2024 RNL Enrollment Workshop
Charlotte, NC = April 18, 2024

Traditional Enrollment | Online and Graduate Enrollment



The Enrollment Landscape:
Trends, Tech, and Tactics

Keyana M. Scales, EdD | Senior Vice President



Agenda for Today

* Higher Education Trends

* Syncing Audiences and Communication
e Student Success Strategies

* Leveraging Modern Technology

e Discussion
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Higher Education
Trends



Enrollment Today: Challenges & Opportunities

Market Trends nnl-l ‘ ggg”ﬁggﬁ;
"

15% decline in enrollment since 2010,

More engagement and greater velocity in moving students
and impending "cliff"

through the funnel

Increased volume at the top of the funnel with alternative

75% of 4-year colleges will be test optional sources of names and inquiries

and search on their own recruitment strategies

33% of institutions purchased

CRM integration to maximize efficiency, effectiveness,
predictive analytics

and ROI

70% of students bypass direct marketing @ Smarter analytics to optimize media spend and inform

RNL 5



The graduate education market is experiencing a
‘““‘correction” to pre-pandemic incremental rates of growth

Figure A: Graduate fall enrollment trends 2017-2023

3200000 48.070 2.958.476 2980678 3:071,237 3,143,525 3104,950 3,126,684

5,000,000

2,500,000
2,000,000

3.0% —

T 2.4%

1,500,000 0. 8%

4% \

0.7%
2017 ED'IB 2019 2020 2021 EDZE 2023

Graduate fall Yo change
Source: Mational Student Clearinghouse, CTEE, Fall 2023 enrollment

1,000,000
500,000

@ See more in the fullreport ¢




Fully online (and to a lesser extent partially online)
expansion is driving graduate enrollment growth

Figure B: Graduate fall enrollment by format, projected to 2026 with and
without pandemic
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Source: RNL Analysis of IPEDS Fall Enrollment data. Retrieved, May, 2023

@ See more in the fullreport’




Understanding Your
Audience




Understanding the needs of today’s students

The data are clear—students and parents need to be engaged

* 79 —average number of times a student Top channels

unlocks their phone each day * Website
* Email
* 98% of students consider financial \S/E)dc?;)l Media
aid and scholarship as somewhat or very . Text

important in enrollment decision

e 70% of students bypass direct
marketing and search on their own

Top desired content

* Academic programs
* Cost/Aid
* 99% of parents say they are involved in * What the community is like

the search process
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Why have student expectations changed?

2023 Graduate Students by Generation

17%

Gen X
65% e
Millennials
18%
GenZ
Source: RNL’s 2023 Graduate Student Recruitment Report
“Me” centric
view of the

world

PAST STUDENT EXPECTATION

I#é’ Y/, enmun 1—0‘\

o P

Rise in
Need for
consumer
. sSpeed
mentalities

Meaningful
connections
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Personalization,
Content, Channels




Personalization

Follow Up: How

o How to Win

mail, 7%

Phone
call, 13%

Personalized
Text email, 54%
message,
18%

Follow Up: How Often

Non-
personalized —
email, 6%

2-3 times
per week,
35%

Source: 2022 Online Student Recruitment Report, RNL




Personalization

Importance of Personalized Communication

"\ very
important, 15%

Important, 49%

PERSONALIZE THEIR

RESPONSE?

Use my first name in emails/texts 51% 18% 13% 9% 6% 3%
Send me infprmation specific to my 26% 30% 26% 9% 6% 39
program of interest

Appear to know me and my situation when

| make contact 10% 16% 20% 16% 28% 9%
Send me videos in which my name is used 6% 20% 1% 14% 23% 26%
Call me regular\y to check in on my needs 4% 8% 13% 16% 17% 43%
and guestions

Share information reflecting/related to my

demographic (age, background, etc.) 3% 8% 17% 35% 20% 16%




Personalization

What does a slow response signify to you?

That | am not a priority/important
to that program/school

The program/school is not equipped
with adequate support services

That the program is not of high quality

Likely an honest mistake, and |
should reach out again

Something else

To what extent did/would a slow response affect your willingness to consider a
particular program?

