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Enrollment Landscape

Source: WICHE: Wester Interstate Commission for Higher Education

2022: 3,756,610

2033: 3,757,090

By Region
» Midwest: -33,050 (2027)
* Northeast: -32,450 (2027)
* West: -22,300 (2027)
* South: +88,280




Enrollment Landscape

Percent of Recent High School Completers
Enrolled In College
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Enrollment Landscape

Number of Title IV Institutions
8000

000

6000

5000

4000

2000

\
3000 ____—" \

1000

2007 2008 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020

Private Non-Profit

Total US Institutions ~ =====Public

Source: National Center for Education Statistics: IPEDS Data Explorer Table 1

= Private For-Profit

“Applicants are applying to
more members, on
average, in 2021-22 than in
2019-20 (+6% from 5.30 to
5.62 applications per
applicant).”

Source: Common App - March Deadline Update: first-

year application trends through March 15
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Recruitment Strategies

Know your markets in detail
o0 Non-Athlete v Athlete
o Transfer v Freshmen
0 Major Interests
o In-State v Out of State
o Competition and much more

Student perspective admissions processes

Be first to the inbox
Understand the student’s mindset

“They knew what career | was interested
in and sent me a couple emails about

their art programs and courses.”
— Student

Source: Eduventures 2022 Student Sentiment Survey



Recruitment Strategies

Student’s comments about what made a school's communication so memorable:

“I received a letter first and then an email,
and it seemed like a more personal emalil
and not an email template with my name in
the blanks.”

“It felt personalized. Not just a generic emalil
that everyone gets.”

Source: Eduventures 2022 Student Sentiment Survey

“They were super personal in the email and
didn’t seem like a random automated email
they send to everyone.”

“Very personal and made me interested
why they knew so much about me already.

“It was easy to understand, professional,
geared towards me and my interests, and
was bright and looked interesting.”



Let's Get Personal

Eduventures Prospective Student Mindsets
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Eduventures Mindsets
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Eduventures Mindsets

— Career
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Prospective Student Mindsets by Type of
School Most Likely to Attend

In-State Private

Out-of-State Private

In-State Public

Out-of-State Public

Community College

16% 16%

12% 13% 17%

16% 26%

m Experiential Interests
m Exploration and Meaning

17% 12%

17% 10%

11%

11% 11%

m Career Pragmatists
m Career through Academics

17% 22%

32%

30%

m Social Focus
m Grad School Bound

5%
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Every Student i1s on a Journey
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That's a Lot of Work

Implementation




Implementation

Where are you today?
* Review all your material to see which student mindsets you are
already speaking to
0 Viewbooks/Print Material
o Campus Visit Documents
0 Presentations
o0 Emails
o Digital
0 Website
* What are the main student mindsets in your funnel?
* Can you qualify students into a mindset?
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Implementation

Institutional Focus
Prioritize the student mindsets within the context of your institution.

Where to Begin?
1. Printed Materials, Presentations, and Website: Incorporate all mindsets
2. Email Content: Sustainability is key when implementing
* Bandwidth: Only take on what you can measure and update
0 Utilize the student mindset groups to focus on three versus six segments
» Content Creation: Much of what you need to create is likely already there
o0 Focus on specific funnel stage (e.g., prospects, inquiries, etc.)
3. Social Media: Are you speaking to a specific student?
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Implementation

Top Communication Channels that
Grabbed Student Attention

Which of these (communication channels)
grabbed your attention?

Source: Eduventures 2022 Student Sentiment Research

In 2019, 61% of prospective students in our
Student Sentiment Research™ told us they
remembered a particular college or

university whose communications really
grabbed their attention. In 2022, this
number had increased to 71%
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Implementation

Step by Step
1. Review current email content and how it relates to each mindset

2. Create additional content that may be important for specific mindsets (e.g., social life,
affordability, career outcomes, etc.)

3. Decide on a general comm flow that you plan to stick to (may already be built)

4. Two Implementation Approaches

18



Implementation

Experiential [SCEERIE

Approach 1: Key Emails

Career Prag Career Prag

Identify a couple of key emails that make

Social Focus Social Focus . .
) \ sense to create multiple segmentation
‘ SpierEten ’ SpoEton « Location, Major, Career Prep, etc.

Career Acad Career Acad

Grad School Grad School

Approach 2: Each Mindset

Experiential Experiential Experiential Experiential Experiential Experiential

Reorder/prioritize the general comm flow to
best fit each mindset

Career Prag Career Prag Career Prag Career Prag Career Prag Career Prag

Social Focus Social Focus Social Focus Social Focus Social Focus Social Focus

* Order email topics based on student

Exploration Exploration Exploration Exploration Exploration Exploration mi ndset |nterests

» Create engagement-based emails to go
more in depth for specific email categories

Career Acad Career Acad Career Acad Career Acad Career Acad Career Acad

Grad School Grad School Grad School Grad School Grad School Grad School
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Is It Worth It?

