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Hello! Please Connect with Us!

J

Jason Porter Dave Marshall

VP of Revenue, Mongoose Founder & CEO, Mongoose

/
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| work at a 4-year institution

| work at a 2-year institution

I’m in admissions / enroliment

I’'m in advisement / student success

ok~ wbh =

I’'m in advancement / alumni
relations / donor relations

6. I'm part of the executive team /
board / cabinet
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Mongoose was founded to move people forward. We do this by
enabling empathy at scale with our Conversation Intelligence

platform.

100M Conversations
1,000 Institutions
5,000 Teams

25,000 Users

[ )
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O1.

What is Conversation
Intelligence?

02.

Where does the data come from?

[
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03.

Key insights & findings from The State
of Higher Ed Messaging: Mongoose
2025 Benchmark Report

04.

Q&A
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What is Conversation
Intelligence?




What is Conversation Intelligence?

Conversation

e Exchange of thoughts, feelings, or
ideas between two or more people

® Involves sharing information, asking
guestions, and responding in a
dynamic and interactive manner

mongoose

Intelligence

The ability to learn, understand, and
apply knowledge to adapt to new
situations and solve problems

Includes problem-solving,
comprehension, and learning from
experience

RNL Mational Conference
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Mongoose Conversation Intelligence Platform

Q

=

Intelligence
Hub

Performance Insights

Conversation
Hub

Text, Chat, WhatsApp

= ©

Content & Compliance Integrations
Best Practices, Al, Automation Native, CRM, SIS



Conversations Happen Across the Student Lifecycle

Admit = Retai
l @ \ mi = etain l % \

Recruit ‘ @ ’ Enroll ‘ ** ’ Advance

3llucian Microsoft Dynamics Slate w.:':l-(h\ ay. ﬁﬁf&E Jenzabar Aib] E ﬂ
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Email

Phone

In Person

Messages (Text & WhatsApp)
Web Chat

Direct Messaging

Vulcan mind meld

[
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Applications

TikTok
Instagram
Messages
YouTube
Safari
Snapchat
Facebook
Twitter/X
Maps
Spotify

WAST*
8:59:51
7:41:21
3:48:34
3:36:19
2:09:34
1:37:18
0:461:40
0:40:47
0:34:33
0:33:52

Source: GenZ Screen Time Report 2023, DCDX
(December 2023)
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Email is missing...
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Gen Z are More Comfortable
Communicating Digitally

Gen Z are more

70% inclined to share

emotions and feelings
digitally than via phone
or in person

Gen Z prefer digital
communications

Sources: Study Finds, Gen Z Study

(
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https://studyfinds.org/millennials-gen-z-communicate-texting/?utm_source=chatgpt.com
https://soar.wichita.edu/server/api/core/bitstreams/917b5252-e192-4a88-acac-9f6ab3854ce9/content

It's tough out there...

Traditional outreach to
students no longer

L
mongoose ‘g”

£

works

Enrollment is going
down and insights into
why are elusive at best

@

It's unclear what's on
the minds of students -
and how to engage
them

'RNL National Conference 13



What does a Conversation
Intelligence platform do?

Helps you engage in authentic, relevant
conversations in any channel (Text,
WhatsApp, and Chat)

Turns your team into experts with
messaging best practices, Al, and
automation built-in

Provides actionable insights into
conversation topics and sentiment

Ensures messaging compliance for you

Integrates with your existing systems

‘
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Scheduled Messages

Contacts

Segments

Campaigns

Smart Messages

Tags

Templates

Reports

Enroliment v

What were the outcomes of Conversations?
® Completed @ Responded @ Missed

Conversalions

The most frequently expressed emotions were:  Joy (36%) Neutral (22%) Interest (18%)

How many contacts are conversing?

The MOore CoONtacts that have multiplie Conversations

the more cust

nes

1 2 3 - 5 6+

Comversations per Contact

[
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Satisfaction (8%) Concern (2%)

What topics came up most often?
Housng (53%)

General Admission (22%)
-

Withdrawal (15%)
D

Scholarship (3%)

General Help (3%)
]
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Using Mongoose data from the 2023-2024 academic year, we
analyzed key insights on conversational effectiveness and
engagement

Text Dataset Chat Dataset

600 Institutions ® 133,000 chat

4000 Teams conversations

19,000 Users
80 million text messages

i .
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Key Questions the Report Answers

1 When audiences, 2 What message 3 How different
such as students or formats work types of messages
alumni, are most best influence
likely to engage engagement

4 Which 5 How Al-driven
conversation topics messaging and
generate the most chat solutions
engagement and impact student
resolution and alumni

interactions



o Download the
reports to get more
insights!