It would have no effect on my interest 30%

| would somewhat decrease my
interest in that program

It would significantly decrease my

interest in that program

I would no longer consider that
2%

program/school

How to Win



Personalization

INFORMATION ALL RESPONDENTS

Email address 75%
Name 72%
Cell phone 66%
Parent email 63%
Parent phone 61%
Their high school 59%
Mailing address 50%
Programs they are considering 50%
Career aspirations 45%
How they learned about the school 37%
Preferences for future communication 33%
Opt-in for text messages 25%

Home phone 25%




Personalization

TABLE 31: EXPECTED RESPONSE dloble GRADUATE
GRADUATE D OREE
TIMES AFTER FIRST INQUIRY et
Personalized email
Immediately 27% 19%
Within 3 hours 21% 20%
Within a day 29% 26%
More than 1 day 23% 36%

Text message

Immediately 27% 24%
Within 3 hours 25% 27%
Within a day 25% 23%
More than 1 day 23% 27%
Phone call

Immediately 29% 24%
Within 3 hours 19% 20%
Within a day 26% 26%
More than 1 day 26% 31%

Source: 2022 Online Student Recruitment Report, RNL




Personalization

33%
PHONE CALL

71%

EMAIL

54%

TEXT MESSAGE

23%
A BROCHURE 13%
IN THE MAIL A CONFIRMATION SCREEN WITH
RECOMMENDATIONS FOR THE

NEXT STEPS AND LINKS TO
OTHER ONLINE RESOURCES
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Personalization
Follow Up: Who

36%
Faculty member/program
staff (in program of interest) 64%
Admissions counselor/
program recruiter

Follow Up: What

43%
Program details (program

requirements, course
content, faculty details, etc.)

57%
Application/admission/general

information (costs, deadlines,
requirements, forms, processes, etc.)

Source: 2023 Graduate Student Recruitment Report, RNL




Personalization

TABLE 38: EXPECTED TIME ;
TO REC:”EsIVE NO1(EIFICATION AT Ml el
OF ADMISSION DEGREE
Within 24 hours 1% 15%
1-3 days 34% 29%
4-7 days 30% 27%
7-14 days 18% 19%
14-21 days 5% 7%

2% 3%

Longer than 21 days

Source: 2022 Online Student Recruitment Report, RNL




Channels

How to Win

Paid
digital

e

Lead
Generation

Source : 2022 Online Student Recruitment Report, RNL



Content

o
How Many Programs How Far Away H ow to WI |1

Source: 2023 Graduate Student Recruitment Report, RNL




PLATFORM

Instagram
YouTube
TikTok
Snapchat
Twitter
Facebook
Pinterest
Discord
Reddit
BeReal
LinkedIn

Vimeo

2021

70%
62%
41%
74%
27%
35%
21%
12%
10%

n/a
10%

2%

2023

81%
80%
74%
65%
38%
37%
34%
33%
17%
14%

4%

2%

o
. @

o ©

d

74% of Students
Find Social Media

g Posts Useful
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PREFERRED SOCIAL MEDIA FOR
GRADUATE PROGRAM INFO

@ 42%
LINKEDIN
15%
NONE
7%

SNAPCHAT
42%
55% u YO“T“be YOUTUBE 13%
FACEBOOK PINTEREST
30%
INSTAGRAM

24% 6%

TWITTER TIK TOK

PREFERRED CONTENT ON SOCIAL

Videos

57%

Photos

50%

Links to news

48%

Short text

43%

Event invites

34%

Live events Q 22%

RNL 23



Channel and Content

Where are students clicking on college or university ads?

coogtesear Y 5%
tacrar | 50
Tt | 39%
outuce | 55%
Snapchat _ 20%
Facebook [NNEG 16%
Pinterest _ 15%
Twitter _ 15%
Display ad on a web page _ 14%

Other social media or blog posts _ 1M%

RNL 24



Personalization with social media

Social media content that would encourage students to follow a campus

0
The student life 63%

Current experiences of students attending that university 44%

Content around students in the specific major
or program the student is interested in

40%

RNL 25



Content and Audience

Did you click on digital ads during search?

60% 40%

Yes No

WHY DID/WILL YOU CLICK ON ADS?

It was for a school | am interested in and the ad reminded me that | needed

35%
to take the next step.
I'm aware of this school but didn’t know anything about their programs 25%
| didn't know about the school and | wanted to learn more 24%
The ad “copy” was intriguing to me and made me want to click 15%

Source: 2023 Graduate Student Recruitment Report, RNL

How to Win

Digital Media




Channel and Content

Ensure adequate
investment: CLP/CPE
have increased with added
competition. You cannot
win the student if they
don’t know you exist.

Select the right
channels: Successrelies
on a multi-channel
approach that matches
where prospects are
looking.

Track regulatory
changes: The regulatory
environmentis in constant
flux and as such must be
monitored and adjusted
for.

v

Focus your strategy:
Student personas will help
ensure you are connecting
with the right prospects.

