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Session Topic

Everyone Plays a Part: Successfully
Implementing Campus Wide Strategic
Enrollment Management at Your College

This session will explore ways to design a comprehensive
marketing plan that is both pro-active and strategic in the
recruitment of a diverse and academically talented class. This
multi-dimensional approach is intended to help shift campus
sentiment to one that values the ideal of “shared recruitment.”




Steps for Success

Enrollment management which guides
admissions planning = Success

Strategic planning = Success

On-going and sustained statistical and
data analysis = Success

Multi-tiered complex e-communication
plans = Success

Marketing = Success
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Enrollment Management

= Enrollment Management is essentially the compilation of
detailed plans that are developed after considerable
research and assessment of the admissions landscape.

Enrollment Management 1s a coordinated admissions
effort that encompasses E-communications, statistical data
analysis (Predictive Modeling), and solid communication
plans.

Enrollment Management is all encompassing in that it is
predicated on the philosophy that recruitment is a
collaborative effort. Multiple constituents on and off
campus work in tandem to recruit a strong class of
students. Such constituents include: faculty, staff,
coaches, alumni, parents of current students, statisticians,
and the numerous vendors that we do business with.




Campus Culture

Consider the campus culture PRIOR to developing a
strategic enrollment management & marketing plan

Institutional mission (have you developed a admissions mission?)
Institutional priorities

Academic wish-list

Diversity

Gender parity

Constituents at your school (faculty, staff, senior administration,
president) g

Outside constituents (board of trustees, guidance counselors,
parents) .




Enrollment Management Strategy

Think Strategically

Think Big Picture (what are your goals and visions?)
Think Globally (macro)

Think Compartmentalized (micro)

Think Short and Long term

Articulate your vision to everyone!!

Take risks!
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The Art of Math

= Let the data guide you!

= Throw out assumptions (We have
always done it this way or visited this
territory)

Communicate to others your success and
utilize mathematics when you talk to
constituents. “We have a yield
percentage of X” versus “We are having
a good year”




Data Analysis at UNC

Historically approached admissions with the “kitchen
sink” model

Kitchen Sink model worked well in the 1980°s but
with the introduction of technology yield began to
fall

In 2006 deposits had begun to fall at UNC. This
trend continued for 2007 & 2008

Enrollment management piloted in 2009 and fully
introduced for the Fall 2010 cohort

Data 1s an absolutely critical component of UNC’s
enrollment management plan (predicative modeling,
statistical analysis, multiple mathematical reports,
data mining)

Predictive modeling will revolutionized the way we
go about assessing the inquiry population at UNC
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Predictive Modeling

Predictive modeling involves the gathering of a great
deal of data in order to arrive at a statistical number
that indicates the probability of a student to enroll at a
college or university.

Predictive modeling assigns scores from .01 to .99 to
INQUIRIES whereas .01 indicates a low likelihood of
enrolling and .99 a high likelihood of enrolling.

Predictive modeling takes all admissions data and
through bivariate analysis compares the independent
variable to the dependent variable (last year’s
applicants vs. this years applicants).

Predictive modeling 1s extremely useful for many
admissions assessments including: what print
publications to mail and at what point of the funnel to
mail specific pieces



UNC Predictive Modeling & Print Strategy

Fall 2010

= Predictive model score .01-.29 — Profile
with a BRC

Predictive model score .30 - .59 —

Search piece (scaled down version of
Viewbook).

Predictive model score >.60 —
Viewbook




Population Segmentation & Predictive Modeling

E  As an enrollment management specialist your task is
to weave predictive modeling data into your
communications plan.

As an enrollment management specialist you can
utilize population segmentation and predictive
modeling in tandem to help guide your budgetary
allocations to print or e-communication

Benefits

A.  Budgetary — less money to recruit students

B. Enrollment management — clarification of applicable sub-
population to send materials




Sample Predictive Modeling Score & Confirmation Rate

Score Confirmation Rate
<.30 49%
31-.59 7.33%

>.60 92.18%




Measure & Track Everything!!

Prospective students seen at College Fairs
Prospective students seen at School Visits
Business Reply Card (BRC) conversions

ROI on advertisements with vendors (Inquiries,
applications, deposits)

Direct Mail prospects

Visit Days prospects

Contact source’s

Geography (macro approach)
Walk-in visitors

Telephone Inquiries

Outside referrals
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**This list 1s not exhaustive and your institution may
have many more variables to assess™*




MARKETING




LUNC’s Approach to Marketing

Marketing is an evolving and fluid process

Successful marketing 1s achieved only after
successful research and analysis

Marketing is EXPENSIVE & TIME
CONSUMING!!!

Marketing 1s the “carrot”

Marketing involves a BLEND between print and
e-communications

Marketing means communicating not simply to the
student, but rather the whole family




Communications

= Back to basics

= One methodology in communication (i.e. e-

comm or print comm) 1s NOT exclusive

Not everyone 1s comfortable and responds to
technology via e-comm

B HTML vs. Text messages

= Information overload (overwhelmed)

Snail mail 1s OK!




