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Target Higher Education Audience

Gen Z is going to college and as you probably know, the authentic 

and bite-sized content on TikTok is kind of a big deal to them. TikTok 

has 138 million active users monthly from the U.S., with 43% between 

the ages of 16-24, and another 32% between the ages 25-44. These 

users average 52 minutes daily on the app, so if you say something 

worthwhile on TikTok, they will find it. 

How to use this guide 

In this document, we cover TikTok advertising best practices for 

higher education in two ways. First, we will discuss the creative and 

conceptual best practices that we’re utilizing right now to build 

engaging and impactful ads. Then, we will dissect the components 

of a TikTok ad, the “hard” specs and best practices that you’ll need 

to build effective ads for this platform.
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Your  
audience  
is on TikTok.  
Are you?



Ad Video Best Practices for Higher Ed

1. Your Students and Faculty Are You  

Authenticity is everything on TikTok, so use real students, real faculty and real 
mascots. Whether it’s scripted or not, be open to letting them loose and letting them 
put their own spin on things. At the end of the day, there’s no better reflection of 

your brand than the people and personalities all around you. 

2. Show Off Your Campus 

We don’t mean give nine-second campus tours (although those can be fun). But 
definitely think about the setting for your content. It could just be the back drop, but 
an iconic landmark, cutting edge facilities, or a random mascot dancing in the 
background can help differentiate you and show off your campus. 

3. Make it Unswipable  

TikTokers aren’t a captive audience and they are more than happy to swipe and 
scroll past your ad if it doesn’t pique their interest. So start strong with an attention-

grabbing visual or some other hook. It could be a stunt, something that gets a laugh, 
unexpected design, or just a clever title card. And don’t forget music! 

4. Center all Important Elements 

Navigational and text elements in TikTok often overlay the bottom and top of the 
videos, so it’s best to keep all the important elements centered. This includes 
graphics, supers and titles.

5. Add Some Sweet Sounds 

Unlike other platforms, TikTok requires audio settings to be turned on. 

Therefore, it’s safe to skip the subtitles and ramp up the dialogue, music 
and sound design. Get creative, because what you hear can be just as 
important as what you see on TikTok. 

6. Do Something Else Entirely 

TikTok is still very much evolving. Therefore, what worked yesterday, might 
not work tomorrow. But as long as you understand the platform and the 
audience, there are countless new ideas to explore. So be bold, be 

unexpected, be yourself and HAVE FUN. 

7. Don’t forget … its Tik Tok! 

Yes, you should stay true to your brand, but that doesn’t mean copy/
pasting creative that worked somewhere else. Users come here because it’s 
easy to use and they want to explore diverse content and be entertained. 
Make it fun and valuable. It’s a safe space where people feel like they can 
be themselves—remember they are probably content creators too! So 

inspire, engage, include and surprise them.
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Standing Out on TikTok Means Sticking to Your Brand

One thing hasn’t changed. If your institution has a strong brand and 

positioning, it should shine through on any platform – especially TikTok. our 

brand should differentiate your institution and will help you make content 

that’s original and unexpected. 

So rather than thinking broadly about “what works on TikTok”, think 

specifically about how your brand should live on TikTok. It’s probably 

something completely different from what you’ve been doing. But if it’s done 

right, it should still be completely true to you, your values, your students and 

your faculty.  

One thing we’ve realized is that you shouldn’t just “repurpose” creative 

from other platforms on TikTok. It just doesn’t fit. BUT when you create 

something for TikTok, you CAN repurpose it on other platforms.  

If your audience is on TikTok, then bringing content, messaging and ideas from 

TikTok to other platforms will only make it more relevant to them. In this way, 

you can use TikTok to evolve your messaging and creative to make an even 

bigger impact with today’s enrollment prospects.  

Do it right and TikTok can help your brand become even stronger.

4



Rice Visiting Owls Quick Case Study  

Unconventional, even for TikTok.

Our Approach 

To recruit high-schoolers for their online summer courses, Rice knew TikTok just made 

sense. 