Continually optimize for
success: There is no “set
itan forgetit.” Algorithms
etc. require regular
evaluation of ROI.




Personalization, Content, Channels...at

Engagement channels

* Email
* Print

* Video Virtual Experiences
* Direct Mail

e Text

* Calling with Visual Caller ID
* Online Community

* Parent Engagement Platform
* Digital Tactics:

AN N NN

Social Media

Custom Audience Matched
Look-alike campaigns
Location-based
Retargeting

Scale

Top desired

content
* Academic programs
* Costs/Scholarships

* Community attribution
(fit)

RNL 28



Supporting Student
Success






To gather feedback from your
students to inform multiple
campus efforts




Prioritize Efforts Using Student Data

Recruitment: Identifying student-
perceived strengths to inform key areas

@ you want to emphasize in marketing
materials.

Strategic Planning: Providing the student
voice for institutional strengths and
challenges along with an understanding of
Y why students choose to attend your
institution and if you are their first choice.

Focus your strategy: Student
personas will help ensure you

‘-’ are connecting with the right
prospects.

Retention/Student Success: By
working to improve the student
experience in areas that students

LIﬂ value, you are more likely to retain
the students you worked hard to
recruit.

Accreditation: Documenting
...... satisfaction shifts over time
H[E to reflect where your
institution is actively working
to best serve your students.




RNL Satisfaction-Priorities Surveys
Why, What, Who, When, How

WHY?

WHAT?

WHO?

WHEN?

HOW?

To understand the perceptions of your students to inform and guide institutional efforts
for student success, strategic planning, accreditation, and recruitment messaging.

The RNL Student Satisfaction-Priorities Surveys (SPS):

* Student Satisfaction Inventory (students at four-year and two-year institutions)

* Adult Student Priorities Survey (graduate students and adult undergrad at four-year
institutions)

* Priorities Survey for Online Learners (students in online learning programs,
undergrad and grad levels)

Entire student population, with the ability to view the data for demographic
subpopulations.

Either the fall or the spring semester - or on another timeline that works best for you;
recommended to gather data on an every-other-year cycle.

Online administrations through RNL’s system; Email invitations or QR codes for

invitations; Typical response rates are 20% for a representative sample. AL 38



Early identification + early intervention to increase student
success

Years Two
through
Graduation

Graduation

CSI MYSA SYSA
College Student Inventory™ Mid-Year Student Second-Year
Assessment™ Student

Assessment™

RNL 34







To protect your recruitment
investment by keeping students
enrolled once they arrive




RNL Retention Management Surveys
Why, What, Who, When, How

WHY? To proactively understand and address the motivations, needs (academic and non-
academic) and receptivity to campus supports of your newest students. Informs
individual advising, program evaluation and development. The survey results
directly impact individual student retention and institutional graduate rates. Clients
report, on average, a 2-3% increase in retention.

WHAT? The RNL Retention Management Surveys (RMS):
* College Student Inventory (incoming undergraduate, graduate, transfer, adult and
online students at four-year and two-year institutions)
* Mid-Year Student Assessment (CSI post-assessment; re-assess students at the
mid-point of their first year)
* Second-Year Student Assessment (undergraduate students entering their 2" year)

WHO? Incoming student population(s), with the ability to view the data for subpopulations.
WHEN? Fall and spring (if applicable) semesters; recommended to gather data annually.
HOW? Online administrations through RNL’s system; Admissions checklist, Orientation, First

Year Experience, and Email invitations; Typical response rates are 80%. i




Using Data to drive
Action

il




How Data-Driven Decisions

Drives Success
Leveraging Analytics

* Manage Communication Flow
* Prioritize Outreach

* Territory Management




Data-Driven Prescriptive Action: Enhanced Analytics

Highly Engaged Somewhat Engaged Not Engaged Modelin g

Inquiry, Applicant, Admit (Example)

Highly

Action: Intensify marketing outreach for
the students most likely to apply and those
highly engaged.

Likely

Action: Optimize channel mix and test

new strategies to drive engagement.

Somewhat

Analytics drives strategy and
content for all audiences

Less

RNL 40




Student Behaviors and Campus Investment

* Understand where students go for information and what channels they use.
* Prioritize information for what prospective students and families are looking in the college search.
* Be proactive with the value/cost information across a variety of channels.

* Align your strategic investments to those areas that will have the greatest return.

RNL 41




Need to Consider...

e

Skill to do
something

Extent of
ability

Derived ‘\
from ‘
Capable /

Derived
E,I from Able |

vs
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Thank You!

