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Who Should Read This

• Enrollment Managers

• Admissions Directors 
and Leadership

• Campus Visit Directors 
and Coordinators

• Staff Members Serving 
Campus Visit Functions

Answers to Common Questions About School 
Selection and Campus Visit Design



©2018 by EAB. All Rights Reserved. 36232B 2 eab.com

LEGAL CAVEAT

EAB Global, Inc. (“EAB”) has made efforts to 
verify the accuracy of the information it provides 
to members. This report relies on data obtained 
from many sources, however, and EAB cannot 
guarantee the accuracy of the information 
provided or any analysis based thereon. In 
addition, neither EAB nor any of its affiliates 
(each, an “EAB Organization”) is in the business 
of giving legal, accounting, or other professional 
advice, and its reports should not be construed as 
professional advice. In particular, members 
should not rely on any legal commentary in this 
report as a basis for action, or assume that any 
tactics described herein would be permitted by 
applicable law or appropriate for a given 
member’s situation. Members are advised to 
consult with appropriate professionals concerning 
legal, tax, or accounting issues, before 
implementing any of these tactics. No EAB 
Organization or any of its respective officers, 
directors, employees, or agents shall be liable for 
any claims, liabilities, or expenses relating to (a) 
any errors or omissions in this report, whether 
caused by any EAB organization, or any of their 
respective employees or agents, or sources or 
other third parties, (b) any recommendation by 
any EAB Organization, or (c) failure of member 
and its employees and agents to abide by the 
terms set forth herein.

EAB is a registered trademark of EAB Global, Inc. 
in the United States and other countries. Members 
are not permitted to use these trademarks, or any 
other trademark, product name, service name, 
trade name, and logo of any EAB Organization 
without prior written consent of EAB. Other 
trademarks, product names, service names, trade 
names, and logos used within these pages are the 
property of their respective holders. Use of other 
company trademarks, product names, service 
names, trade names, and logos or images of the 
same does not necessarily constitute (a) an 
endorsement by such company of an EAB 
Organization and its products and services, or (b) 
an endorsement of the company or its products or 
services by an EAB Organization. No EAB 
Organization is affiliated with any such company.

IMPORTANT: Please read the following.

EAB has prepared this report for the exclusive 
use of its members. Each member acknowledges 
and agrees that this report and the information 
contained herein (collectively, the “Report”) are 
confidential and proprietary to EAB. By accepting 
delivery of this Report, each member agrees to 
abide by the terms as stated herein, including 
the following:

1. All right, title, and interest in and to this 
Report is owned by an EAB Organization. 
Except as stated herein, no right, license, 
permission, or interest of any kind in this 
Report is intended to be given, transferred to, 
or acquired by a member. Each member is 
authorized to use this Report only to the 
extent expressly authorized herein.

2. Each member shall not sell, license, republish, 
distribute, or post online or otherwise this 
Report, in part or in whole. Each member shall 
not disseminate or permit the use of, and shall 
take reasonable precautions to prevent such 
dissemination or use of, this Report by (a) any 
of its employees and agents (except as stated 
below), or (b) any third party.

3. Each member may make this Report available 
solely to those of its employees and agents 
who (a) are registered for the workshop or 
membership program of which this Report is a 
part, (b) require access to this Report in order 
to learn from the information described herein, 
and (c) agree not to disclose this Report to 
other employees or agents or any third party. 
Each member shall use, and shall ensure that 
its employees and agents use, this Report for 
its internal use only. Each member may make 
a limited number of copies, solely as adequate 
for use by its employees and agents in 
accordance with the terms herein.

4. Each member shall not remove from this 
Report any confidential markings, copyright 
notices, and/or other similar indicia herein.

5. Each member is responsible for any breach of 
its obligations as stated herein by any of its 
employees or agents.

6. If a member is unwilling to abide by any of the 
foregoing obligations, then such member shall 
promptly return this Report and all copies 
thereof to EAB.
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About EAB

EAB is a best practices firm that uses a combination of research, technology, 
and data-enabled services to improve the performance of more than 1,300 
educational organizations. EAB forges and finds the best new ideas and proven 
practices from its network of thousands of leaders and then customizes and 
hardwires them into every level of member organizations, creating enduring 
value. For more information, visit eab.com.

