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Overview

* Defining the Marketing Funnel
How Each Segment Has Its Place In The Funnel

* Channel Specific Tactics
Adjusting Your Messaging Based On Delivery

A Mobile First Approach
Building for AModern World In The Palm of Your Hand

 IRL From RNL
A Real-Life Approach




Defining The
Marketing Funnel

How Each Segment Has Its Place In The Funnel




Defining The Individual Segments of Engagement

Consider each of your
segments as a different point Search

in your communication

funnel that drives your

prospects closer to the point
of conversion. This allows

your team the freedom to

develop a more pointed
conversation along with a

consistent approach to your
messaging within the
segment.

Note: A prospectcan convertat
any stage of the funnel.




Search and Engagement Techniques

Methods to attract prospective students through targeted digital advertising
and personalized experiences

* Engage students with relevant content to promote learning and curiosity.

* Convert cold prospects into inquiries by communicating on various content topics

(Academic, Cost & Aid, Student Life), encouraging email engagement, and exploring campus
offerings.

e Utilize an omnichannel approach to reach students across multiple channels and provide
immediate access to additional relevant content based on their interests.

Secondary Goal: Increase awareness, drive website traffic, provide information, convert

prospects, and drive campus visits



T
Inquiry Markefing Strategies

Techniques to enhance lead generation and capture prospective students’
interest

* Solicit survey responses to inform resource allocation and tailored communication during
the inquiry stage.

* Qualify inquiries by encouraging completion of the e-survey, combining survey results
with ForecastPlus data to identify interested and likely applicants.

* Drive survey completion through outreach emails to help campuses allocate resources
effectively.

* Provide tailored print and email materials to students who complete the survey,
addressing their specific concerns and preferences.

Secondary Goal: Engage and build affinity, create awareness, convert inquiries to applicants, and

drive campus visits



Applicant Cultivator Tactics

Nurturing strategies to maintain
engagement and encourage applicants to
move forward in the enrollment process

* Deliver engaging and relevant content across
multiple channels during the late summer /fall

of senior year to drive application submissions.

* Target content towards showcasing reasons
to apply to the institution and covering
essential aspects.

Secondary Goal: Create awareness, engage and build affinity, qualify the inquiry pool, and drive

campus Visits



Admit Marketing Solutions

Strategies to convert admitted students into
enrolled students through tailored
communications and onboarding processes

« Solicit survey responses to inform campus
resource allocation.

e Qualify the admit pool by completing the e-

survey and combining results with ForecastPlus
data.

* Use survey results to allocate time and resources
effectively and influence the enrollment of the
correct student groups.

Secondary Goal: Engage and build affinity, qualify the admit pool, apply for aid and scholarships,

convert to deposits




Channel Specific
Tactics

Adjusting Your Messaging Based On Delivery




Preferred Communication Channels
¢, for High School Students
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The Omnichannel Approach
Accounting for Channel Specific Messaging Tactics

Digital Advertising

Targeted at building
your funnel and telling
high-level narratives
that spark curiosity or
support existing
storylines.

* Develop your
individual ad sets
based on those specific
purposes.

(RNL

Email Marketing

This channel
continues to push the
conversation in an
easy-to-digest way.
Ultimately allowing
your school to stay
on the mind with
relevant information
to your prospects.

Best suited as a low-
funnel tactic that
supports and offers a
point of reference
during decision-
making.

Print also provides
versatility and can still

build top funnel
awareness.



Building Effective Email Campaigns
Key Points of Success

e (Cadence - How much is too much

* Content - Be specific with your message

68%

* Email UX/UI - This is more than a message

Note: Consider what data you have

and how you interpret it.
y P 19%
10%
1 [
Every day At least once aweek Whenever they have At least once a month

RNL, Ardeo, & CampusESP (2023).