Keyana Scales, EdD

Senior Vice President
Keyana.Scales@RuffaloNL.com

All material in this presentation, including text and images, is the property of RNL.
Permission is required to reproduce information.

—
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Florida A&M University

P
v VISlT
e #)| H

LoRiDA
AGRICULTURAL
MECHANICAL

2022 US. News & World Report

VISIT CAMPUS »

2022 LS. News & World Report

VISIT CAMPUS »
# PUBLIC

HBCU

2022 1LS. News & World Report FLORIDA

AGRICULTURAL A
MECHANICAL

VISIT CAMPUS » UNIVERSITY.

social media/display/google ads | Emails

Join the FAMUly.

Lorer s dolor Sil amel torseslelun adipiscing £8,

Iabars el dolore magn siua

Undergraduate

Explare your opportunities at the
highest.ranked public HBCU.

u: YOURE INTERESTED

Lotensinscm dalor 5l arvel. coseciehur sdipiscing eit
bora ot dalore

e ulricas ranids.

umsen acus

adiprscirg el se
Iabore el dalore magne giqua

- o

YOUR FAMILY IS INVITED
Join our family hub and gat instant aceoss
o important information (ike admissions
doadiings, finanshal ald and lfo at FAMU,

GE

WATCH TO LEARN MORE ABOUT FAMU
HIGHEST RANKED

e

PUBLIC HBCU

THREE CONSECUTIVE YEARS

CONNECT WITH OTHERS
INTERESTED IN FAMU
You're Invitod to chat with prospective FAMU
students on Zeshloe: a soclal media app you
‘can use to start finding frionds (and maybe
future raommate).

WATCH TO FIND OUT WHY WE ARE #1
HIGHEST RANKED

PUBLIC HBCU

THREE CONSECUTIVE YEARS

EDU-AD AWARDS
SLIVER WINNER

3 u

2 v
Explore your opportunities at the
highest-ranked public HBCU.

Loren ipsuem aaioi sl emet. conssciel sdipiscing eit.
‘50 0 BIUTIN 10Mpa* INcididunt ut Laborg ol dolore
magne sligus. Qus ipsum suspendisse uilices grade.
Risus COMMAa VivDIT3 Madoenas acsumsan (acus

el Teclisis. Lorem [psum dolor si amer, consecisiun
adipescing @11, sed do ewsmed temgor incldidunt ut
Iabore et doiare magaa alius.

WATCH TO FIND OUT WHY WE ARE #1
HIGHEST RANKED

el

PUBLIC HBGU

THREE CONSECUTIVE VEARS

RNL 46



Pacific Lutheran University Undergraduate

Login

Please enter your Invitation Code below. Then, click the "Next”
bution to continue. When you're finished, click “Complete” at
the bottom of the page. Fields with asterisks are required.

conventional

PARE TO LEAVE THE
WORLD A BETTER PLACE

\ DISCOVER PLU
A

S{Recipient contact firstname{0]

*Fleld 1 Required Field

. EXPLORE YOUR
h . FUTURE AT PLU

Field 2 Optional Field

Lorem ipsum dolor sit amet, consetetur
sadipscing elitr, sed diam nonumy

Lorem ipsum dolor sit amet, consetetur sadipscing eirmod tempor invidunt ut labore et — PACIFIC LUTHERAN UNIVERSITY

elitr, sed diam nonumy eirmod tempor invidunt ut dolore magna aliquyam era, sed diam 12180 Park Av

Iabore et dolore magna aliquyam erat, sed diam voluptua. At vero eos et accusam et
voluptua. At vero eos et accusam et justo duo justo duo dolores et ea rebum.

dolores et ea rebum.

Possible
Lorem ipsum dolor sit amet, consetetur sadipscing H

elitr, sed diam nonumy eirmod tempor invidunt ut
voluptua. HOW WILL Y

Iabore et dolore magna aliquyam erat, sed diam
u
CHANGE THE WORLD?

JOIN TODAY
e

Student Search and Engagement Campaign
EDU-AD AWARDS AP

SLIVER WINNER RNL 47




University of Saint Francis - Inquiry Nurturing + Conversion Undergraduate

TO THE UNIVERSITY OF
SAINT FRANCIS

Preparing for
Your Start Date

welcome brochure + acceptance certificate
to admitted students

application completion push postcard

application completion self-mailer RNL 48




University of Saint Francis - Inquiry Nurturing + Conversion Undergraduate

Finish Your Application
Get FREE BOOKS
for Your First Class!