About the Enrollment Management Forum’s Marketing and Recruiting 
Effectiveness Center (MREC)

MREC is EAB’s new research resource for enrollment teams, supporting 
strategic decision-making and targeted improvement efforts in marketing and 
recruiting. Our research team continually evaluates existing and emerging 
ideas and pinpoints those that are the most viable.

MREC shares new findings each quarter through a suite of deliverables, 
including:

• Short research briefs and white papers

• Live webinars

• Expert takes on emerging issues

• Decision-making tools and discussion guides

https://www.eab.com/
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Source: “Beyond the Campus Tour: College Choice and the Campus Visit,” Okerson
(2016); EAB Enrollment Services Deposit IQ (2017); EAB interviews and analysis.

What Factors Matter Most in School Selection?

Prospective students’ minds may seem like black boxes, but there is clear evidence that a few 
core factors matter when they make a final decision. Understand what areas are the most 
influential to students, and shape your campus visit messaging based on these factors. 

12%

13%

14%

Cost of attendance

Academic reputation

Campus environment

Top Reasons for Choosing Another Institution

It also matters what visitors are saying about campus visits themselves. In an analysis of 77 
online discussion comments about good and bad campus visits, we uncovered some of the 
common drivers for enjoying—and not enjoying—a campus visit. In order of importance:

Reasons Students Liked
a Campus Visit

• Welcoming campus environment or culture

• Good, personable tour guide

• Liked the location of the school

• Great campus facilities and amenities

Reasons Students Disliked
a Campus Visit

• Bad or ineffective tour guide

• Campus facilities issues

• Poor staff or faculty interaction

• Unwelcoming campus environment or culture

Campus Visit Insights from Online Discussion

These concerns can be addressed by 
thoughtful institutional messaging during 
visit, but should not be the main focus.

These concerns can be addressed by 
thoughtful institutional messaging during 
visit, but should not be the main focus.

This top factor that determines whether a 
student feels the school is the “right fit” 
can only be experienced by visiting the 
campus.

Self-Check: Do You Address These Top Factors?

Our tour guides go through training in both 
school knowledge and people management.

The admissions team has a relationship with 
the campus facilities and maintenance teams.

Faculty involved in campus visits and events 
are thoughtfully matched with prospects.

Every staff member on campus knows how 
to greet a visitor in a welcoming way.

Info session or financial aid panel discusses 
cost and ways to afford the college.

Academic reputation is demonstrated 
through more than just ranking data.

The School Also Needs to “Feel Right”

One often overlooked factor is that students need to be 
able to see themselves on campus—the experience of 
visiting needs to inspire them to picture a future there. 

Visitors to campus will see both students and 
faculty who reflect their own identities.

The campus visit emphasizes what there is to 
see and do in the school’s local area.

https://www.eab.com/
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Source: Communication Preferences: How to reach the next generation of college-bound 
students (2016); Communication preferences: Insights and implications from our 2017 
Student Communication Preference Study (2017); EAB interviews and analysis.

When Should We Aim to Get Students on Campus?

There are certainly merits to getting students on your campus as early as possible—increased 
brand awareness and creating a regional pipeline of students chief among them—but when it 
comes down to post-decision analysis, it is clear that visiting a campus later in the decision-
making process is ultimately more beneficial to the student and a better indicator of a student’s 
likelihood to yield.

EAB Campus Visit Timing Recommendations

• Begin to consistently invite students to visit when they are rising juniors, and 
continue this message for the rest of the time they remain in your funnel.

• Focus your strongest efforts on those students who report getting the most use out 
of a visit—your junior and senior prospects.

• Study your own yield rates for visitors and determine if visits later in the cycle (i.e., 
between January 1 and May 1) yield at higher rates than earlier visits. If this anecdotal 
trend is present on your campus, your visit invitation strategy should reflect this.

42.2%

33.0%

49.6%

Percentage Reporting the Campus Visit as
a Helpful Source of Information

All Juniors Seniors

Some Students Begin Their Search Very Early, But Most Still Wait

Students continue to start their college 
search earlier, and many schools need 
to evaluate whether getting students 
on campus earlier impacts yield.

The majority of students (63%) still 
consider their junior and/or senior 
years as the beginning of their search.

