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SUPER CAMP
HOW VONAZON 
DOUBLED ENROLLMENT 
NUMBERS WITH A 
TARGETED, NURTURE 
CAMPAIGN STRATEGY
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More than 40 years ago, real estate dynamo and business school co-founder 
Bobbi DePorter was coaching hopeful entrepreneurs when she had an “aha” 
moment. When reflecting on their lessons, graduates of the business school 
continually expressed to Bobbi that they wished they had learned these valuable 
skills when they were children. This inspired Bobbi to study accelerated learning, 
develop the “Quantum Learning” teaching methodology, and start a youth camp 
that would help kids realize their potential. In 1982, the first SuperCamp immersive 
learning experience was held. 

Since then, SuperCamp and the Quantum Learning Education programs have 
changed the lives of millions of young adults worldwide. SuperCamp students 
gain critical life skills such as comprehension, leadership, reading, confidence, 
and more through the quantum learning methodology. SuperCamp currently has 
more than 78,000 program graduates from over 80 counties across the globe. 

 President Bobbi DePorter 

COMPANY BACKGROUND

THE STORY
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CHALLENGE / OPPORTUNITY

SIGNIFICANTLY 
DECREASED CAMP 
ENROLLMENT

NO LEAD SCORING FOR 
FUNNEL STRUCTURE

NO ALIGNMENT BETWEEN 
SALES & MARKETING

NO IDENTIFIED 
BUYER PERSONAS

LACK OF MARKETING STRATEGY

Prior to working with Vonazon, SuperCamp essentially 
had no digital marketing strategies in place. With no 
complete Buyer Personas identified, they were not 
able to create detailed list segmentations or send 
specific/relevant content to their audience’s concerns. 
Furthermore, with no lead scoring or funnel structure 
in place, their sales team did not know when or how to 
reach out to prospective students.

In order to bring their camp enrollment back up to par, 
SuperCamp knew that they needed to identify and 
address the needs of their future students and parents 
through targeted nurture campaigns.
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Vonazon’s goal was to better understand 
SuperCamp’s target buyers so we could better 
market to them. In order to do so, Vonazon proposed 
developing and implementing three unique 
buyer personas and creating appropriate list 
segmentations off of each demographic qualifier.

IDENTIFY, EDUCATE, NURTURE

OUR SOLUTION

Additionally, Vonazon worked to identify the pain points their 
customer experiences, so we could create downloadable assets 
that would ease those concerns. In order to further assuage any 
fears parents might have in sending their child to SuperCamp, we 
encouraged the development of written and video testimonials of 
past students.



vonazon.com  |  ©Vonazon. All Rights Reserved.

STRATEGICALLY CURATED CONTENT

OUR PROCESS

By identifying SuperCamp’s three target audiences, Vonazon was 
able to create custom buyer’s journeys for each prospect type 
with customized messaging aligned with each persona.

In our content creation phase, the Vonazon team developed 
numerous downloadable brochures, worksheets, and PDF assets 
for parents and students to take home to use on a regular basis. 
We also developed highly valuable video testimonials that were 
successful in getting prospects engaged with SuperCamp’s 
YouTube and other social media channels.

We also worked to develop a series of automated programs that 
targeted SuperCamp alumni, encouraging them to get involved 
on social media and encouraging them to recommend the 
camp to future students. This referral campaign was set as an 
automated, ongoing drip marketing program.
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With the growing success of the first nurture campaigns, Vonazon was able 
to create additional drip series with new savings offers to further entice 
prospects to enroll.

Vonazon’s nurture campaign strategy doubled SuperCamp’s enrollment 
of the same month of the previous year and generated over 18 marketing 
qualified leads per month. Our nurture campaigns collectively had above 
industry standard engagement rates and lead to a 50% increase of online 
camp brochure requests.

SURPASSED LAST YEAR’S 
ENROLLMENT NUMBERS

RESULTS

MQLs per month
18

29%
Average click-
to-open rate

Times the enrollment 
year over year

2After the launch of 3 unique nurture campaigns, 
SuperCamp saw an immediate increase in website traffic 
and camp enrollments. Their sales team was inundated 
with inbound phone calls, answering email requests, and 
following up with enrollment submissions.
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CONTACT US

LET’S WORK TOGETHER
CONTACT VONAZON

Tony Herrera, Regional Sales Manager, Vonazon Inc.
(805) 791-5474   |  (800) 600-7007
sales@vonazon.com

https://vonazon.com/
mailto:sales%40vonazon.com?subject=