888-201-3614. Apply Now

Get answers to your most
common questions:

O Tuition
") Financial Aid
Classes Start August 23.

) Transfer Credit

) I have another question

Next

Classes Start Soon!

For Your First Class! Do you have questions about USF?
Yo ser Let us help.

Classes Start August 23. Thanks for your recent intersst in the University of Saint Francis! Get answers to

Finish Your Application

post-inquiry landing page

free books promo - paid social LOOK FORWARD
TO YOUR FUTURE ~ 1 —
Classes Start Soon

4

'YOU'RE SO CLOSE!
COMPLETE YOUR APPLICATION

application finish push - display + paid social RNL 49



Saint Mary’s College (IN)

CHANGING

WORLD

LEARN MORE

s Master of
Data
Science

Saint Mary'
College

NOTRE DAME. IN

NOTRE DAME, [N

BUILD SKILLS ¢

FORA
CHANGING
WORLD

Boost Your
Career Potential

|

3114 .'lry's aster of
Data
Science

GET THE
SKILLS

EMPLOYERS

WANT

HANDS-ON,
REAL-WORLD LEARNING

LEARN MORE

social media + display ads

Undergraduate
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Mount St. Mary’s University MD MHA Undergraduate

MASTER OF HEALTH ADMINISTRATION

_/H

MOUNT

; ’ I want to | 7
UNIVERSITY about the Mount MHA

SPECIALIZE IN
THE BUSINESS OF _

HEALTH CARE
— ATTHE MOUNT

SPECIALIZE IN THE

‘!h MOUNT ST. " BUSINESS OF HEALTH CARE
""" v p — AT THE MOUNT —
ANy —  IEARNMORE —

susMmIT

SPECIALIZE IN THE PPORT FOR AR
BUSINESS OF HEALTH CARE " YOUR SUCCESS
AATTHE MOUNT — l ~—{AT THE MOUNT —
————
———————————————— LEARN MORE —— —————————————— LEARN MORE ——
MHA DESIGNED —
ys(;{l]:[?gggggsas gL social media & display ads | landing page | full landing page T B L

AT THE MOUNT — —| AT THE MOUNT —
LEARN MORE ——+ LEARN MORE ——
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Southern Utah University

sourhenn
SUU
UnivesiTy
Sile
S
UniveRsiTy

Lowest
Student
Debt

-U.S. News &
World Report Top 10 Lowest

| || f'm"m Student Debt
UNIVERSITY
LEARN MORE

=U.S. News & World Report
SUU SDUTHERN
UNIVERSITV

Top 10 Lowest Student Debt

- U.S. News & World Report

LEARN MORE

SOUTHERM
UTAH
UNIVERSITY

;—_

SN

.‘15"

Ready to visit SUU?

social media + display | email

SUU souTnern
UnivensiTy

Come Soar With Us

'CONPLETE YOUR T-BIRD ACCESS PASS

S{Recipient contact salutation[0]i™},

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

Quis ipsum suspendisse ultrices gravida. Risus

commodo viverra maecenas accumsan ve

Lorem ipsum dolor sit amet, consectetur adipisicing
it, sed do eiusmod tempor incididunt ut labore et
dolore magna aliqua. Ut enim ad minim veniam,
quis nostrud exercitation ullamco laboris i ut
aliquip ex ea commodo consequat. Duis aute irure
dolor in reprehenderitin voluptate velit esse cillum
dolore eu fugiat nula pariatur

souThER
SUU v
Univesiy

T-Bird Nation

APPLY TODAY

${Recipient contact salutation[0J\™},

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

Quis ipsum suspendisse ultrices gravida. Risus
o el

commodo viverra maecenas accumsan v

Lorem ipsum dolor sit amet, consectetur adipisicing
elt, sed do eiusmod tempor incididunt ut labore et
dolore magna aliqua. Ut enim ad minim veniam,
quis nostrud exercitation ullamco laboris nisi ut
aliquip ex ea commodo consequat. Duis aute irure
dolor in reprehenderitin voluptate veit esse cillum
dolore eu fugiat nulla pariatur

o

Undergraduate
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Southern Utah University Undergraduate

When you reply we'll send you mare information UNIVERSITY

about T-Bird lfe, our majors, and our wide range of <Firstname>
generous scholarships.