The Campus Visit Remains Most Useful During the Senior Year

The later students are in their high 
school careers, the more likely they 
are to view the campus visit as a 
helpful source of information. 

Something to Watch:

In single-institution analyses, there 
is even evidence that of the seniors 
who visit, those who come closer to 
deposit day yield at a higher rate.

The majority of students (63%) still 
considers the junior and/or senior 
years as the beginning of their search.

11%

8%

18%

43%

20%Pre-freshman

Freshman

Sophomore

Junior

Senior

https://www.eab.com/
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Source: EAB interviews and analysis.1) EAB data collection of 223 institutions’ campus visit practices.

What Are Other Schools Doing for Campus Visits?

This model is the starting point for any talk 
about innovating on-campus visits. It is the 
most prolific, with 84% of schools’ general 
visits1 using one of the following structures:

Walking 
Tour

Walking 
Tour

General 
Info

STEM 
Info

Dorm 
Tour

Dorm 
Tour

Walking 
Tour

General 
Info

Financial 
Aid

Info Tour Special

9am

11am

1pm

A Conference-Style Model A Completely Personalized Model

Tour
(Theme 1)

Information 
Session

Tour
(Theme 2)

Rethinking the tour structure:

Rethinking the information session:

Traditional 60-min Information Session

Student 
Life

Financial 
Aid

How to 
Apply Q&A

Rotating Small Group Discussion Panels

9:30am Roundtable talk (admissions)

11:30am Science-focused academic life tour

12:30pm Lunch with Dr. King (biology)

2:00pm Student shadow with Mindy

We are so happy you’re here today. Based on 
our conversations with you, we have arranged 
the following itinerary for your day:

Optional: Coffee with the Dean at 10:45am

Campus
Tour

Information 
Session

Information 
Session

Campus
Tour

The Essential Model The Modified Essential Model

What This Model Does Well
• Touches on the core visitor expectations
• Provides a reliable framework for visit

Drawbacks of This Model
• Difficult to differentiate between schools 
• Commits visitors to two long activities

What This Model Does Well
• Breaks up the monotony of info sessions
• Innovates on the standard visit model

Drawbacks of This Model
• Creates more timing and logistics for staff
• Requires more staff to host tours or panels

What This Model Does Well
• Provides a way to mass-customize visits
• Still incorporates the essential elements

Drawbacks of This Model
• Suited for large visits/events (i.e., open houses)
• Requires significantly more scheduling

What This Model Does Well
• Fully personalizes the campus visit experience
• Provides only the elements the prospect wants

Drawbacks of This Model
• Resource-intensive from scheduling to day of
• More realistic for lower volumes of visitors

https://www.eab.com/
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Source: EAB interviews and analysis.

What Are Other Schools Doing for Niche Groups?

Increasingly, institutions are creating unique offerings based on the groups that are not well-
served by their basic tour days. If that group is large enough, create a tailored program that will 
bring those students to your campus in the fall. If you find it difficult to identify groups, current 
students can weigh in on the particular challenges they may have faced in enrolling as members 
of these various groups, so use your student team’s experiences to help inform new programs.

If Standard Hours Don’t Work…

Sunset Tours can show off the campus 
in a literal new light. Plus, these tours are 
offered later in the day, opening campus 
to visitors who can’t come during normal 
hours (such as those who work or would 
have to make a long journey to attend a 
morning tour).

Also consider weekend or spring break tours.

If You Have Specialized Groups…

Dedicated info days such as Homeschool 
Day or First-Generation Student Day 
can build on the logic of classic days such 
as Transfer Days. Recruit attendees by 
sharing with relevant community groups. 
If identifying special groups is hard, ask 
current students for recommendations.

These can be offered multiple times if needed.

If There Are Language Barriers…

In markets where student or their parents 
are not comfortable learning about the 
university in English, there has been a 
push to offer language days to support 
these communities. These work best if 
staff and students are not only fluent but 
also culturally aware of different needs.

Expand this to international virtual events.

If You Can Offer Constructive 
Sessions for the Community…
Create workshop events to get students 
on campus to achieve other goals and let 
them visit as a side benefit rather than a 
main attraction. College planning days 
and portfolio workshops are popular. 
Students value hearing directly from you,  
and these events help win over parents.

