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HIGHER EDUCATION

A five-month Google Search and YouTube campaign for a private healthcare
university college: the conversion tracking system built from scratch, the five-
lane account structure, and the result, 362 completed applications on a

RM4,900 monthly budget, with cost per click cut by 43.6 percent along the way.
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RM4,900 a month. 362 applications.

How 3thirds Inc took a private healthcare university college from no measurement at all to a fully
tracked, fully attributed student acquisition channel in five months.

Client A private healthcare university college in the Klang Valley

Sector Higher education, nursing and allied health sciences

Service Digital marketing: Google Search, YouTube, conversion tracking

Period April to August 2026, five months

Media budget RM4,900 per month, RM24,500 total

Outcome 362 completed application forms, at roughly RM68 of media each
The starting point

In April 2026 the college had a live Google Ads account and no idea what it was doing.

That is not a criticism of the college. It is the normal state of affairs in Malaysian higher education. Ads were
running. Money was leaving the account. Applications were arriving through the website. Nobody could draw
a line between the three.

Specifically, at the point we took the account on:

No conversion tracking existed on the website. Not on the Apply Now button, not on the application
form, not on the enquiry banner. Spend and enrolment were two unconnected facts.

+ Cost per click sat at RM3.51, high for the category and rising.

+ The account defended the institution’s own name and did little else. Students searching by programme
rather than by institution never saw it.

*  The monthly budget was RM4,900 and it was not negotiable. Every competing institution in the same
auction was spending multiples of it.

The honest position: a small budget, a contested market, and no measurement. The measurement
was the real problem. You cannot improve what you have never counted.

The challenge

Three jobs, all of which had to be done inside the same RM4,900.

1. Protect the name

Every search for the college by name had to return the college, not a competitor bidding on it. In higher
education a student searching your name by hand is the most valuable search there is. Losing it to a rival is
the cheapest mistake an institution can make and the most common.

2. Create demand that did not exist

Most prospective students do not search for institutions. They search for programmes. Nursing.
Physiotherapy. Medical imaging. A specialist college is invisible to all of them unless it competes on course
terms, where it has no name recognition to lean on.
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3. Take share from larger institutions

The college shares its auction with multi-faculty universities carrying substantially larger budgets. Showing
up is not automatic. It has to be earned position by position.

The approach

We did not ask for a bigger budget. A small budget does not fail because it is small. It fails because it is
spread thin across campaigns that borrow from each other. So the account was rebuilt as five separate
lanes, each with one job, none of them allowed to subsidise another.

Lane Job

Branded search Defend the institution name. Never lose a student who has already decided.
Faculty search Win students searching by programme, who have never heard of the college.
Competitor search Appear in the consideration set of students shopping a rival.

YouTube DemandGen Build recognition upstream, in English, Chinese and Tamil.

YouTube Shorts Reach the 18 to 24 intake band where they actually spend their attention.

Underneath all five, a measurement layer built and maintained by 3thirds Inc: Apply Now button clicks,
application form submissions, home page banner clicks and GA4 engaged sessions, each defined as a
separate action so that nothing could be counted twice or mistaken for an application when it was not.

Execution, month by month

Phase one, April: instrument before you optimise

The first month bought very little media improvement and a great deal of clarity. We specified, built and
deployed the full conversion tracking system on the college website, then connected it to Google Ads and
GAA4. It went live at the end of April.

That timing matters and we report it plainly: April’s spend sits outside the attributed numbers, since the
tracking was not yet live to capture it. Everything from May onward is fully measured, which is exactly the
point of building the layer first.

Phase two, May and June: build the volume

With measurement live, the brand lane was pushed to 82 to 88 percent impression share on core name
terms, at Google Quality Scores of 8 to 10, the highest relevance band Google awards. In parallel the faculty
campaigns opened across nursing, allied health sciences, managerial science and continuous professional
development.

May produced 93 applications. June produced 105. The account had gone from unmeasurable to a
predictable monthly number in eight weeks.

Phase three, July and August: buy the same result for less

With volume established, the work turned to cost. Ad copy, landing page relevance and keyword structure
were tightened until Quality Scores climbed, and Google discounted the clicks accordingly. Cost per click fell
from RM3.51 at launch to RM1.98 in August, a 43.6 percent reduction, with volume held.

The competitor lane opened in this phase, and YouTube was extended into Chinese and Tamil to match the
catchment. July produced 75 applications, August 78, at materially lower cost per application than May.
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COST PER ACQUISITIONS / LEADS

MONTHS BUDGET (RM) CLICKS CPC (RM) CONVERSION COST PER ACQUISITION (CPA)
April 2026 RM 4,900 1,395 RM 351 4
May 2026 RM 4,900 2,867 RM 171 93 RM 3914
June 2026 RM 4,900 2305 RM 213 105 RM 3354
July 2026 RM 4,900 2,812 RM 174 75 RM 6533
Aug 2026 RM 4,900 2,469 RM 1.98 78 RM 62.00
Apr - Aug RM 19,600 9,379 RM 2.09 355 RM 5521

Source: Google Ads, cost per click and cost per acquisition by month, April-August 2026.

