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Task completion

Top of the funnel

We are focusing on Reach and Viewability. We are 

raising awareness about the university and, more 

generally, about the opportunity to apply for winter 

intake

Middle of the funnel
We are working to increase website traffic

Bottom of the funnel
We are working on 

generation

Meta: We place adverts in a targeted manner based on specially 
selected targeting, to reach new users and generate sign-ups.

DV360 Display ads: With a precisely defined target audience, we advertise 
to generally inform potential students about study opportunities and build 
brand awareness.

Search ads: We maximise our reach amongst students who 

are already interested. We’re visible when they search.
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Selected channels in order

LinkedIn: We target potential Master’s and PhD students, carefully selecting 
audiences based on their occupation and education. We optimise for page 
views.



Media Plan



Media Plan
10 November 2025 – 23 December 2025 /
5 January 2026 – 25 January 2026



Media Plan – extension
26 January 26 – 2 February 26



Campaign results



Google Search
LATVIA - LV

Results:

LATVIA - EN

Results:

Winter sign-ups

the campaign was run in Latvian and English, divided into 

several sub-categories (Ad groups), highlighting the levels 

of study offered by RISEBA (bachelor’s, master’s), study 

programmes (architecture, business psychology, etc.) and 

general information about the winter admissions campaign. 

In addition, a competitor-targeting campaign was launched, 

in which we advertised RISEBA’s winter admissions using 

keywords associated with rival higher education institutions.

Periods:

10 November 2025 – 23 November 2025. 

5 January 2026 – 25 January 2026

Extension: 26 January 26 – 2 February 26.

Language: LV

Optimisation: Traffic

Lower part of the funnel

We target those who are already actively searching 

for universities/study programmes.

KPIs

Conversions, conversion rate, cost per 
conversion

■ Impressions: 32,303

■ Clicks: 3,956

■ Avg. CPC: €0.26

■ Avg. CTR: 12.25%

■ Conversions*: 732

■ Cost per conversion: €1.42

■ Conversion rate: 18.53%

■ Investment: €1,042.58

*In this case, a conversion, or advertising conversion, is a click on the ‘Apply for studies’ button

■ Impressions: 25,389

■ Clicks: 1,355

■ Avg. CPC: €0.29

■ Avg. CTR: 5.34%

■ Conversions*: 139

■ Cost per conversion: €2.86

■ Conversion rate: 10.26%

■ Investment: €398.33

Periods:

10 November 2025 – 23 November 2025. 

5 January 2026 – 25 January 2026

Extension: 26 January 26 – 2 February 26.

Language: EN

Optimisation: Traffic



META 
Ads LATVIA - BACHELOR'S 

DEGREE

Results:

LATVIA – MASTER’S 
DEGREE

Results:

Winter enrolment

The META campaign was run in Latvian, promoting 

bachelor’s and master’s degree programmes.

Targeting by interests and age group + remarketing

■ 18–25; Interests + REM. (Bachelor’s degree)

■ 20–35; Interests + REM. (Master’s degree)

Periods:

5 January 2026 – 25 January 2026

Extension: 26 January 26 – 2 February 26.

Language: LV

Optimisation: Conversions

Bottom of the funnel

We focus on prospective students who match the 

target group and their interests.

KPIs

Conversions, conversion rate, cost per 
conversion

■ Impressions: 666,435

■ Clicks: 3,047

■ Avg. CTR: 2.71%

■ Avg. CPM: €3.00

■ Conversions*: 344

■ Cost per conversion: €5.81

■ Investment: 3,100.00 €

*In this case, a conversion, or advertising conversion, is a click on the ‘Apply for studies’ button

■ Impressions: 667,483

■ Clicks: 2,900

■ Avg. CTR: 2.25% 

■ Avg. CPM: 3.27 €

■ Conversions*: 333

■ Cost per conversion: 6.55 €

■ Investment: 3,781.30 €

Periods:

5 January 2026 – 25 January 2026

Extension: 26 January 26 – 2 February 26.

Language: LV

Optimisation: Conversions



DV360 
Display LATVIA – GENERAL INFORMATION ABOUT THE 

WINTER CAMPAIGN

Results:

Winter admissions

In the display campaign, we advertised general information 

about RISEBA’s winter admissions campaign, without breaking 

it down further by level of education or programme. 