2-Year Institutions 4-Year Institutions

i .
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Admissions



Best Times
to Engage:
When
Students
Reply Most

L
L
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Best Times of Day for Replies: Fastest Replies:

1-2 PM and 8-9 PM see the highest Students respond quickest in early
reply rates, aligning with common to mid-afterncon and after dinner—
breaks in student schedules. misToring peak reply rates,

7 AM and 5-6 PM have the lowest
engagement, likely due to eardly
moming routines and evening
transitions,

Worst Times of Day: Day of the Week Matters:

* Best Days: Monday and Thursday

yield the highest engagement.

* Worst Day: Saturday sees the lowest

response rates, with reply rates 8x
lower than Monday.

Four-Year Institutions - Admissions

(RNL National Conference
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Differences between functions & institution types

= O

L~
Advancement: 2-Year Institutions
Admissions Student Success {all areas)
Unlike Admissions and Student
Monday and Thursday see Sunday and Wednesday

Engagement remains steady
across all weekdays, but
Saturdays see a significant

Success, Advancement
messages perform equally

well on all weekdays, with

are the best days for
engagement, while Monday
and Saturday are the worst.

the highest engagement,
while Saturday has the
lowest (8x lower than

Monday).

drop.

weekends seeing slightly lower

response rates,

L
L
.
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Differences in Peak Engagement Times

Admissions: Student Success:

The afterncon (1-2 PM]) and late evening (8- The earty morning (7 AM) and mid-afternoon
PM) see the highest reply rates—aligning with (2-3 PM) see peak engagement—suggesting
times when prospective students are taking that current students are more responsive

breaks from school or personal obligations. earlier in the day than prospects.

Advancement: 2-Year Institutions (all areas):

Late at night (8-10 PM) and mid- Late marning (10 AM-12 PM) and early
morning (10 AM-12 Pi) see stronger afternoan (1-3 PM) see peak reply rates,
alumni and donor engagement— aligning more closely with student success
highlighting the flexibility alumni have teams but differing from four-year institutions.

in responding to institutional eutreach,

L
-
.
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Message Length: Keep it Short!

50-100 character messages perform best achieving,

‘ higher reply Messages over 250 characters
rates than longer have the lowest reply rates.
messages.

mongoose ‘& (RNL National Conference 2



What is a
Smart
Message?

i
mongoose ‘g

att! Our Sept Open Ho

NOITO

ing at 8 am

Thanks, | hope to make it

Sorry, something came up. Is there
a next one?

A: Student Club FAIr,
B: AirPods drawing

C: Al Lab Walkthrough

eet at Mob Hall

Wow, that was amazing.
did students really already start Al
companies there?

if.R NL National Conference
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Messages that ask a direct question
with a clear call to action see 3x higher
engagement than generic messages.

Smart Messages generate 3x higher
reply rates than non-Smart Messages.

Reach more students with less effort: Smart Message batches are, on
average, twice the size of non-Smart Message batches.

mongoose ‘& (RNL National Conference



Message Content:
What Drives or Reduces Engagement?

Messages without images have
1.5x higher

Adding a call-to-action
{e.g.. multiple-choice 5x lower

2x the replies options) increases reply reply rates
of messages without. rates even further— Ulanue\gexmut.asthey reply rates

up to X pull recipients away from the than those with images.
conversation.

= ‘ ) B | B
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Scholarships & financial aid
Campus visits

Admissions processes /
applications

Withdrawals & deferrals
Student life

Tech support / account access
| have no idea

.

(RNL National Conference 2



Mongoose's Al model categorizes conversations based on institutional role:

Admissions & Enrollment teams have distinct key topics related to application processes, campus
visits, and scholarships.

Student Success teams focus on advising, academic support, and retention efforts.