2023 Prospective Family Engagement Study. Ruffalo Noel Levitz important information

to share 12



Content Pillars And Their Role
The Purpose Behind Each Message

The Cost

* Don’t confuse your audience. Your message should _
be short and to the point. Academics

* Having a specific goal for your email allows you to
test and understand the effectiveness and
placement in the cadence. Application Process

* How to interpret the data correctly to make

informed decisions. -
Admission

— Consider multiple data points )
s . Requirements

— +59% or greater is effective

Financial Aid &
Scholarships

( i RNL, Ardeo, & CampusESP (2023).
rospective Family Engagement Study. Ruffalo Noel Levitz
RNL 2023p ive Family Engag Study. Ruffalo Noel Levi




Supporting Messaging and Functionality
How To Make It More Than Just An Email

* Increase responders and enrollment by
connecting students to your campus community.

e Utilize variable video content and your existing
data to generate personalized videos at scale.

* Create an immersive experience that brings your
brand directly to the viewer while expanding your
reach.

( y RNL, Gigg, ModernCampus, Plexuss, & StudentBridge (2023).
@ L 2023 E-Expectations Trend Report. Ruffalo Noel Levitz.

747

Use an online community where
students can interact

82%

Are watching videos when
researching universities

73%

Use virtual tours or virtual reality
experiences



Messaging Hierarchy

Controlling The Narrative With Multiple
Messages

* It's okay to have multiple conversations within
the same email. However, they should connect
to the same overarching idea.

* Hit them with a bigsell or your primary idea in
your header. At a glance, they will decide if your
message is worth their time.

*  Break up the information with graphic
elements or layout adjustments.

(RNL




Applying Hierarchy to Multiple CTAS
How To Handle The Need for Multiple Links

* Isabutton needed in your header? Yes and No. Users have
been programmed to know that headers are clickable.
However, a button can help notify your viewer that you
have different CTAs to drive to various locations.

* Feel free to utilize different link types. You can use
traditional buttons, ghost buttons, or text links. All of them
carry varying levels of visual weight.

* Get creative and go beyond traditional emails. You can
leverage expanded web page UX/UI tactics in your email
wireframes.

(RNL

Access your application now.
Then, quickly find out which
scholarship you automatically
qualify for.

BUTTON TEXT

CONNECT WITH FUTURE
ROCKFORD STUDENTS

Download ZeeMee on your phone
and discover new friends and future
classmates before you join us at
Rockford.

Join the Conversation

VISIT AND TOUR CAMPUS

Academics




A Mobile First
Approach

Building for A Modern World In The Palm of Your Hand




Usage Statistics

Why A Mobile First Approach Is
Important

* Onaverage, Americans check their phones
once every 4 minutes.

*  Among Americans aged 18 - 29,
61% use Gmail.

e About 75% of Gmail users access their
email on a mobile device.

* Don't just make your email mobile-friendly.
More than half of all internet users are on a
mobile device.

Phone usage sourced from
https://elitecontentmarketer.com/screen-time-statistics/

@L Gmail statistics sourced from

https://emailanalvtics.com/gmail-statistics /




Formatting for Email
Using Best Practice UX/UI

Design for vertical instead of horizontal.

= Hot Tip: users will engage with vertical
assets on the desktop at the same
frequency as assets with
horizontal formatting.

e Stop the endless scrolling. This is
another reason we need to control the
amount of informationin each email.

* Don't be afraid of multiple buttons and
links.

- Hot Tip: Don't forget about link
hierarchy

Build for speed and beauty.

(RNL

L-MOUNT
[I[[ UNION
Be Ezfe/’/rlmzz/

L 3

SHOW UP

Check out majors, financial aid
and campus life

EXPLORE MOUNT UNION

We see you show up each day, ready
to put in the work and give it your all.
At the University of Mount Union
we show up for you, supporting your
drive and giving you opportunities to

drive and giving you opportunities to
do even more.

Because this is where hard work
matters. Challenging academics,
professors who mentor, hands-on
learning — it all leads to the
confidence to keep showing up for
more.

Qur 47 majors will help you start
strong,
${Recipient.contact firstname[0]I""}.

