








These are identifiers people explicitly provide:   

Age▪

Gender▪

Location (city, ZIP/postal code, country)▪

Language▪

Education level▪

Job title / employer (if added to profile)▪

Relationship status▪



Pre-Determined Fields for Native Audiences on Ad Platforms:   

Demographic Fields▪

Interest Fields▪

Behavioral + Intent Fields▪

Professional Fields▪

Device + Technical Fields▪

Content-Based Fields▪

Platform-Specific Predictive Segments   ▪



Platform Native Targeting   

Uses broad, pre-set fields (age, interests, behaviors).▪

Limited precision for education-specific roles.▪

Data can be outdated or inferred inaccurately.▪

Harder to isolate niche K–12 or higher-ed segments.▪

Harder to isolate niche K–12 or higher-ed segments.▪

Easy to set up but less control over who you actually reach.▪



Agile Education Marketing Database (Custom Audiences)   

Uses verified educator and institution-level data.▪

Precise targeting by role, grade level, subject, district, or campus.▪

Updated, human-verified data—no inference guesswork.▪

Enables highly specific, intent-aligned audience segments.▪

Higher match quality → better relevance, lower waste, stronger ROI.▪



Pros of Native Targeting
  

  
Cons of Native Targeting
  

  

Higher relevance: Reaches users based on declared or platform-verified demographics/interests.•

Better engagement: Feels more personalized, leading to stronger click-through and interaction.•

Platform-optimized data: Uses each platform’s best internal data signals.•

Faster setup: Minimal configuration compared to custom or lookalike audience building.•

Scales easily: Large audience pools without needing your own first-party data.•

Limited precision: Broad segments sometimes reduce accuracy for niche audiences.•

Less transparency: Platforms don’t show how they categorize users.•

Signal noise: Interests/behaviors may be outdated or inaccurate.•

Higher competition: Popular targeting groups often come with higher CPMs.•

Weaker control: Harder to exclude specific subgroups or refine beyond platform options.•



The education sector isn’t a single market—understanding these differences is essential 
for Agile clients. Agile’s specialty is helping clients build market-specific custom audiences 
that match educational reality—not generic lists.   

  

Each Market Has Completely Different Buying Dynamics: K–12, higher education, early 
childhood, and supplemental education all purchase differently.

•

Budgets, Funding Sources, and Timelines Vary Widely: K–12 relies on state allocations and 
federal programs (Title I, SPED, ESSER), while higher ed operates on tuition, endowments, and 
grants.

•

Decision-Making Structures Are Not the Same: Some markets are centralized (district-led), 
while others are highly decentralized (school-led or department-led).

•

Role Responsibilities and Influence Differ: Director of Curriculum” in K–12 has a completely 
different remit than a similar-sounding role in higher ed.

•

Messaging Must Match Each Market’s Pain Points: K–12 buyers prioritize instructional 
outcomes and compliance. Higher ed often prioritizes enrollment, retention, and 
accreditation. Early childhood focuses on staffing, safety, family engagement.

•