Advancement teams track donor engagement, alumni relations, and fundraising.

mongoose




W h at are Most Common Conversation Topics
Students 14%
Ta I ki n g Scholarships &

AbOUt? Financial Aid
15%
38% Campus Visits
Other
33%
Applications

Four-Year Institutions - Admissions
IIlOIlgDDSE ““' IZ/RHL National Conference 31



How do different conversations get
identified as resolved?

Resolution measures the percentage of conversations determined by Mongoose’s Al technology to be

resolved, based on whether all student inquiries were answered, and is a key engagement metric.
@ Resolved: The student’s need was met, and no further action was required.

Responded: The staff member replied, but the conversation remained unresolved, indicating a
possible follow-up.

fes

‘ Unresolved: The inquiry was left open-ended, signaling a potential engagement gap.

" ‘ =
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How do different topics get resolved?

Topics with the Highest Resolution Rates

Campus Visits: Conversations
about campus visits.

Scholarships/Aid: Conversations about
financial aid.

Withdrawal/Deferred Admissions:
Conversations that support students
making last-minute decisions about
enroliment.

Topics with the Lowest Resolution Rates
(High Opportunity Areas)

Student Life: Conversations that help

students understand campus culture,

_ : FELL 78%
housing, and extracurricular opportunities.

Applications: Conversations with
- o 1]

questions about applications & 77 ;{1

application processes.

Tech Support / Account Access:
Conversations about issues with 61%
logins and access.

mongoose
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® Anger Technical

B Fear Issues/Account Access

General/Other

Academics

|

Withdrawal/Deferment
Admissions/Application
Housing
Scholarships/Aid
Deposits/iFees

Student Life

Campus VisitiTour

2
#
3

il
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B Unresolved

Technical
Responded Issues/Account Access

39
Admissions/Application %
Scholarshipslaid
Academics

Housing

DepositsiFees
GeneraliOther
Withdrawal/Deferment

Student Life

Campus VisitiTour

i

2
3
H
i
E

L
L
L
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Resolution vs. Sentiment

Resolution vs. Sentiment:
High-resolution topics tend
to have positive sentiment

Sentiment Analysis: :
; - ) L Campus Visits
Al-driven analysis of conversation tone: Appreciation
(Positive Sentiment), Frustration (Negative Sentiment), or
Neutral. 88% . :
75%

Student Life

Resolved W Positive Sentiment

(i
mongoose ‘g” (RNL National Conference ss



Resolution vs.
Sentiment: High-
resolution topics
tend to have
positive sentiment

i
mongoose ‘g

Complex admissions processes have lower resolution rates:
¢ Scholarships & Financial Aid (78% resolved, 70% positive sentiment):

While most students appreciate financial aid guidance, these conversations

often require follow-ups, leading to a lower level of resolution,

e Applications (77% resolved, 64% positive sentiment):
Application-related conversations frequently involve multiple steps,
deadlines, and document submissions, contributing to longer resolution

times,
o Tech Support / Account Access (61% resolved, 50% positive sentiment):

Login and access issues generate frustration, leading to the lowest
sentiment among all categories.

Even difficult conversations maintain relatively high sentiment:

+ Withdrawal/Deferred Admissions (66% positive sentiment):
Although these discussions often involve dificult decisions, students still
appreciate clear guidance and support.

{ RNL National Conference 3



Students who

have a positive

first conversation _poste
are more likely

to continue

I I Neutral/Negative
engaglng Wlth Conversation
the Admissions
team
86% of students who start with a 62% of students who start with a
positive conversation go on to have neutral or negative conversation still
multiple conversations. continue engaging.

L
L

(RNL National Conference 3
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Frustration is related to higher opt outs

Opt-out rates vary by conversation type and sentiment

13 40/ Unlike typical message-based opt-out rates (which use total
. (4] c messages sent as the denominator), the rates here are calculated

based on opt-outs per conversation, not per message.
This distinction results in higher percentages and should not be
¢ directly compared to standard SMS opt-out rates.

1%

| 1.83%

Withdrawal/ Frustration-driven General Inquiries Campus Visits Appreciation-driven
Deferment-related Conversations Conversations
Conversations

Four-Year Institutions - Admissions
‘ |
mongoose ‘g* (RNL National Conference
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Conversations vs. notifications

A Text Conversation

Notifications and Reminders

A conversation is a series of text
messages exchanged between a
recipient and a sender within a specific
inbox over a rolling 3-day period.