E-Communications Analysis

E-technology 1s essentially all those efforts on an electronic
medium that are made by the admissions office in an effort to
positively influence prospective students

E-communications involves a great deal of time to develop the
message and then determine where the message plays on the
enrollment management funnel

Call to action!

Content Management and Analysis (opens, unique opens,
histograms)

Follow-up (do you send a follow-up email to those who open
your email?)

Are you communicating with prospective students, parents,
guidance counselors, teachers?




l'ypes of E-Communications

Emails (one time on a particular topic such
as visit days)

Email campaigns (pre-populated emails with
narrative that 1s scheduled to be sent to
students over a specific time period)

Email newsletters to prospective students,
counselors, parents, alumni

Email postcards (Holiday card)




Results

UNC - Housing App 2nd send - 20 March 09 TO date WwWEe have Sent Out 3 3 ) 7 7 6

Sentto 3,825 list members on Mar 20, 2009 2:40PM PDT

i SRS T emails, 22.1% have been opened
' 4 | and 6.8% took action (clicked)
and .66% unsubscribed

Transfer open rates are higher
than Freshmen open rates.
Transfer sent = 2065, 25.95%

opened, 17.09% click through
rate, 1.5% unsubscribed

Freshmen open rates lower than
Transfer. Freshmen sent =31711
sent, 21.89% opened, 6.14%
click through rate, .64%
unsubscribed




Kreshman Email Analysis

FRESHMEN

opened,
21.89%

click, 6.14%

unsubscribe,
0.64%
unsubscribe




I'ransfer Email Analysis

TRANSFER

1.50%

click unsubscribe




I‘reshmen & Transfer Comparison
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Sample Messages

UNIVERSITY of

UNIVERSITY of
NORTHERN COLORADO Bencoéné 1 NORTHERN CoLorapo ~1ransfer 10

Dear Student,

Congratulations on your acceptance to the
University of Northem Colorade!

University of Morthern Colorado

Office of Admissions

caner Hall 3006, Campus Box 10
oo 80630

UNIVERSITY of

NORTHERN COLORADO S u m m e r [Ek our admissiohs status for ¢

N M.

Eve nts evariety of scholarships U

i Student Checklist

Interested in the University of Northern Colorado?

Jeoin us for one of these free summer events and learn meore about UNC!

Sincerely, unco.edufadmissionsievents

Dr. Andrew Jay Svedlow

Gi Stam| Rodeo: Greeley Putt-Putt:
5 mwmwm. 30th 6 mpm, ma:a-y duly 18th
RSVP by: Monday, June 22nd by Wednesday, July Bity

Denver Putt-Putt: Little Theatre of the Rockies

1:00pm, Wadnesday, July 1st Perfor of “Forever Plaid:”

RSVP by: Frigay, June 26th. 6:00m, Wednesday, July 28th :
RSVP by: Wednesday, July 22nd

Questions? Contact Chris Freeman at 970-351-1611 or chris.free man@unco.edu




Putting It all
together

TAKE ACTION




E-Campaigns are
ideally planned well
in advance. Some
email providers offer
Campaign Planning.

Determine what
types of messages
you want to send,
and when you want
to send them.

Look for a provider
who can be flexible
enough to
accommodate
unplanned e-mails
that come up on
short notice.

Contact Us

oPruspem Mailing
= Parents
= Students
= Seniar
= luniar
= Sophomare

@Evelrts
= Open House
=Warkshops

@ Announcements
= Scholarships
= Speakers
=Yigitations

@ Counselor
" B-[IEWS
= Annoucements

G E-vield

= Parents
= Students

@ E-newsletters

different types of e-mail you should be sending

eSpecialty
= BExtracurricular
= Athletics
= Cluhs
= Academics
= Fields of Study
= Experiential

@ Current’Retention
= Students
= E-nevivs
= Ahnouncements
= Parents

@ Alumni

= Mewsletters

= Events

= Ahhouncements
= Updates

@Graﬂ Programs
" B-hEws
= Events
= Ahhouncements

"'eMail Campaign Yearly Planning Guide

Calendars and Schedules
click on image or tile

Yearly Admissions Marketing Calendar

Carrespanding print
and email schedules

E-miail Production Workflow

bkl P, Wi

Timaframa and
responsibities for | T T ER 8 1 1 I
on lime resulis : =

Visit the e-communications services
website section on the latest in
technology. tracking and reporting >>




Marketing communications 1s
undoubtedly valuable. Without
the ability to track the
effectiveness of your messages,
there is no way to know if you
are getting enough value for
your budget expenditures.

For every message an email
provides sends, you should
receive detailed information
including open and click-
through rates.

You should also be able to
download the lists of students
who open and click on specific
messages. This feature is very
helpful when sending follow-up
communications.
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