Ready for more info to help make SUU a place Explore and Learn in ) SOUTHERN
to call home, <Firstname>? e Coeat Ot A e UTAH
)

Live in the middle of all the action in

Letus knov;}/m;iu;i;gsted inone Festival City, USA
SUU s the
@ Complete the T-Bird Access Pass below spectacular beauty and adventure are usta stone’s
andmal it tous. throw away. Plus,is within a half-day's dive of the
bright lights (Las Vegas, Salt Lake City), year-round
@ Logintoyour hi Phoenis). and
‘SouthernUtah.discoverhub.net. earth(Brian Head SKi Resort)

Youlbe promsted to enter this nvitation code:

tone oo e oo oy . . _ - ) :

© ot cinviat civrinpesatamn. Discover Academic “IL’;‘“’W"S"”W"’;ﬂmﬂww‘" 8thin the nation
“Messoge and data rtes may apply VS ol A TSN 00 Fab A Iventurous 18-credit semester in Bryce &

R W Excellence S 2nd in the west

Canyon National Park. I spent my first semester

First Nome:_<prepopulaed for lowest student debt among
rsities.

Our 150+ world-class undergraduate programs with 11 other students living and working in R regional ur
offer hands-on learning opportunities, allowing  Bryce Canyon,just an hour and a half away 2
you'to gain professional experience that will

give you a competitive edge before you enter

Hiddle Nome:

Last Nome: <Preponu
Jfrom campus. That semester set the stage forme - §&
’ Connect tou

Gender: []Male [ Female [] Prefer Not To Answer
e poptst> to purstie an Outdoor Recreation degree.

Walling Address:

i e et the job market. ( L see how you c
e ——— D - Jessica Eddington, / worlc u
B—— Outdoor Recreation major SN ORI
Email Adoross: X POMIBISE> - \ abs X
Home Phone; Follow your passion in Engineering, Photography, We Put You First
Ganpnits; 5; . T B' d N C Outdoor Recreation In Parks and Tourism, e Put You kirs
[l i R PO 2 = £ - lr atlon Communication, Aviation, or lllustration-all while Design a personalized educational experience
P i 2,88 = ) exploring and learning i the great outdoors. that fits your goals. Program options include:
flahehol Tu>g Learn to Soar, <Firstname>
When doyou plan o entor college?,_<Pr-populted> L =] P 2 With so many options, you're bound to find a major
Academic Interest;_<Pre-popultel> gz Wo 25 e that'l help you soar.
H <
£ & v .5 = O
2:2 So3E @
[rr—— @33 :52"? °
= TS24 =
) S 5 s
Hove it your pents atendod coooe? (ves I D -E E] g 2= <
v Esceo EH
Yo cett kamnn b Sl > @
= ° g
oy E§ 2
wii o 8
g 82 ¢
0t z8
“zl g 5%,
EHER
@il faxt
D¢ E382
mEj¢ 3588
No matter the path, you'l still be able to B
graduate in three or four years.

direct mail
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Cost To Market and
Recruit



Cost to recruit an undergraduate student

$2,795 $2,114 ......... - +32%
2022 2020 CHA:NGE

$494 $470 - +5%
2022 2020

Note: All 2020 results are from the 2020 Cost of Recruiting an Undergraduate Student Report.

© Copyright2022, Ruffalo Noel Levitz, LLC, 2022 Cost of Recruiting an Undergraduate Student Report
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Cost to recruit a single student

PRIVATE PRIVATE PUBLIC PUBLIC
2022 2020 2022 2020
Undergraduate student $2,795 $2,114 $494 $470
Transfer student $278 $333 $109 $27
International student $855 $585 $0* $125

*Because RNL uses the median for cost, the international student amount was $0 for public institutions that provided data on international student
recruitment costs.

© Copyright 2022, Ruffalo Noel Levitz, LLC, 2022 Cost of Recruiting an Undergraduate Student Report RNL 56




Cost to recruit a single student
minus personnel cost

PRIVATE PUBLIC

$1,652 $1,086 $282 $214

2022 2020 2022 2020

© Copyright 2022, Ruffalo Noel Levitz, LLC, 2022 Cost of Recruiting an Undergraduate Student Report




Budget

PERCENTAGE CHANGES IN THE BUDGET FOR RECRUITMENT AND ADMISSIONS
2021-2022 Budget vs. 2019-20 Budget

PRIVATE INSTITUTIONS

@ Budget decreased more than 2% 22%
Budget stayed the same 25%
)  Budget increased more than 2% 53%
@ Budget decreased more than 2% 21%
Budget stayed the same 8%

@ Budget increased more than 2% 71%

© Copyright 2022, Ruffalo Noel Levitz, LLC, 2022 Cost of Recruiting an Undergraduate Student Report RNL 58



Budget allocation (private)