Typically one-way triggered messages to
remind to nudge a student to take an
VS action.

e Longer, Ongoing Conversations:
Multi-message interactions that
require follow-ups

(
IIlOIlgOOSE t.? 'RNL National Conference 4



2x higher
8x higher
15x higher
21x higher
34x higher

mongoose ‘& (RNL National Conference



The power of
conversations
over
notifications

Students who engage in two-way
conversations—even brief ones—are 7.5x
more likely to take action than those who
Ll
L

receive static notifications.

[
mongoose ‘g*

How Conversations Improve Enrollment Outcomes

MNotification Conversation
Impact Impact

Application Completion 7% increase 34x increase
Enroliment Yield 2x increase 4x increase

Campus Visits 9x increase 45x increase
FAFSA Submissions 10x increase 13x increase

{ RNL National Conference
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The number of conversations matters

=EHEEE =uiEB

Enroliment Yield Rate FAFSA Completion Rate

/ )
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Best Practices for Admissions Teams

1 Optimize messaging timing Improve financial aid & application support
: Send messages during peak reply windows (afternoons, early . These categories have high student engagement but low
evenings, Mondays & Thursdays). resolution rates—optimizing these conversations can

significantly impact enroliment.

Keep it concise
z Shorter messages (under 100 characters) drive significantly higher ‘ Convert neutral conversations into positive ones
engagement. Schools should work to reduce neutral sentiment by
responding quickly, using empathetic language, and
ensuring staff training focuses on key student concerns,

Leverage Smart Messages
‘ Interactive, question-driven messages with a clear call to action
triple response rates. Improve response to unresolved conversations
E Hundreds of thousands of admissions inquiries remain
unanswered; optimizing response times and message clarity
Focus on conversations, not just notifications can significantly impact application completion rates.
h Engagement is 7.5x higher when students interact in two-way
messaging.
Address tech support frustrations: Students struggle
@ Wwith account access issues, leading to lower engagement.
0 Limit links & MMS Schools should ensure login and platform support are easily
Messages without URLs or images consistently perform better. accessible and efficiently handled.

mongoose ‘& (RNL National Conference
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Best Times to Engage: When Students Reply Most

Best Times The timing of a message plays 3 significant role in engagement.

to Engage: = e

g g L] 7AM, 2 PM, and 6 PM see the highest Fastest replies occur botween 2-4 Monday has the fastest response

reply rates, aligning with when students PM and 11 AM-1 PM. Mormings time, while weekends have

When are most available for outreach, and evenings tend to see slower the slowest—3-4x slower than
response times. weekdays,

Students
Reply Most

Worst Times of Day: Day of the Week Matters:

11AM, 5 PM, and 8-10 PM have « Best Days: Sunday and Wednesday
the lowest engagement, likely due yield the highest engagement.

to mid-day class schedules and late « Worst Day: Monday and Saturday
evening wind-down periods, have the lowest response rates,

mongoose ‘& (RNL National Conferance



Message Length: Keep it Short!

2X

Higher Reply Rates
Messages 100-150 characters vs
300+ characters

Four-Year Institutions - Student Success

(
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4.5x

Higher Reply
EN
Smart Messages
vs Regular
Messages

i
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2X

Higher Reply
Rates
Messages with
no images

3X

Higher Reply
Rates
Messages with
Questions

6X

Higher Reply
Rates
Messages with
no URLs

(RNL National Conference s



Common Conversation Topics

9%

Student Support Services

18%

Academics

37%

Other

36%

Appointments

-
-
.

mongoose
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How do different topics get resolved?

Topics with the Highest Resolution Rates

Student Life: Conversations about
housing, campus activities, and
engagement opportunities.

Graduation & Career Support:
Conversations about career coaching,
resume support, and job search guidance.

Appointments: Conversations about
scheduling and confirming meetings with
advisors or career counselors.

94%

87%

87%

Topics with the Lowest Resolution Rates
(High Opportunity Areas)

Financial Aid: Conversations about
student aid, such as eligibility, deadlines,

ol e 79%

or required documents.

Technical Issues/Support: Conversations
about logins, account access, and online
platform navigation.