• Rice University prides itself on being unconventional, so we didn’t just want to copy 

what was already working on TikTok. We wanted to do something that was true to 

the platform, but also new to the platform. 

• It wasn’t an afterthought or an “add on.” From the very beginning, we knew TikTok 

would be an important part of the campaign. So concepting started there—if the idea 

works for TikTok, it would connect with our audience on other channels as well.  

Our Solution 

Authenticity doesn’t just mean using real people. For Rice Visiting Owls, we decided to 

stay “authentic” to the convention-breaking courses and subjects themselves. We did this 

by creating “mural-like montages” celebrating the diverse and unexpected thinking you 

could explore at Rice. Those became the “canvases” for all our ads and messaging—from 

emails to display to connected TV. And TikTok of course. 

  

Opening Big 

Remember you don’t want to get swiped over. So we started strong with unexpected 

imagery, a bold line, and catchy sound design. 

  

Useful, Practical and Fun 

Look at the ads – we actually packed in as many real courses as possible. Useful and 

helpful information works well with Gen Z and on TikTok. We just did it in a fun way. 

4,118,112  
Impressions

42,097   
Clicks

1.02%   
CTR
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In-feed ads, as the name 

suggests, appear in a user’s 

in-app feed. These ads have 

the following components: 

1. Video Ad 

2. Brand Name 

3. Ad Description 

4. Call-to-Action Button
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Ad AnatomyAd Specs for In-Feed Ads



Specs for the ad video:  

• The recommended aspect ratio is 9:16 (1080 x 1920 px Recommended),  
• 1:1 (1080 x 1080 px), or 16:9. (1920 x 1080 px) 
• You can use MP4, MPEG, MOV, or AVI files in your ads.  
• Video duration should be between 5 and 16 seconds.  
• The video file size should be less than 500 MB.  

Specs for brand name:  

• Shorter is better. So consider abbreviations like "U of..." Instead of "University of...", and if 
your featuring specific programs, etc., - those will likely fit better  
in the "Ad Description" copy. 

• Emojis should not be included.  

Specs for ad description:  

• The character limit for ad description in is 12-100.  
• Because the character limit for your brand name is so limited, this is a good place to add 

important details like if you're highlighted specific programs. 
• While longer descriptions are allowed, they run the risk of getting cut off at the end. Plus, 

the shorter it is the more likely it will actually be read. So think short. 
• Emojis, curly braces, and hash symbols are allowed.  

Best Higher Ed CTAs 

• Learn More 
• Apply Now 
• Contact Us 
• Read More 
• Interested

• Download 
• Shop Now 
• Install Now 
• Subscribe 
• Get Showtimes 
• Get Tickets Now

• Experience Now 
• View Now 
• Watch Now 
• Listen Now

Other Call-to-Actions

• Visit Store 
• Gte Quote 
• Book Now 
• Play Game 
• Pre-Order Now 
• Order Now Sign up
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Imagery note: Higher ed TikTok video examples are for reference and were not produced by Primacy.
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Primacy is a full-service digital experience agency that provides unparalleled 

client service and in-depth industry expertise.  

We create smarter experiences that connect with people during meaningful 

moments— building greater value for brands while driving measurable results.  

Clients include Cornell CALS, MIT, Rice University, Yale Law School, University of 

College London, Gonzaga University, Suffolk University Boston, Boston College, 

University of Pittsburgh, Ursinus College, LIM College, Lasell University, 

Emmanuel College, Brandeis International Business School, College of St. 

Scholastica, Rice University, and more.  

The company is headquartered in West Palm Beach, FL, with additional offices in 

Boston, MA, and Hartford, CT.

About  
Primacy

Visit: theprimacy.com 
Email: education@theprimacy.com 
Contact: theprimacy.com/contact

West Palm Beach, FL 33401
Suite 300
525 South Flagler Drive

West Palm Beach Office 

1577 New Britain Ave
Farmington, CT 06032

 Hartford Office

160 State Street
10th Floor
Boston, MA 02109

 Boston Office

mailto:education@theprimacy.com
https://www.theprimacy.com/contact