Key Takeaways
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Communicating with Mindsets
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Communicating with Mindsets

Student variables Driving interest
e Campus/Program » Subject line segmentation

» Demographics/Profile » Subheader segmentation

Engaging content
* Visual segmentation

* Body text segmentation

22



Student Variables
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Student Variables

Location

Primary
Campus

Honors
Campus
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Student Variables

Demographics

Primary
Campus

Honors
Campus
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Student Variables

Adjustments
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Driving Interest
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Driving Interest

Subject Line Segmentation by Mindset

Who will offer you career-focused

General . . 23.1%

experiences, FRIEND? We will.
. Academic excellence + social connections =

Social Focus . 29.3%
lifelong success!

Academics/ Academic excellence + faculty mentoring = 29 1%

Grad career success! '

Experiential Academic excellence + hands-on experience 28.6%

Interests = career success! '

Note: this campaign included 3 emails with
subject line variations of 15 total emails




Driving Interest

Subhead Segmentation by Mindset

General Your journey to success starts at COLLEGE  29.0%

Social Focus Our focus is YOU 36.1% |
Al We will prepare you for success 34.5%

Grad

S GEMETITE The experience of a lifetime, for a lifetime 34.9%

Interests

Note: this campaign included 3 emails with
subhead variations of 15 total emails
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Engaging Content
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Engaging Content

Experiential Interests & Career Through Academics

helps you prepare to make your
mark after graduation. With our network
of alumnl and businesses, you'll have
the tools you need to find an Internship
where you can put what you leamn in the
classroom towork In the realworld.

Where you start makes a blg difference
Inwhere you go. you'll have
access toour academic programs,

learning from industry leaders. The
result? A transformative foundation,
leading to post-college success.

General

Experiential/Career

=
%
=i

These are just a faw of the ndustry
leaders located within blocks of
Your success IS our success, which s
why you'll often hear that Is home
to the year-long Internship.

What you do outside the classroom |s
|ust as iImportant as what you do In the
classroom. With our location In the heart

of
experlence will glve you access to the
skills nesded In a competitive future,

18.60%
23.37%

AFFORDABILITY

Great academics shouldn't come with
great debt. At jou'll have an
amazing hands-on experlence from
one of the nation's top
—andyou'll doltwhile paying
some of the lowest tultion In

Starting your dream career shouldn't
mean massive debt. With some of the
lowest tultlon ameng four-year schools
in can help make your
dreams an affordable reality while
earning an degres!
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Engaging Content

Career Pragmatist
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General 18.60%
Career Pragmatist 21.74%
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Engaging Content

Socilal Focus
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Engaging Content

Exploration & Meaning
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General 18.60%
Exploration & Meaning 21.51%
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Engaging Content

Grad School Bound
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General 18.60%
Grad School Bound 26.80%

36







summary

Understand your student population

Assess your communications

Look for small improvements
0 Subject line segmentation

0 Subheader segmentation

Work towards engaging content
o0 Visual segmentation

0 Body text segmentation
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encoura Eduventures Research
Prospective Student Research

Sign Up Today encoura.org/psr

Find Out What Students Think of Your Institution

* The exact words — including frequency and sentiment — that
students use when thinking of your institution

» Essential focus for your team’s resources and messaging

* Insight into Student Mindsets™ of your prospective students:
behaviorally and attitudinally-based market segmentation of
college-bound high school students

Deadline to Participate: September 16, 2022

40



Meet With Us at NACAC

Discover What's on the Encoura
Horizon at Booth #1201

Discover how data science,
research, and education
technology combine to give you
better insights into your students,
institution, and market.

encoura.org/nacac22

Schedule a Meeting

Powered by Calendly



Encoura Solutions Showcase Presentations at NACAC

Digital Enrollment Predictions
for 2023 and Beyond

Booth #1711 | Thursday, Sep 22 from 9:30am - 10:15am

In this session, we’ll forecast our predictions for the digital
enrollment landscape for 2023:

» The importance of personalization in digital marketing
and how to effectively scale your approach using
Student Mindsets

* The continued rise of short video as the new Jason Stevens
cornerstone for strategic engagement VP of Digital Solutions

» Expectations for the most popular platforms in 2023

* How evergreen campaigns can build your brand at any
time of the year or admissions cycle.

Reva Levin
Director of Digital Solutions



Encoura Solutions Showcase Presentations at NACAC

How to Better Understand Your Students,
Your Institution, and Your Market

Booth #1711 | Thursday, Sep 22 from 2pm - 2:45pm

Learn how to gain actionable insights with our latest
technology solution, Market Insights. This technology
enables you to:

Better understand your prospective students
Analyze market opportunities

View detailed competitor analysis Clint Chapman
. . . Chief Experience Officer
Strategically plan territory travel for your entire

enrollment team

Matt Ellis
Chief Product Officer
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