Mental Health Support:
Conversations addressing mental
health services.

mongoose
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Resolution vs.
Sentiment: High-
resolution topics tend to
have positive sentiment

Sentiment Analysis:

Al-driven analysis of conversation tone:
Appreciation (Positive Sentiment), Frustration
(Negative Sentiment), or Neutral.

L
mongoose ‘g”

Resolution vs. Sentiment

94%

Student Life

87%

Graduation & Career Support

Resolved J Positive Sentiment

inHL Mational Conference
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Student Life
General
Academics
Graduation/Career

Appointments

Student Support
Services

Technical
Financial

Mental Health

mongoose §
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49%
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GraduationiCareer

Student Support
Services

Student Life

Appointments

Academics

Finaneial

General

Mental Health

Technical

W Prosithie
B Negathe
Keutral

38%
27%

( RNL National Conference s;



B Resolved

Responded Student Life
B Unresolved

Graduation/Career

Appointments

Student Support
Services

Academics
Financial
General
Technical

Mental Health

AieElimmnm_

i
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Resolution vs.
Sentiment:
High-resolution
topics tend to have
positive sentiment

i
mongoose ‘g

Complex student support conversations have lower resolution rates::

¢ Financial Aid (79% resolved, 61% positive sentiment): Financial aid

inquiries often invalve multiple steps, leading to more follow-ups and
student uncertainty.

e Technical Issues/Support (70% resolved, 50% positive sentiment):

Logins and account access remain common pain points for students,

reflected in lower sentiment and resolution rates,

Mental Health (61% resolved, sentiment data not specified):
Mental health conversations require sensitive, ongoing support, leading
to lower resolution rates.

Even difficult conversations maintain relatively high sentiment:

« Withdrawal/Deferred Admissions (66% positive sentiment):

While these conversations deal with major academic transitions, students

appreciate clear and supportive communication during these critical moments.

Academics (64% positive sentiment):

Students navigating coursework and academic concerns generally express
appreciation for guidance but may need further support to resolve their issues
fully.

| RNL National Conference
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Best Practices for Student Success Teams

Best Practices for Student Success Teams

1 Optimize messaging timing
Send messages during peak reply windows (momings, mid-
aftermoon, early evenings).

z Keep it concise
Shorter messages (under 150 characters) drive significantly higher
engagement.

Leverage Smart Messages
" Interactive, question-driven messages with a clear call to action
improve response rates by 4.5

h Focus on conversations, not just notifications
Engagerment is 7.5x higher when students interact in two-way
messaging.

O Lienit links & BMS
Messages without URLS or images consistently perform better,

L
L
-

e

Pricritize career & graduation conversations

These conversations have the highest resolution rates

and the strongest positive sentiment (B7% resolved, 75%
positive sentiment), reinforcing their role in student success,

Convert neutral conversations into positive ones
Institutions showld work to reduce neutral sentiment
by responding quickly, using empathetic language, and
ensuring staff training focuses on key student concerms.

Address unresoblved financial aid & tech support ssues
These topics have lower resolution rates, signaling a need
for clearer guidance, better staff training. and proactive
follow-ups.

Improve mental health support response strategies
Mental health inguiries remain the most unresohwed.
Institutions should ensure that these messages are met
with emgathetic, well-informed responses and referrals to
the right campus resources.

mongoose
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Advancement
[ Fundraising



Best Times to
Engage:
When Alumni
and Donors
Reply Most

[
mongoose ‘g*

Best Times to Engage: When Alumni & Donors Reply Most

The timing of 2 plays a significant role In engagy
Best Times of Day for Replies: Fastost Replies:
810 PM and 10 AM - 12 PM see the highest Fastest response tiones ocour
reply rates, indicating that alumni and donors are between 10AM - 3 PM, The
maore lkely to engage during bate morming and slowest response times happen in
evoning howrs,

the evening, betwoen 7-10 PM,

Worst Times of Day:

7-8 AM and 6-7 PM show lower
engagement, likely due to carly moening
routines and dinner-time schedules,

Earker in the week sees the fastest
rephies, with Sunday-Tuesday
ranking highest, and Saturday has
the worst response times.

Day of the Week Mattors less:

A weekdays perform equally well,
meaning Advancement teams
have flexiility in choosing when
to send outreach,

(RNL National Conference s



Message Length: Keep it Short!