Targeting by interests and age group

■ 18–30; Interests

Periods: 10 November 25 – 23 December 25

Language: LV

Optimisation: Reach

■ Impressions: 4,803,935

■ Clicks: 1,345

■ Avg. CPC: €1.25

■ Avg. CTR: 0.028%

■ Conversions*: 25

■ Cost per conversion: €66.26

■ Conversion rate: 1.89%

■ Investment: €1,680.35

*In this case, a conversion, or advertising conversion, is a click on the ‘Apply for studies’ button

Top of the funnel
We are working on Reach and viewability, to 

provide general information about study 
opportunities



LinkedIn 
Ads

LATVIA - MASTER’S DEGREE

Results:

LATVIA – DOCTORAL STUDIES

Results:

Winter applications

The LinkedIn campaign was run in English. The campaign 

included advertising banners for master’s and doctoral 

programmes.

The campaign targeted users by interests, age groups, job 

titles, skills and industry. Customised audiences were 

created for each level of study. 

■ 20–35; Interests: Master’s degree; Interests in related field; 

Job title matches field of study 

■ 30–55; Interests: Doctorate; Interests in related field; Job title 

matches field of study 

Periods:

10 November 2025 – 23 November 2025. 

5 January 2026 – 25 January 2026

Language: ENG

Optimisation: Traffic

■ Impressions: 40,096

■ Clicks: 120

■ Avg. CPM: 14.32 € 

■ Avg. CTR: 0.3%

■ Conversions*: 3

■ Cost per conversion: 191.43 € 

■ Investment: 574.28 € 

*In this case, a conversion, or advertising conversion, is a click on the ‘Apply for studies’ button

Periods:

10 November 2025 – 23 November 2025 

5 January 2026 – 25 January 2026

Language: ENG

Optimisation: Traffic

■ Impressions: 62,744

■ Clicks: 393

■ Avg. CPM: 17.27 €

■ Avg. CTR: 0.63%

■ Conversions*: 12

■ Cost per conversion: 90.29 €

■ Investment: 1,083.43 €

Middle of the funnel
We worked to increase website traffic



Conclusions



META Ads: The Bachelor’s and Master’s degree campaigns performed similarly with almost identical impression volumes (~666K). The 

Bachelor’s campaign showed slightly better performance, with a higher CTR (2.71% versus 2.25%) and a lower cost per conversion (€5.81 

versus €6.55). The Master’s campaign was more expensive in terms of both CPM (€3.27 versus €3.00) and cost per conversion, which is 

consistent with the narrower and harder-to-reach target audience (20–35-year-olds with a specific interest in Master’s programmes). 

Overall, by combining interest-based targeting with remarketing, both campaigns successfully attracted potential students at the bottom of the 

funnel, achieving a total of 677 conversions.

Google DV360 Display Ads: The aim of the campaign was to inform a broad audience at the top of the funnel about the opportunity to apply 

to study at RISEBA, rather than to advertise specific degree programmes. The campaign successfully fulfilled this objective, achieving 

4,803,935 impressions for €1,680.35, which is an effective result for a reach-based objective. Conversions (25) and the conversion rate (1.89%) 

are, in this context, merely an added bonus rather than the primary evaluation criterion. As the campaign did not highlight specific programmes 

and focused on raising awareness, the high cost per conversion (€66.26) and low CTR (0.028%) are to be expected and are consistent with the 

nature of the format and the objective. Overall, the campaign successfully fulfilled its main objective of widely informing prospective students 

about the winter intake, whilst preparing the audience for lower-funnel Search and Meta campaigns.

Google Search: The LV campaign performed significantly better than the EN one: a higher CTR (12.25% versus 5.34%), more conversions 

(732 versus 139) and a lower cost per conversion (€1.42 versus €2.86). The EN campaign, although with a lower conversion rate (10.26% 

versus 18.53%), served as a useful supplementary channel for reaching an international audience on a modest budget. The high conversion rates 

for both languages confirm that the campaign successfully reached the bottom of the funnel – those who are already actively searching for 

studies.
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LinkedIn: The campaign operated in the middle of the funnel, specifically targeting potential Master’s and PhD 

students with precise targeting by job title, skills and sector.

The PhD campaign delivered better results than the Master’s campaign: a higher CTR (0.63% versus 0.3%), more 

conversions (12 versus 3) and a lower cost per conversion (€90.29 versus €191.43). This indicates that the PhD 

audience on LinkedIn was more responsive and easier to reach.

The relatively high CPM (€14.32 and €17.27) and cost per conversion are characteristic of the LinkedIn platform, 

where reaching a narrow, professional audience is more expensive than on other channels. However, it is precisely this 

platform that is suitable for advertising higher-level study programmes, as it allows users to be targeted based on their 

professional profile, a feature not offered by other channels.
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