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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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A Vexing Problem for College Studs
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limited course availability could
delay their graduation.

When required courses fill up,
the consequences ripple
outward—changing academic
plans and delaying entry into

| the workforce.

EdTech
Marketing

68/100

Your ad scores as
moderately effective

Moderately effective

It clearly surfaces a real higher ed problem and
backs it with strong proof, but it is not targeted
enough to the stated buyer and does not show
what comes next.

Asset type: Ad

Awareness level: Problem-aware

Score table

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

The message speaks about students, not
directly to a Provost-level buyer.

Top recommendations

e Name the academic leader audience
directly

e Add institutional stakes, not just student
consequences

e Use a more specific read CTA with a
solution-oriented open loop



Full evaluation

Full scorecard breakdown

Criterion

Buyer
clarity

Awareness
fit

Problem
recognition

Stakes

Score

1/3

2/3

3/3

2/3

Evidence

The message focuses
on 'college students'
and 'course availability’
but does not name
Provosts, academic
affairs leaders,
registrars, or
institutional decision-
makers.

The ad names a known
issue: 'They're falling
behind because they
can't get into the
classes they need' and
supports it with report
data.

The copy states, 'Many
college students aren’t
falling behind because
they're unprepared.
They're falling behind
because they can't get
into the classes they
need.'

The ad says limited
availability 'could delay
their graduation' and
that consequences
include 'changing
academic plans and
delaying entry into the
workforce.'

Diagnosis

The audience is implied as
higher education
stakeholders, but the copy is
written about students rather
than directly to the stated
buyer role.

For a problem-aware
audience, the message does
a solid job surfacing the
problem and validating it
with evidence. It does less
well at helping the buyer
move to the next stage
because it does not hint at a
solution, framework, or
institutional response.

This is clear, recognizable,
and easy to understand. It
reframes student delay as a
structural access problem
rather than a student
readiness problem.

The student stakes are clear,
but the institutional stakes
for a Provost are
underdeveloped. The
message does not connect
the issue to retention,
completion, reputation,
planning pressure, or
resource allocation.

Suggested fix

Address the
institutional leader
explicitly, such as 'For
provosts trying to
improve student
progression' or
‘Academic affairs
leaders are under
pressure to solve
course bottlenecks.'

Keep the problem
framing, but add a
bridge to the next
stage, such as 'See
what institutions are
doing to identify and
reduce course
bottlenecks.'

No major fix needed. If
desired, make the
institutional angle
sharper by tying the
problem to scheduling,
capacity, or planning
decisions.

Add one institutional
consequence, such as
delayed completion,
student dissatisfaction,
or pressure on
academic planning and
student success goals.



Criterion

Value lever

Feeling

Outcome

Mechanism

Proof

Score

2/3

1/3

0/3

0/3

3/3

Evidence

The message points to
delayed graduation
and workforce entry,
which implies time and
risk.

Words like 'vexing
problem," 'falling
behind,’ and 'delay’
create concern and
urgency.

The message describes
the problem and
consequences but
does not state a better
future state beyond
avoiding delays.

Not present. The ad
references a report and
a New York Times
article but does not
explain how any
product, process, or
approach helps solve
course availability
issues.

The ad cites 'Our
recent Course
Availability Report'
with '85% of students'
and 'nearly three-
quarters' plus 'The
New York Times
recently explored this
challenge and
referenced our
research.'

Diagnosis

Time and risk are present,
but mostly from the student
perspective. The value lever
is not translated into
executive-level institutional
value.

The ad creates tension, but it
does not create a
constructive executive
feeling such as control,
confidence, or reassurance
about what to do next.

There is no concrete positive
outcome for the buyer or
institution. The ad stops at
problem validation.

Without even a light
mechanism, the message
informs but does not
advance belief in a solution.

This is the strongest part of
the message. It includes
quantitative evidence and
third-party credibility.

Suggested fix

Tie course availability
to time-to-degree,
student progression
risk, or planning
efficiency so the buyer
sees why this matters
operationally and
strategically.

Add language that
suggests clarity or
control, such as
‘Understand where
bottlenecks are
forming' or ‘See how
institutions are
responding.’

Name the desired
future state, such as
improved student
progression, fewer
registration
bottlenecks, or more
predictable path-to-
degree planning.

Add a simple
mechanism cue
appropriate for an ad,
such as 'Learn how
institutions are using
scheduling and
enrollment data to
spot bottlenecks
earlier.'

Keep the proof, but
make it more buyer-
relevant by clarifying
who was surveyed or
what type of
institutions were
included if that
information is available
in the source asset.



Criterion Score

Specificity 2/3

CTA fit 2/3

Channel fit

Evidence

The message is
specifically about
‘course availability,'
‘required course'
registration, and
graduation delay in
higher education.

The CTA is 'Take a look’
followed by a link,
which aligns
reasonably well with
the intended CTA 'Click
to read.’

Diagnosis

The topic is specific, but the
buyer specificity is weaker. It
could apply to many higher
ed readers rather than the
stated Provost / VP
Academic Affairs audience.

For a problem-aware ad, a
low-friction read CTA is
appropriate. However, it is
generic and does not tell the
buyer what they will gain
from clicking.

Expected structure: Hook — tension — open loop — CTA

Suggested fix

Add role-specific
framing around
academic planning,
student progression,
or institutional
capacity management.

Use a more specific
CTA such as 'Read the
report' or 'See the
research on course
bottlenecks and
graduation delay.’