PRIVATE 2022

ﬁtggte;r;tusrﬁzac?o(ap%rec:j\;gj lists and full costs 16% 14%
Digital advertising 12% n/a*
Web services (i.e., SEO, consulting, general maintenance) 9% 1%
CRM costs 9% n/a
Travel 8% 17%
Pro.spective st.udent communications (phone, email, direct 8% 13%
mail, and texting)

Recruitment publications 7% 1%
Events (on-campus, off-campus, virtual) 7% 12%
Digital lead generation 7% n/a*
Traditional advertising 5% 6%
Transfer recruitment 4% 4%
International recruitment 3% 5%
Other 2% 8%
Chat 0.5% n/a
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Budget allocation (public)

PUBLIC

Student search (purchased lists and full costs
if outsourced to a vendor)

Travel
Recruitment publications

Events (on-campus, off-campus, virtual)

Prospective student communications (phone, email, direct
mail, and texting)

Digital advertising

Transfer recruitment

Web services (i.e., SEO, consulting, general maintenance)
CRM costs

Traditional advertising

Other

Digital lead generation

International recruitment

Chat
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15%

14%
13%
12%
9%
7%
6%
6%
5%
4%
3%
2%
1%
1%

12%

16%
15%
1%

17%

n/a*
4%
13%
n/a
6%
3%
n/a*
3%

n/a
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Total Marketing Budget for Online Programs

Public Institution Average Private Institution Average

$1,044,559 $1,137,722

Successful Institutions Spend
between 1% & 3% of their operating
budget on Marketing.
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Typical allocation of marketing budgets

ONLINE MARKETING BUDGET AREA All Institutions
Digital advertising (Google ads, social media ads, etc.) 53%
Search engine optimization/organic lead generation 17%
Traditional media (radio, TV, billboards, etc.) 15%
Events (face to face) 5%
Events (virtual) 4%
Corporate/military/other partnerships 1%
Other 5%
Mate: There were na significant differences by either level or sector.
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Possible Future
Budget Investment
Areas




Possible Future Budget Investment Areas

Private institutions

Higher
priority

Website (content, functionality, SEO, etc.)
Operational efficiency

Digital advertising

Campus events

Search engine optimization

Digital lead generation

75%
42%
39%
39%
28%
25%

Lower
priority

Chatbot

Streaming digital audio (Spotify, Pandora, etc.)

Traditional advertising (TV, radio, newspaper, magazine, billboard, etc.)
Virtual tours

Personalized video

Traditional communication channels (email, direct mail, and telephone)
Text messaging

97%
94%
92%
78%
75%
72%
67%




Possible Future Budget Investment Areas

N
priority
Website (content, functionality, SEO, etc.)

Operational efficiency

Campus events
Digital advertising

Public institutions

Lower
priority

Streaming digital audio (Spotify, Pandora, etc.)

Traditional advertising (TV, radio, newspaper, magazine, billboard,
etc.)

Chatbot

Personalized video

Virtual tours

Traditional communication channels (email, direct mail, and
telephone)

Text messaging i




Anticipated Changes To Activity Allocations In The Next 12-24 Months

Privates [ %

Events
Travel

Student search

Anticipated Digital advertising

increase Web services (i.e., SEO, consulting,
general maintenance)

I e Anticipated

CRM costs decrease

Chat
Transfer recruitment

% of respondents who anticipate an increase or a decrease in
this budget area RNL 66




Anticipated changes to activity allocations in the next 12-24 months

Publics

Travel
Events
Prospective student

communications (phone, email,
direct mail, and texting)
Transfer recruitment

Digital Advertising

Anticipated
increase

International recruitment ..
Anticipated

decrease

Traditional advertising
Web services (i.e., SEO, consulting,
general maintenance)
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Communication Channels

Top actions students take after other key activities

As high school students approach graduation, their methods of inquiring with colleges become more direct.

After viewing a virtual tour or After clicking on an ad’s link Top actions after an online chat
virtual reality video
1. Look for information on 1. Start an application

1. Schedule a visit school’s website

2. Fill out aform for more

2. Filloutaform for more 2. Watch a video information
information .
3. Follow the school’s social 3. Have aphone conversation
3. Follow the school’s social pages with an enrollment team
pages member
4. Fill out aform for more Foll h hool’ il
4. Continue examining the information 4. Follow the school’s socia
website pages
5. Take avirtual tour . .
5. Startan application 5. Look forinformation on the

website
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Communication Channels

Email

* Only 20 percent of 12th grade students remembered at least one email from a college
or university, but here is what they said made emails memorable:

It was from one of the schools they were interested in. They invited them to visit (an easy way to schedule).