SEARCH MAJORS

Get Ready to Apply

ACADEMICS

FINANCIAL AID

VISIT




*  63% of students will interact with digital advertising
during their search.

* Search and social ads show the largest source of
engagement across all channels.

Formatting for Digital Advertising
Updating Your Approach for Conversion

Half of social media users prefer video over other
types of content.

91% of Instagram Users watch videos weekly.

Instagram videos that are around 26 seconds long
receive the most comments.

Build and Shoot for social.

RNL, Gigg, ModernCampus, Plexuss, & StudentBridge (2023).
2023 E-Expectations Trend Report. Ruffalo Noel Levitz.

Video statistics sourced from Sprout Social, a leading social marketing platform
https://sproutsocial.com/insights/social-media-video-statistics/

53%

Google Search

507

Instagram

397

YouTube and TikTok

Where Are Students
Clicking On College Or
University Ads?
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IRL from RNL

A Redal-Life Approach




Enhanced SSE Creative

An Improved User Experience

Partner Integration

Applied Where Applicable

* Digital Student Engagement
* Personalized Video
* ParentEngagement

« Virtual Experiences

More effectively display
and leverage the value of
these services

(RNL

Standard Content Pillars

Academic, Student Life, and
Affordability

* Build emails around topics
most importantto prospects

*  Written in brand voice and
student mindset based on
message's relevant funnel
stage

Measure contentimpact across
different campaigns

Improved UX

Expanding Executions for Enhance

User Experience

Focused linking strategy

Greater diversity of hero
images across
sequence emails

Tighter content and
design choices

Mobile-friendly design

Improved visual hierarchy

22



SE Creative Updates — Jo | So Searc

AUGUSTA

UNIVERSITY

Explore a life-changing,

education.

Lorem ipsum dolor sit amet, consectetur adipiscing elit, sed

do eiusmod tempor inci

unt ut labore et dolore magna

aliqua. Quis ipsum suspendisse ultrices gravida. Risus
commodo viverra maecenas accumsan lacus vel facilisis.

This is a link.

Launch Your Online Overview:

Education For You: e

Augusta University
1120 15th Street, Augusta, GA 30912
706.737.1632 // admissions@augusta.edu

AUGUSTA

Discover AU for A

Explore Your Visit Options

Lorem ipsum dolor sit amet,
consectetur adipiscing elit, sed do
eiusmod tempor incididunt ut labore
et dolore magna aliqua. Quis ipsum
suspendisse ultrices gravida. Risus
commodo viverra maecenas accumsan
lacus vel facilisis.

This is a link.

Augusta University
1120 15th Street, Augusta, GA 30912
706.737.1632 // admissions@augusta.edu

AK'EXPERIENCE
LIKE NO OTHER.
Learn about majors,
financial aid,
and campus life

&€« >

An Augusta University is
an education ke no other,

${Recipient contact firstame{0]!""}

M you are looking for a high-quasty,
affordable, and iverse universty. then
Augusta University is a great option
We offer more than 150 academic
programs 5o you're sure to find the
major you want

Join Our Online Communuity

Agreat way to learn what your ife
at AU could be like is 1o Join us

on ZeoMee. ZeeMes is an app

You can use to connect with other
college-bound students, chat with
new friends. get Augusta admissions
answers and 50 much more!

Download Now

Explore Your ¥isit Options

Academics

Financial Aid

Student Life

0000

0 of Academic Admissions
13, GA 3012

VALUE LIKE
NO OTHER.
Get Financial Aid
Answers

You've shown your
potential in high school,

${Recipient contact firstname[D]I™"}
Now, we're asking you to explore

how 1o truly enhance your leaming
experience at Augusta University.
We offer a variety of scholarships to
students who demonstrate academic
excelience, financial need, andior other
faclars such as leadership, community
service, and diversity.

P:S. We're committed to keeping

your education affordable. The
average financial aid package for
undergraduates in recent years has
been more than $26,000.

