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MESSAGE QUALITY

SCOREBOARD

See whether your EdTech
message is buyer-ready before
you spend more budget
promoting it.

Paste a cold email, ad, landing page

copy, or social post and score it against
elements that make EdTech messages

clear, specific, believable, and sales-

relevant.
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J

Problem-aware
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Learn more

(download, book demo, reply, register,

request, etc.)

A SIS that works for students, not a

Headline: Your SIS shouldn't feel
like a workaround.

When systems are built for
higher ed, students don't have
to “figure it out”— they move
seamlessly through the
lifecycle.

EdTech
Marketing

58/100

Your ad has a clear
angle, but it needs
more substance

Needs stronger relevance and support

The message signals higher ed SIS friction well,
but it stays too generic to drive strong clicks
from registrar or enrollment buyers.

Asset type: Ad

Awareness level: Problem-aware

Score table

Criterion Score
Buyer clarity 2/3
Awareness fit 2/3
Problem recognition 2/3
Stakes 1/3
Value lever 2/3
Feeling 2/3
Outcome 2/3
Mechanism 1/3
Proof 0/3
Specificity 2/3
CTA fit 2/3



Previous ] Next

Now that you
got the score,
it's time to build
a

client
acquisition-
driven Message
Guide

Build a complete message
system that feeds all your ad
campaigns, nurturing, cold
emails, landing pages, and
social posts

See what you can do with

It
(https://saassy.agency/edtech-
message-guide-generator-Ip-

old/)

Top gap
No stakes or proof
Top recommendations

e Make the problem more concrete
e Add one consequence of the current state
¢ Include a brief mechanism or trust signal



Full evaluation

Full scorecard breakdown

Criterion

Buyer
clarity

Awareness
fit

Problem
recognition

Stakes

Score

2/3

2/3

2/3

1/3

Evidence

The copy says, “When
systems are built for
higher ed,” and refers
to “Your SIS,” which
signals a higher
education audience
responsible for
student systems.

The ad frames a
known issue: “Your
SIS shouldn't feel like
a workaround,” which
fits a problem-aware
audience that already
senses friction.

The line "Your SIS
shouldn't feel like a
workaround” points
to system friction, and
“students don't have
to ‘figure it out”™
suggests usability

problems.

The message says
students "move
seamlessly through
the lifecycle,” but it
does not state what
happens when they
do not.

Diagnosis

The sector is visible, but the
actual buyer role is not. A
Registrar or VP/AVP
Enrollment Management
could infer relevance, but the
message does not explicitly
speak to their responsibilities.

This is directionally right for
problem-aware buyers
because it names the pain
without overexplaining the
product. However, it does not
deepen the problem enough
or create a strong enough
tension/open loop to move
the buyer to the next step.

The problem is recognizable,
but still broad. It hints at
friction without showing the
specific operational or
student experience issues
that would make the buyer
say, “Yes, that is exactly our
problem.”

The ad implies inconvenience,
but not why it matters to the
institution or buyer. There is
no explicit consequence tied
to enrollment, retention, staff
workload, or student
satisfaction.

Suggested fix

Name the operational
owner or function
more directly, such as
enrollment, registrar
operations, or student
records experience.

Add one sharper
symptom or
consequence the buyer
already recognizes,
such as student
confusion, manual
workarounds, or
lifecycle bottlenecks.

Translate “workaround”
into a concrete
symptom:
disconnected
workflows, confusing
student steps,
duplicate data entry, or
support burden.

Add one consequence
of the current state,

such as delays, student
drop-off, staff burden,
or fragmented service.



Criterion

Value lever

Feeling

Outcome

Mechanism

Proof

Score

2/3

2/3

2/3

1/3

0/3

Evidence

“Students don’t have
to figure it out’” and
“move seamlessly
through the lifecycle”
imply time and risk
value by reducing
friction and process

failure.

Words like
“seamlessly” and
“shouldn’t feel like a
workaround” imply
relief, control, and
confidence.

The desired future
state is that “students
don't have to ‘figure it
out'— they move
seamlessly through
the lifecycle.”

The only mechanism-
like line is, “When
systems are built for
higher ed,” which
suggests market fit
but not how the SIS
creates the result.

Not present. The ad
includes no metrics,
customer evidence,
examples, or
credibility support
beyond the category
reference to higher
ed.

Diagnosis

The value lever is present but
indirect. The message
suggests smoother
operations and lower student
friction, but it does not clearly
connect to time savings,
reduced risk, or institutional
performance.

The emotional direction is
appropriate, especially for a
systems buyer who wants less
friction and more control.
Still, the feeling is implied
rather than strongly created.

There is a positive future
state, but it is still abstract.
“Move seamlessly through
the lifecycle” sounds good,
but it is not concrete or
observable enough.

The ad gives a weak
mechanism. It says the
system is built for higher ed,
but not what about the
design, workflow, or platform
removes the workaround
feeling.

For an ad, proof can be light,
but a claim about seamless
lifecycle movement still
benefits from at least one
trust signal.

Suggested fix

Make the lever explicit:
reduce manual work,
lower student
confusion, or improve
continuity across the
student lifecycle.

Use language that
more directly evokes
control and confidence
for the buyer, not just
ease for students.

Describe a more visible
outcome, such as fewer
handoffs, clearer
student pathways, or a
more connected
experience from
application through
completion.

Add a brief mechanism
cue, such as unified
workflows, lifecycle-
connected records, or
student-centered
processes.

Add a lightweight
proof element such as
a customer count,
category leadership
cue, or a short
evidence-based subline
if available and
verifiable.