They used their name, and that made them feel They invited them to meet with a rep who was going to

special. be in their high school or in their area.

They were simple, and they could understand them. They invited them to ask a question from a live person
(via chat).

They were positive messages.
They used humor (they were funny).
They had a link to a video.

The content was interesting in a way that left them
wanting to know more.

They were honest and straightforward (no gimmicks).
They had a link to a virtual tour.
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Communication Channels

Direct mail

Students who listed direct mail as a preferred channel for learning about an institution

31% 44% 40%

12t Grade 11t Grade 10™ Grade

30% 44%

Continuing generation  First generation
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Communication Channels
Texting

97% of all students are open to receiving text messages from institutions

Students are increasingly more open to receiving text messages from
colleges and universities, even early in their college search process.
Our respondents provided more details on when they want to receive
text messages and the content they prefer.
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Communication Channels
Texting

* Text messages are a great follow-up strategy for students who want to receive them. More than half
said they were willing to receive a text message as a follow-up to an inquiry.

What content

Acceptance notification 66%

are stUdents Details about their application, such as missing documents or status 56%
° - Deadline reminders 54%
IntereSted In Notifications about available scholarships 53%
o o ° Rejection notification 47%
recelv' ng VIa Information about programs/majors 45%
text message? Information about upcoming events 44%
Reminders about their application and status (missing documents, etc.) 41%

Information about financial aid and scholarships 41%

Information about the application process and upcoming deadlines 37%
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Communication Channels

Phone calls

* Calling remains a strong engagement opportunity with prospective students. No other channel
allows the same level of one-on-one engagement as a call to a student. And many students are
willing to take a call as a follow-up to an inquiry or to even reach out to an institution via phone.

Students who said calls from admissions counselors were helpful in college planning

77% 77% 75%

12t Grade 1™ Grade 10*" Grade

77% 74%

Continuing generation First generation
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Communication Channels

Phone calls

Students who prefer a call as a follow-up to an inquiry

35% 34% 28%

12t Grade 1™ Grade 10t Grade
(o) (o)

30% 36%

Continuing generation First generation

Students who would consider calling an institution to get more information

22% 16% 14%

12" Grade 1™ Grade 10 Grade

18% 22%

Continuing generation First generation
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Communication Channels

Phone calls

Phone nhumbers students are willing to share

Cell phone
Parent phone

Home phone
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Lead Source Reporting (Paid Digital)

RNL Digital Lead Generation Dashboard S RNL Digital Lead Generation Dashboard

* Analyze all paid
Overall Performance Google Search effO rtS Ove I’a|.|., but
Ol =7zc o5 oo 3w siare saeiLe ﬂ 22729 587  264% 1005% 11607 $6968.17 also by channel.

Program

GN PERFORMANCE

CHANNEL PERFORMANCE

.............

- == e e = e wee e Know and analyze
mmmmmm g —— the goals of each
channel (i.e...

Facebook vs Paid

R search, etc.)
* Most successful
R N paid efforts are at
,,,,, T ——wme e T e s the program level
om renrommuce : and include paid
” search, social,
display, and

programmatic
plays. RNL 76




College Websites

Information on college websites

Top 5 things students find frustrating about college websites

Hard-to-find information about
specific majors/programs

Lack of information about job
opportunities related to each major

Confusing directions related Lack of information about admission
to the admissions process statistics—how many students like me
were admitted to particular majors, etc.

Hard-to-use navigation
or hard-to-use links
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Videos

More students are watching videos from institutions

* As the social media results show, vic
students online —making it a critica
students have viewed videos, and th
vast majority also find them helpful.
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Videos

Video length and content

* Nearly three-quarters of students look at the running length of a video before
deciding to watch it. They also want to see content that relates to the student
experience and outcomes for graduates.

Students who check video length before watching

2021 69%

2023 74%
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Videos

Video length and content

Top 5 topics for video content students want to see

41% Current students talking about their experiences in the classroom and on campus

36% Recent graduates talking about their job search, where they found a job, and their salaries
34% Videos showcasing campus life and extracurricular activities

34% Videos showing the campus, buildings, and classrooms

31% Videos customized with content matching the programs and campus activities that interest students
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' Thank you for attending!

SPECIAL OFFER TO RNL
WORKSHOP PARTICIPANTS

$595 flat rate on 2024
RNLNC registration!

Must register by 7/1/24
to receive this special offer.

Use code:

RNL595




Questions
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