and 

touch influences our decisions powerfully at a subconscious level. The physicality of 

ink on paper elicits human emotions in ways that computer screens don’t, because paper’s tactile 

quality engages the brain differently. Online, our eyes skim and scan information in a distinctive 

pattern. On paper, the pattern is much different. As we read, our fingers infuse the experience 

with touch-information that subtly shapes our perception of the content. On paper, we read more 

deeply, more responsively, and transfer more of what we read to long-term memory. Studies of 

direct mail, for example, show print ads generate more emotional response than digital ads and 

are remembered longer, and specific tactile qualities like warmth, weight, and texture influence 

cognitive response in ways that lie just beneath our conscious recognition.
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Our college is not as 
well known as Harvard 
or Yale. No one will 
ever find us doing an 
Internet search.

There are many 

ways to raise 

your online visibility. Make 

your school searchable and 

newsworthy by producing and 

distributing quality content 

online: do press release 

marketing that can be picked 

up by Google News; post fun 

and interesting branded videos 

on YouTube—an average 

of 78% of colleges do; use 

search engine optimization 

(SEO) and keyword purchases 

on Facebook and Google 

to drive more traffic to your 

website; launch a blog; be 

an active presence on social 

media. Above all, let your 

unique brand come through. 
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Economy papers are kinder on 
the budget and print just as well 
as premium paper brands.

Economy priced papers such as imports and 

private labels may offer savings, but depending 

on the size of the job, the cost to upgrade to a premium coated 

sheet like Sappi’s McCoy or Opus may be a lot less than you 

think. Private label papers manufactured at multiple facilities 

often exhibit significant surface and shade inconsistency. 

Many economy paper manufacturers achieve brightness by 

using high levels of optical brighteners that can cause printed 

color instability and will fade over time. McCoy and Opus are 

made with the highest quality ingredients, within extremely 

tight tolerance standards, to minimize variability within and 

across runs. Additionally, a proprietary blend of North American 

hardwood and softwood fiber used in McCoy and Opus provides 

these papers with a durability that can withstand multiple press 

passes and specialty coating applications. Another important 

consideration is the sustainability practices of the country in 

which the product is sourced. Not all foreign papermakers are 

held to the same stringent environmental standards as that of 

North America. Check to see whether the manufacturer abides  

by sustainable practices.
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Uncoated text and 
cover paper costs  
less than coated.

Actually, the reverse is true. 

A premium smooth uncoated 

sheet may cost as much as 170% more than a 

comparable coated sheet such as Sappi’s McCoy.  

A high-end opaque could cost as much as 30% 

more. A key reason is that wood fiber is one of 

the most expensive components of paper, and 

uncoated papers require a higher ratio of fiber per 

pound than coated sheets. Specialty uncoated 

papermaking machines must also run slower 

and produce smaller quantities to accommodate 

frequent color and finish changes. Coated 
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Aside from the inherent  
tactile quality of paper,  
the medium can’t do much.

Designers have always been able to use 

the properties of paper to produce all kinds 

of printing and binding effects, but advances in printing 

technology now enable amazing special effects that are 

tactile and dimensional. Images can be texturized to feel 

like alligator skin or bunny fur. Coatings and finishes can 

change the feel and appearance of a sheet. QR codes and 

augmented reality literally enter another dimension. Print on 

paper is currently the most versatile and exciting medium 

available—and it is real.
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The 
production
quality  

of printed materials 
doesn’t matter.

Poorly produced 

marketing 

materials diminish the 

perception of the school and 

imply that it tolerates mediocre 

standards. Overuse of stock 

images gives a generic look to 

marketing materials, and runs 

the risk of seeing the same 

stock photo in another school’s 

brochure. Commissioned 

artwork more precisely 

reflects the school’s unique 

personality  and presents 

recognizable campus scenes. 

Recipients of recruitment 

materials respond positively 

to quality—the thoughtfulness 

of the design, the feel of the 

paper, the vibrancy of the 

colors, the legibility of the text. 

Uncompromising attention to 

details communicates a  

level of excellence and respect 

for the reader’s time.
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machines can run faster and continuously, 

thus lowering manufacturing costs. Coating 

also fills in the sheet’s non-uniform topography 

to provide a more consistent print surface 

and superior image fidelity. Premium coated 

sheets allow printers to produce high fidelity 

colors along with dense solids and smooth 

screen tints, and come in gloss, silk, dull, and 

matte surface options. Unlike uncoated sheets, 

premium papers like Sappi’s McCoy and Opus 

can handle an array of highly visual and tactile 

special printing techniques such as soft touch, 

rubber, sandpaper, reticulating, liquid foil, and 

color shifting effects. When cost, design, and 

printing options are important, premium coated 

papers offer excellent benefits.