Where it ended, August 2026

362 RM68 99.7%

Completed application forms Approximate media cost per Clicks inside the recruitment
completed application catchment
Ads served to prospective students 924,867
Students brought to the website 11,888
Tracked actions on site 1,858
Primary lead actions 485
Completed application forms 362
Media invested RM24,500
Media cost per completed application approximately RM68
Cost per click, April to August RM3.51 down to RM1.98
Clicks inside the recruitment catchment 99.7%, being 11,849 of 11,888
Impressions served on mobile 79.4%

The number worth pausing on is not the 362. It is the 99.7 percent. Of 11,888 clicks, 11,849 came
from Kuala Lumpur and Selangor, inside the area the college can realistically recruit from. On a
RM4,900 budget, geographic waste is not a rounding error, it is the whole campaign.

COST PER CLICK, APRIL-AUGUST 2026 COMPLETED APPLICATIONS BY MONTH
A 43.6% reduction from launch to August, media ringgit May~-August 2026, fully attributed after tracking went live
RM3.51 Soe
°
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M1.71 . RM1.74 .
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Where the applications came from

Campaign Clicks Conversions

Branded search 6,589 7.46% 1,362 73.3%
Faculty search 3,834 6.98% 446 24.0%
YouTube DemandGen 688 0.20% 25 1.3%
Competitor search 143 4.90% 17 0.9%
YouTube Shorts 630 0.15% 8 0.4%
Total 11,888 n/a 1,858 100%

Conversions here are all tracked actions, not applications. Applications are the 362 form submissions counted separately above.
We keep the two apart deliberately, because conflating them is how agencies inflate a case study.

Campaign Clicks ~ % A Impressions % A % Search Impr. share % All conv.

Branded 6,589 = 88,289 = 7.46% - 9.99% 3 1,365
Generic 3834 - 54,937 - 6.98% = 9.99% ] 453
YT | DemanGen 688 = 345,190 = 0.2% = 0% - 25
YT | max Reach (shorts) - promo 630 - 433515 & 0.15% - 0% - 8
Competitor 143 - 2916 - 4.9% 3 66.67% - 17

Branded promo 4 - 20 - 20% - 11.11% - 0

Source: Google Ads, campaign performance, cumulative April-August 2026.

What made this work

Six things behind these numbers, stated plainly, including the two that did not go entirely to plan.

1. Tracking came before scale

The tracking system went live at the end of the first month, and only once it did was the account pushed for
volume. April carried the campaign while that groundwork was being finished, so its spend sits outside the
attributed numbers above. Every account we run now gets full tracking sign-off as a milestone before media
scales, which is exactly the discipline that produced everything from May onward.

2. Brand terms convert. Course terms grow.

73.3 percent of conversions came from students already searching the college by name. On a spreadsheet
that argues for cutting everything else. It would have been the wrong call. The faculty lane delivered 3,834
clicks and 446 conversions from students who had never heard of the institution. Cut it and the account
looks more efficient next month and smaller every month after that.

3. Efficiency came from relevance, not from bidding down

Cost per click fell 43.6 percent while volume held. That did not come from lowering bids, which would have
cost position. It came from Quality Scores climbing to 8 to 10 as ad copy, keywords and landing pages were
brought into line. Google discounts relevance. That discount is the only free money in the auction.

4. Volume found its ceiling, and pointed to the next lever

Applications by month ran 93, 105, 75, 78. The account found its ceiling in June and held it at a lower cost
from there. Search demand for these programmes inside this catchment is finite, and RM4,900 reached the
end of it quickly, which is itself a useful reading: it tells us precisely where optimisation stops paying for
itself and a bigger conversation, about budget or new demand, starts.
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The strategic implication is important: past a certain point, optimisation buys efficiency, not growth.
Growth from here needs either a larger budget, or demand created upstream that did not exist before.
That is a budget conversation, not an optimisation one, and we would rather have it honestly.

5. YouTube is a demand channel, not a conversion channel

778,705 video impressions produced 33 last-click conversions. Judged on last click, that is a poor result and
an easy line item to cut. Judged on what it is actually for, it fed the branded search volume that produced 73
percent of the applications. The mistake is not running YouTube on a small budget. The mistake is
measuring it with the wrong instrument.

s

m
|

YouTube Shorts ad creative, English-language variant. YouTube Shorts ad creative, Chinese-language variant.

6. Conquesting is a cheap lane, never a big one

Competitor terms produced only 2,916 impressions in five months because that is all the available inventory
there was. 143 clicks, 17 conversions, at a fraction of the account cost. Worth running every time. Never
worth planning volume around.

About 3thirds Inc

3thirds Inc Sdn. Bhd. has operated in the Malaysian market since 1997. We are a Google Partner
and a full-service integrated agency, covering search, YouTube, social, out-of-home media and
CRM automation, planned together rather than bought separately. On this account 3thirds Inc
built and maintains the entire conversion measurement layer as well as the media.

If you run marketing for a college or university and you are not certain which of your spend

produces applications, we would love to have a look with you. There is no charge for the first
read. hello@3thirds.my - +6010 777 8886

Client name withheld at the institution’s request. All figures drawn from the client Google Ads account, 1 April to 31 August 2026.

3thirds Inc Sdn. Bhd. (756227-V) - No. 53-1, Lagoon Business Centre, Jalan PJS9/1A, Bandar Sunway, 47500 Subang Jaya, Selangor
- www.3thirds.my
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