Watch Your Pérsonlizesl Vis
L
e
Join Us Ot ZeeMee

Academics
Financial Aid

Student Life

Office of Academic Admissions.

Sth Straet, A

USTA

AN EXPERIENCE
LIKE NO OTHER:
Learn about majors,
financial aid, and
campus life

Life is sweet af Augusta University.
Dountown localion. Sute-style rooms.

supposed to be like. and it's the realty
at Augusta University

Our sulte-stylo residonce hall is
designed o creale a community.
‘environment, Ifs convenienty
located next door 1o the recreation
and weliness center and is an easy
JagExpress ride 1o class

Seeing Is Believing
Check out this exclusive collection
of wdeos o learn more sbout AU's
academic programs. student fe.
campus recreation and much more.
It & great way to get a fesl for

Watch Now

Watch Your Pérsoilized Vidgo
o'
Join Us Ot ZeeMee

Academics

Financial Aid

Student Life:

00600

VALUE LIKE
NO OTHER.
Get Financial Aid
Answers

Augusta University offers several
options to help you pay for your

of attendance at Augusta University
is based on a number of factors
including the student’s residency
status, the program of study, and the
number of credit hours taken. The cost
of tuition for out-of-state students is
$22,270 per semester.

Watch Your Peeonhzep Vigeo
s

o 7
Join Us On ZeeMee

Academics

Financial Aid

Student Life

Office of Academic Admissions.

1120 15th Street, Augusta. GA 30912
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1
SEE WHAT'S WAITING

STUDENTS

life-changing,
life-saving

wore s From
a 9,000 67
stuoenTs coumes

15:1 150+ Top

STUDENTFACULTY AREAS OF STUDY FRoF
im0 HIGHVALUE COLLEGE

Go to the go-to.

oy ha b the stotes 310 bl

3 WAYS TO REQUEST EDUCATION FOR YOUR LIFE

Learn more sbout 81 education
FOCUSED ON YOU. What is education for?
It's for your growth.

1t's for your growth.

Education or Your Ufe.

e T— RS [reT—— Discover an
education like no other,
<Firstname>.

pR—— _ cenoen. e o Open to Access
Exclusive Video Content

) AUGUSTA et Augt

Alife-changing, life-saving education is here

for you, <Firstname>.

RAL -



AUGUSTA

UNIVERSITY

Education

: Explore AU
for your life B
Virtual Financial Academic
Tour Aid Programs

Lorem ipsum dolor sit amet, consectetur
adipiscing elit, sed do eiusmod tempor
incididunt ut labore et dolore magna
aliqua. Quis ipsum suspendisse ultrices
gravida. Risus commodo viverra
maecenas accumsan lacus vel facilisis.

Thisis a link.

Augusta University
1120 15th Street, Augusta, GA 30912
706.737.1632 //

AUGUSTA

your life?

Complete our survey to find out.

This is a link

Complete your survey

t us know you're still interested!
2
'H'

Augusta University

h Stre

LIKE N© OTHER
AWAITS
Take our

Compatibility
Survey

€€ >

${Recipient.contact firstname[0]!""},

This is your last chance to complete
your Augusta University College
Compatibility Survey. Respond
today to learn more about how we
can support your unique goals and
interests.

We're excited to show you how
Augusta can help you thrive. Respond
now to take the next step.

Office of Academic Admissions
1120 15th Street, Augusta, GA 30912

admi @augusta edu
706.737.1632

NEW

EYPI:RH':H‘ E

Y(, U RS ELF
Explore Your
Visit Options

s e v e you 0 oin
Augusta on ZeoMae, It e 20p

wrece you can
ot st

Alecesisted in Augusla

7 50 much more!

Connect your family to Augusta

Join Us O ZeeMee.
Explore Your Visit Dptions

Acscenics
Eirancel A

Stusont L

00600

SE Creative Updates — Inquiry Marketing Emails

AUGUSTA

UNLE ’1

Use our Cost
Estimator

universitics in the Soutncast

oo o G s aptions

0 ncrh nFiduely i 00 £01) 0
farmiy o seglors yout siins.