2X

Higher Reply Rates
Messages 100-150 characters vs
300+ characters

Four-Year Institutions - Advancement

(
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2.5x

Higher Reply
EN
Smart Messages
vs Regular
Messages

i
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1.5x

Higher Reply
Rates
Messages with
no images

2.5x

Higher Reply
Rates
Messages with
Questions

2.5x

Higher Reply
Rates
Messages with
no URLs

(RNL National Conference ¢



What are
Alumni and
Donors
Talking
About?

[ "
-
.
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Common Conversation Topics

10%
Engagement &
Relationship Building

18%

Other

55%
Events &
Reunions

19%

Fundraising &
Donations

« Events & Reunions: Conversations coordinating alumni reunions,
homecoming events, and networking opportunities.

+ Fundraising & Donations: Conversations about annual giving, capital
campaigns, and donor pledges.

« Engagement & Relationship Building: Conversations focused on strengthening
alumni connections through university updates and personalized outreach.

( RNL National Conference
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How do
different
topics get
resolved?

L
L
.
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Topics with the Highest Resolution Rates

Opt-Out Requests: Conversations

ensuring that recipients’
communication preferences are

University Updates: Conversations
providing timely updates on institutional 90%
milestones and initiatives.

Data Correction/Confirmation:
Conversations addressing alumni records 90%
and ensuring donor data accuracy.

Topics with the Lowest Resolution Rates
(High Opportunity Areas)

Planned/Major Gift: Conversations where
donors are seeking information on estate
planning or major contributions.

39%

Scholarships & End
Conversations about how
contributions will be used.

Events & Reunions: Conversations
about event logistics.

(RNL National Conference ¢



Resolution vs.
Sentiment: High-
resolution topics tend to
have positive sentiment

Sentiment Analysis:

Al-driven analysis of conversation tone:
Appreciation (Positive Sentiment), Frustration
(Negative Sentiment), or Neutral.

L
mongoose ‘g”

Resolution vs. Sentiment

90%

Data Correction

90%

University Updates

Rescived B Positive Seatiment
Dats Comection and Universh ty Updates consistently yield high
resciution and positive sentiment ~showing that alumni appreciate

Institutions that maintain accurate recoeds and provide meaningful

updates.

.'jRHL Mational Conference o3
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Best Practices for Advancement Teams

Best Practices for Advancement Teams

“~y

c @ €

Optimize messaging timing
Target outreach during peak reply windows (late momings,
evenings, and weekdays),

Keep it concise
Messages under 150 characters drive significantly higher
engagement.

Leverage Smart Messages
Interactive, question-driven messages improve response rates by
2.5x,

Focus on relationship-building, not just donation asks:
Engagement and personalized outreach yield better long-term
donor retention.

Limit links & MM$S
Messages without URLS or images consistently perform better,

Reframe “resolution” as insight
In Advancement, an unresolved conversation isn't a fallure—it's

often a signal {e.g., 2 "no” to a gift or RSVP) that still provides value.

Staff should treat clarity and preference discovery as progress,

Grow major gift engagement early

Planned and Major Gift conversations are just 0.05%

of total outreach, but represent massive opportunity,
Focus on proactive, multi-touch strategies to build these
relationships aver time.

Refine fundraising follow-up strategies

Fundraising & Donation comversations see moderate
resolution and higher frustration. Donor fatigue may stem
from generic asks—tallor messaging to donor history and
Interests.

Enhance event-related messaging

Events & Reunions conversations (62% resolved, 50%
positive sentiment) can benefit from clearer logistics,
expectations, and timely follow-ups to reduce confusion
and increase turnout.

Double down on high-performing categories

Unéversity Updates and Data Corrections yield high
resolution and sentiment—continue using these to maintain
goodwill and reinforce your brand as organized, responsive,
and transparent,

[ileL National Conference ¢






Chat can be a high impact channel

83% 82%

Engagement Rate Self-service

Success Rate

(RNL National Conference ¢



Chat is a great way to help outside office hours

= ) Y
47%  98%  30%

of chat conversations of visitors interact of all follow-up

occur outside of with Al chatbots requests originate
normal office hours during off-hours from off-hours
conversations

ij.RHL Mational Conference o7
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