Criterion Score

Specificity 2/3

CTA fit 2/3

Channel fit

Evidence

The message is
specific to “SIS” and
"higher ed,” which
narrows the category
and market.

The intended CTA is
“Learn more,” which is
appropriate for an ad
and a problem-aware
audience.

Diagnosis

This is more specific than
generic software copy, but
still not specific enough to
the buyer situation. Many
higher ed SIS vendors could
say this exact line.

The CTA is soft enough for
the channel and awareness
stage. The weakness is not
the CTA itself, but that the
message does not create
enough curiosity or urgency
to earn the click.

Expected structure: Hook — tension — open loop — CTA

Suggested fix

Anchor the message in
a more distinctive
buyer pain or
institutional context,
such as enrollment
complexity, registrar
workflows, or lifecycle
fragmentation.

Keep the CTA soft, but
strengthen the lead-in
so the buyer wants to
resolve the open loop.

Diagnosis: The ad has a workable hook and some tension, but it reads more like a broad

positioning statement than a high-performing ad. It needs a sharper problem cue and a stronger

reason to click “Learn more.”

Present elements:

e Hook: “A SIS that works for students, not against them”

e Tension: “Your SIS shouldn't feel like a workaround.”

¢ Light outcome promise: “students don't have to ‘figure it out

Missing elements:

m

e Stronger open loop that makes the buyer want to click

e More concrete buyer-relevant tension

e Any proof or trust signal

Awareness fit

Intended awareness level: Problem-aware

What this stage requires: A problem-aware message should name a recognizable pain, deepen it

with a consequence or tension, and point toward a credible better way without requiring full

product education.

What the message gets right: It names a recognizable issue with SIS friction and avoids

overloading the buyer with product detail.



Where the message mismatches this stage: It does not sharpen the pain enough for a registrar or
enrollment leader, and it moves too quickly to a broad positive outcome without showing why the
current problem is costly or urgent.

CTA assessment for this stage: “Learn more” is appropriate, but the message needs a stronger
open loop or more concrete pain to make that CTA compelling.

Value levers

Present: time, risk
Strongest lever: time
Underused: money, status

The ad mainly implies smoother movement and less friction, which maps to time and some risk
reduction. It does not connect the SIS problem to institutional cost, staff capacity, or leadership
confidence.

Likely buyer reaction

What the buyer understands: This is about higher ed SIS friction and the student experience
across the lifecycle.

What the buyer may not believe yet: That this vendor has a distinct way to fix the problem better
than other SIS providers.

What may create resistance: The language is polished but generic. A buyer may think, “Every SIS
vendor says they are student-centered.”

What would make it more relevant: A more concrete symptom tied to registrar or enrollment
operations, plus a brief mechanism or trust signal.

What is working

Strength: Clear category and market signal

Why it matters: Using “SIS” and "higher ed” quickly narrows the message to a relevant product
category and audience.

Strength: Recognizable friction framing
Why it matters: "Shouldn't feel like a workaround” is a simple way to express system frustration

that many higher ed buyers will recognize.

Strength: Appropriate soft CTA direction



Why it matters: For an ad aimed at problem-aware buyers, “Learn more” is a reasonable next step
if the message creates enough interest.

What is weakening the message

Gap: Weak stakes

Why it matters: Without consequences, the problem feels like a mild annoyance instead of a
priority worth clicking on.

How to fix it: Add one institutional or operational cost of the workaround experience.

Gap: No proof

Why it matters: The claim sounds like category-level positioning, not a credible reason to trust this
vendor.

How to fix it: Include a lightweight proof cue if available, such as adoption, customer trust, or a
verifiable result.

Gap: Limited specificity to the buyer role

Why it matters: Registrar and enrollment leaders need to see their operational reality reflected, not
just a general student-experience statement.

How to fix it: Reference lifecycle complexity, records workflows, or enrollment handoffs more
directly.

Recommended fixes

Fix: Make the problem more concrete for registrar and enrollment leaders.
Reason: The current phrasing is recognizable but too broad to create strong buyer recognition.

Example revision: Your SIS shouldn't force students and staff to work around disconnected steps.

Fix: Add one consequence to raise the stakes.
Reason: Problem-aware buyers need to feel why the issue matters now.

Example revision: When students have to figure out every next step, confusion grows and staff
spend more time fixing avoidable issues.

Fix: Add a brief mechanism cue.

Reason: A believable "how” makes the promise feel less generic.



Example revision: Built for higher ed with connected workflows across the student lifecycle.

Fix: Use a stronger open loop before the CTA.
Reason: Ads need a reason to click, not just a polished statement.

Example revision: See what a student-centered SIS looks like in practice.

Rewrite suggestions
Subject / headline options:

Your SIS shouldn’t create more student friction

Built for higher ed. Designed around the student lifecycle.

Stop making students work around your SIS
A higher ed SIS that reduces friction across the lifecycle

Opening revision:

Your SIS shouldn’t force students to figure out what comes next—or staff to patch the gaps behind
the scenes.

CTA options:

e |earn more
e See how it works
e Explore the student-centered SIS
e See the lifecycle approach
Full rewrite:

Stop making students work around your SIS. When student systems are built for higher ed,
learners move more clearly through each stage of the lifecycle—and staff spend less time
managing friction behind the scenes. See how a student-centered SIS works.

Recommended next step

EdTech Message Guide Generator

The message already has a directionally correct angle, but it needs clearer buyer pain, stronger
stakes, and a more credible mechanism. A message guide is the best next step because it can turn
this broad positioning into sharper, buyer-specific ad copy.

Generate your EdTech Message Guide