Make connections for you &
your family
el lo sk At stadents hov
fnaiiel 56 werhs? Join us on

ZeoMes —sn aog where you can
ke cornectiors nd gt gersonel

Your parents can ge anemers about
irareial a6 (00, Pvcush o Augusta
University Famdy Portol

Join Us O ZeeMee
Explore Your Wisit Dptions.

Freniel Al

St Lie

006000

I v

ACAMPUS LIKE
NO OTHER

Experience
Augusta for
yourself

Explore cur many campus visit
options today and discover why
Fugusia i ke N0 other

Get 1o know AU before
your visit

Check out tis exclu
of videos to learn mare.
oflopics incusing ALS's aceder
srogrems, stucent e and campis
recreslon. Its 3 greal viay 10 gel s fesl
for campus lfe before your vis.

Join Us Of ZaeMes
Expiore Your Visit Dptions

cademics

e

Financist Ald

Stugert Lte

0000

25
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NEW
2020

AUGUS

UNIVERSITY

lt

Choose a
University

Apply to Augusta

Lorem ipsum dolor sit amet,
consectetur adipiscing elit, sed do
eiusmod tempor incididunt ut labore
et dolore magna aliqua. Quis ipsum
suspendisse ultrices gravida. Risus
commodo viverra maecenas accumsan
lacus vel facilisis.

This is a link.

@

Augusta University
1120 15th Street, Augusta, GA 30912
706.737.1632 // admissions@augusta.edu

@) Aususm

CHOOSE AN
EDUCATION FOR
YOUR LIFE
Find your path here

${Recolent contactfirstname(0]™)

Ready to choose an experience ke no
other? An education for you Ife? Find
your path al Augusta University.

Chat with us

Is the Augusta experience right for
you? Find out by connecting with
us on ZoeMice. Join chaliooms with
current and prospective students

as well as admissions staff that can
answer your questions

Start Chatting Now

3
Explore Your Visit Option's:

Admissions
Academics
Financial Al

Apply

LEARNING LIKE
NO OTHER
Start a life-changing
education

<

Vihen you take advantage of he
opportunities Augusta Universdy has
10 0ffer you'l et an educalion ke
10 other. Submit your application
today.

Lear from worid-class professors.
prominent scientists, cinicians and
artsts - ak dedicated 1o menloring
and developing you as a leader. team
player, pracilioner and researcher

Didt you know? Ous alumni with &
bachelor's degree eam an estimated
average satary of $65,000 and 95
percent are working in 3 field related
m of study. sccording

Sl N
Yoin us-on Zeelee,
ae X

Watolh Your Personalized Videg

Aamissions
Academics
Financial Ald

Apply

0000

Offica of Academic Admissions
1120 180 Strast, Augusta, GA 20812

e @ugusts edy

71632

YOUR EDUCATION,
YOUR WAY
Afford the university
experience you want

Augusta invites you 10 3pply fo the
Georgia public research university wih
the most-competitive tuition rate.
Whether it's our affordable cost, our
small classes of the opportunity 1o
study at our nationaly ranked business
college for any of our prestigicus arts
of heallh sciences programs) it's easy
to find 3 reason to choose Augusta
University.

id you know? 79% of Augusta
Students receive financial ki, Learn
about our cost of attendance

NUgEL .
Yoin' us on Zeellee,

e vk 8
WatghYour Personalized Videg

Admissions
Academics
Financial Ad

Apply

00600

Office of Academic Admissions
Street, Augusta, GA 30
usts edy
e

26
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NEW

Life-changing,
life-saving education

27




Looking Toward
The Future




Sneak Peak
Expanding for an Ever-Changing Audience




Q & A




Thank you

All m aterialin this presentation, including text and images, is the property of RNL. Permissionis requiredto reproduce inform ation.
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