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Survey administered by phone in Feb-Mar ’10 

1,069 completed surveys 

95% confidence interval +/- 3% margin of error 



Rules of Engagement 

Web Content 

Online Habits 

Participants 



Participants 



Gender: 
�  Male 48.7% 
�  Female 51.3% 

Ethnicity: 
�  American Indian: 1.3% 
�  Asian: 6.4% 
�  African-American: 10.5% 
�  Hispanic 9.3% 
�  Middle Eastern: 0.4% 
�  White: 52.4% 
�  Other/Multi-Racial:10.9% 
�  Refused: 8.8% 

Stage: 
�  Prospect 6% 
�  Inquiry 11% 
�  Applied 22% 
�  Accepted 40% 
�  Deposited 5% 
�  Enrolled 15% 

Region: 
�  Midwest 23.4% 
�  Northeast 25.3% 
�  South 27.5% 
�  West 23.3% 

Demographics 



Grades: 
A  50.1%  
B  41.5%  
C  7.6%  
<C 0.8% 

College choice: 
State, 4-year 89.8% 
Private, 4-year 36.9% 
Community 13.5% 
Vocational 6.4% 
Online 4.5% 



Online Habits 



  

     

How often do you visit college and university 
Web sites? 

Every day 8% 
A few times a week 48% 
A few times a month 38% 
A few times a year 6% 



Where do they view college Web sites? Are you 
preparing your site for smart phones? 

At home 93% 
At high school 66% 
At a place with WiFi 25% 
At a public library 25% 
On a smart phone 23% 



Students find themselves on… 
Home page 65% 
Specific page 27% 
Random page 8% 

Where do they “land” on the Web site? 



Audience-centric 
navigation 



How do they learn about schools? 

89% information received in the mail 
80% parents, family, friends 
79% e-mail messages 
77% high school teachers or counselor 
75% finding the school’s Web site 
65% online search (Google, Yahoo, etc.) 
62% offline resource library/counselor’s office 
61% college fair 
45% online college planning site 
41% Web site advertisements for schools 
35% School-specific radio or TV advertisements 
34% Sporting events/athletic programs 
32% planning site sponsored by my high school 
31% camp, program or competition at a school 
21% billboards 



44% 	 Use Google or other search engines to
find school names they’ve heard of from 
parents or friends 

30%	 Use a site that matches them with schools 
that fit their profile 

20% 	 Enter words or phrases in a search engine
that describe the programs they are
interested in 

3% Guess at the URL until they get it 
3% Use NCAA or other similar sites 
1% research on social media sites 



What social media resources do they use? 

• 76% Facebook 
• 59% YouTube 
• 33% MySpace 
• 9%  NONE  
• 8% Twitter 
• 2% Gaia Online™ 
• 1%  High Five  

33% have searched for schools 
on these sites 

74% think schools should have a 
presence on social media sites 

–	 80% are looking for both
official and unofficial 
content 

–	 67% say it is ok for an 
admissions counselor 
they’ve been working with
to connect with them 
through social media 

76% say schools should create
their own private social networks 



Web Content 



WhatWhat’’s the Impact?s the Impact?

24% 
will REALLY take your 

school off their list because 
of a bad Web experience 

51% said it was because they 


couldn’t find what they wanted 
 



65% 
will become more 

interested because of a 
positive experience on 

your site 

WhatWhat’’s the Impact?s the Impact?

31% said it was because they 
found what they wanted 

21% said it was because 
the site worked well 

14% said it was because the 
content was helpful 



Content Matters! 

16% 

92%92%
76% 

8% 

If I don’t find what I need on the 
Web site, I’ll probably drop it from 
my list. 

I’ll be disappointed if a Web site 
isn’t helpful to me, but I will find
other ways to get information. 

The Web site isn’t really an
important information resource. 



When it comes to content, it’s all about academics, cost, 
and admissions requirements 

Top 10 Items % 
A list of academic programs or degrees 28% 
Cost/tuition/fees 21% 
Academic program details 19% 
Admissions requirements 9% 
Financial aid 5% 
Scholarships 4% 
Student life 2% 
Career options 1% 
Student activities 1% 
Ways to connect with admissions 1% 



Interactive Web Features 

81%81%

77%77%

68%68%

67%67%

64%64%

59%59%

58%58%



For the most part, campuses are keeping-up with the 

functionality needs of students when it comes to basic 


business items online 
 



The story is mixed with respect to other functions 



The rest of the list… 
Item “Extreme Value” & 

“A Lot” 
Portal site for admitted students 53% 
Way to have information sent by email 51% 
Brochures as PDFs on website 47% 
Way to have information sent in the mail 46% 
Videos 42% 
Faculty profiles 40% 
Live chat with someone from admissions 43% 
Photo galleries 44% 
Online chat with people from campus 34% 
Info about/connection to private social networks 31% 
Athletic recruitment interest form 38% 
Connection to Facebook or other social network 33% 
Student/faculty blogs 26% 
Way to have information sent by text message 22% 
Way to have information sent by instant message 13% 



More About Cost Calculators 

Have you ever used a calculator
that you found on a school’s site
that helped you estimate your
cost to attend? 

Yes 34%
 

No 66% 
 

How did that experience affect
your interest in attending that
school? 

Increased 31% 
Same 64% 
Decreased 5% 



Scholarship information
 
Have 
students 
answer 
quick and 
straightforward 
questions 
related to 
their 
scholarship 
eligibility. 



Scholarship results
 
Before 
students 
see the net 
cost, show 
them the 
kinds of aid 
they will 
receive 
specific to 
your 
institution. 



Financial aid information
 
After seeing 
scholarship 
information, 
have 
students 
answer 
questions to 
determine 
their financial 
aid eligibility. 



Net price
 

Your results 
page should 
display a 
breakdown of 
costs, lists 
scholarships 
they are eligible 
for, their 
estimated gift 
aid, estimated 
aid from other 
sources, and 
their estimated 
out-of-pocket 
expense. 



Rules of 
Engagement 



91% 


will give you an 
 

e-mail address 
 

70% 


claim to be offering 
 

their primary e-mail 
 

account 
 

� 43% at prospect/ 
inquiry stage 
� 36% at application stage 
� 13% at acceptance 
� 8% at final decision 



And colleges are increasing their e-mail 
presence, but probably not fast enough 

53% of 4-year publics and 75% of 4-year privates use an external provider to 
deliver e-mail 



Notice the increasing number of colleges 
collecting parent e-mail 



78% currently send or receive 
text messages 

Would or have they encouraged a college 
representative to send them a text? 

• NO—67% 
• Yes, if it is someone they’ve been working with— 

15% 
• Yes, if they need a fast answer to a question—9% 
• Yes, if they’re really interested in learning more 

about a school—9% 



Yet, a growing number of schools are collecting 
cell phone numbers and delivering text messages 



Ten takeaways 

1. 	 Go mobile with your Web site 

2. 	 Recognize that students utilize multiple 
communication channels and use them to 
drive traffic to your site 

3. 	 Focus Web content on academics, 
cost/affordability, and admissions requirements 

4. 	 Deploy a net cost calculator that supports your 
enrollment management efforts 



Ten takeaways 

5.	 Build a presence on social networking
sites, especially “down funnel” and build 
your own private social network 

6. Aggressively collect and utilize e-mail for
both students and parents 

7. 	 Make sure your e-mail messaging is
focused on your lead recruiting
messages and points of difference 

8. Be careful with text 



Ten takeaways 

9. Utilize permission marketing to align your 
communication strategy to student wants 
and needs 

10. Invest in evaluation of your e-recruitment 
strategy 



Discussion and 


Questions 
 