Diagnosis: As an ad, this is structurally decent and stronger on problem tension than many ads. It
underperforms on buyer targeting and on creating curiosity about a next-step insight or solution.

Present elements:

e Hook: ‘A Vexing Problem for College Students: Course Availability'
e Tension: students are 'falling behind' because they 'can’t get into the classes they need'
e CTA: 'Take a look' with a link

Missing elements:

e A stronger open loop about what the reader will learn next

e A clearer bridge from problem to institutional relevance for the stated buyer

e A light solution cue or mechanism

Awareness fit

Intended awareness level: Problem-aware

What this stage requires: A problem-aware message should help the buyer recognize the issue,
feel its importance, and become curious about the causes, implications, or possible ways to address
it without demanding a high-commitment action.

What the message gets right: It clearly names the problem, validates it with data, and uses a low-
friction read CTA. The message does not over-explain a product too early.

Where the message mismatches this stage: It stays at the problem level and does not help the
buyer progress toward solution awareness. It also frames the issue more for a general higher ed
audience than for a Provost-level decision-maker.



CTA assessment for this stage: The CTA is appropriately light for problem-aware traffic, but it
would work better if it promised a specific insight, report, or institutional takeaway.

Value levers

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

The message strongly implies time loss through delayed graduation and some risk through
disrupted academic plans. It does not connect the issue to institutional cost, resource strain, or
leadership accountability, which would matter more to the stated buyer.

Likely buyer reaction

What the buyer understands: Course availability is a real student success issue, and the problem is
widespread enough to be backed by research and media attention.

What the buyer may not believe yet: That this content will help them act on the problem, improve
planning, or make a better institutional decision.

What may create resistance: The message feels more student-facing and issue-oriented than
executive-relevant. A Provost may ask, 'Why is this specifically useful to me right now?'

What would make it more relevant: A direct tie to academic affairs priorities such as progression,
completion, scheduling strategy, or identifying bottlenecks across programs.

What is working

Strength: Clear problem framing

Why it matters: The ad quickly communicates a recognizable issue: students are delayed not by
readiness, but by access to required courses.

Strength: Strong proof for a short ad

Why it matters: The report statistics and New York Times reference add credibility and make the
problem feel real rather than anecdotal.

Strength: Appropriate low-friction CTA

Why it matters: For a problem-aware audience, asking readers to click and read is a reasonable
next step.



What is weakening the message

Gap: Weak buyer targeting

Why it matters: The stated buyer is a Provost / VP Academic Affairs, but the copy speaks broadly
about students and does not reflect executive priorities.

How to fix it: Add role-relevant framing around student progression, academic planning, and
institutional bottlenecks.

Gap: No outcome or solution bridge

Why it matters: The ad validates the problem but does not move the buyer toward what better
looks like or how to think about solving it.

How to fix it: Add a short future-state line or open loop about what the linked content reveals.

Gap: No mechanism cue

Why it matters: Without even a light explanation of how institutions can address the issue, the
message risks being informative but not commercially useful.

How to fix it: Include a brief mechanism hint such as using scheduling, enrollment, or capacity data
to identify bottlenecks.

Recommended fixes

Fix: Retarget the ad to the actual buyer role

Reason: The current copy is issue-specific but not buyer-specific, which weakens relevance for a
Provost-level audience.

Example revision: For provosts focused on student progression, course bottlenecks may be
delaying graduation more than academic readiness.

Fix: Add an institutional stakes line

Reason: The message currently emphasizes student consequences but not why academic affairs
leaders should act.

Example revision: When required courses fill up, the impact goes beyond student frustration to
progression goals, planning pressure, and completion outcomes.

Fix: Strengthen the open loop and CTA



Reason: The current CTA is soft but generic. A more specific promise would improve click
motivation.

Example revision: Read the research to see where course bottlenecks are forming and why they
matter for student progression.

Fix: Add a light mechanism cue

Reason: Even in an ad, a small hint about how the issue can be understood or addressed helps
move the buyer forward.

Example revision: See how institutions are using course demand and registration data to better
understand availability gaps.

Rewrite suggestions

Subject / headline options:

e Course Bottlenecks May Be Delaying Graduation More Than Readiness

What Provosts Should Know About Course Availability and Student Progression

New Research on Course Availability and Graduation Delay

When Students Can't Get Required Courses, Progress Stalls
Opening revision:

Many students are not falling behind because they are unprepared. They are falling behind because
required courses are full—and for academic leaders, that creates a student progression problem
that is hard to ignore.

CTA options:

Read the report
See the research

Explore the findings
e lLearn what the data shows about course bottlenecks
Full rewrite:

What Provosts Should Know About Course Availability and Student Progression

Many students are not falling behind because they are unprepared. They are falling behind
because they cannot get into the required courses they need.

In our recent Course Availability Report, 85% of students said they have struggled to register
for a required course, and nearly three-quarters said limited availability could delay graduation.

For academic affairs leaders, that means course bottlenecks can affect progression, planning,
and completion outcomes.

The New York Times recently explored this challenge and referenced our research.



Read the report to see what the data reveals about course availability and student delay.

Recommended next step

EdTech Message Guide Generator

The message already has a credible problem and proof foundation. The next need is not more
validation, but a clearer buyer-specific message architecture that connects the issue to executive
priorities and a stronger next-step CTA.

Generate my EdTech Message Guide