Engage high school counselors in outreach.

If International Prospects Are 
Hard to Reach…
Engaging groups of students can happen 
off campus entirely. For international 
students, engaging through their main 
apps—such as WeChat sessions for 
Chinese students or WhatsApp sessions 
with Latin American students—can help 
bridge the distance and meet their needs.

Be mindful of firewall and data limitations.

If You Have Yield Loss Points…

Create days that recapture the interest of 
prospective students before they melt. 
Depending on the point in the enrollment 
funnel that you have challenges, these 
could be anything from early application 
decision days in late fall to activity-
themed summer orientation events.

Use these to proactively answer questions.

https://www.eab.com/
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1. Select which of the above tools to 
use for a live-cast event.

2. Determine a targeted group of 
prospects and invite them early 
and often.

3. During the event, make sure there 
are at least two people presenting 
to maximize their responses to 
emerging questions and topics.

4. Record the live-cast event so it can 
live online as a resource for those 
who missed it.

Campus Visit Fact Sheets Series

Source: EAB interviews and analysis.

How Do We Ensure Our Campus Is Accessible to All?

As strategic enrollment goals continue to push for increased diversity of many kinds—high-
achieving, first-generation, underrepresented demographics, international—many enrollment 
managers find it challenging to get these interest groups onto the campus itself. Addressing the 
cost or travel barriers requires careful design because the best practices require dedication of 
resources in order to make noticeable impacts in enrollment.

Fund Their Travel Engage Virtually

Campus Visit Stipends

• Dedicate a set amount of money to 
pay toward a student’s visit, usually 
once they have been accepted.

• These can be tied to an application 
process or a special student status, 
but usually they are broadly offered.

Virtual Tours

• Most schools have virtual tours 
online, so it is quickly becoming an 
expectation in the market.

• The easiest-to-implement solution is 
to hire a vendor, though this means 
most virtual tours look alike.

Two Strategies for Increasing Campus Visit Access

Live-Cast Events

• Online events leveraging social media 
offer much greater convenience and 
facilitate interaction and discussion.

• The large reach of internet events and 
the ability to quickly follow emerging 
trends in questions are unparalleled.

Strategic Visit Programs

• Engage a target group by creating a 
financial incentive (low cost or free 
travel) to visit campus.

• Dedicate travel funds to students who 
would otherwise not be able to visit.

Live-Cast Event ToolboxTravel Program Ideas

Bus-In 
Programs
Great for building 
partnerships with 
regional schools

Fly-In 
Programs
Can take some of 
the huge expense 
out of visiting

Travel Tuition 
Waivers
Incentivize visitors 
to later enroll by 
giving them a fall 
tuition discount

High-Touch 
Visit Days
Free, application-
only visit offering 
college prep advice 
and mentoring

https://www.eab.com/


©2018 by EAB. All Rights Reserved. 36232B 8 eab.com

Advisors to Our Work

With Sincere Appreciation

The Enrollment Management Forum is grateful to the individuals and organizations that shared their 
insights, analysis, and time with us. We would especially like to recognize the following individuals 
for being particularly generous with their time and expertise.

Baylor University
Dr. Sinda Vanderpool
Associate Vice Provost 
for Academic Enrollment 
Management

Ross VanDyke
Director of Admissions 
Recruitment

Jessica King Gereghty
Assistant Vice President of 
Undergraduate Admissions 
and Enrollment

Lynn Wisely
Director of Undergraduate 
Enrollment Initiatives

Central Michigan University
Steven Johnson
Vice President Enrollment 
and Student Services

Clarion University
Carrie Thompson
Assistant Director of Admissions

Clemson University
Kaela Gardner
Freshman Admissions Counselor 

Jessie Hackel
Experience Clemson 
Center Coordinator

Gettysburg College
Gail Sweezey
Director of Admissions

Hamline University
Mai Nhia Xiong-Chan
Dean of Undergraduate 
Admission and Financial Aid

Hendrix College
Jennifer McKenzie
Associate Director of 
Campus Visitation

Lynn University
Tierra Thompson
Campus Visit Coordinator

Metropolitan State 
University of Denver
Vaughn Toland
Director of Admissions

Northern Arizona University
Chad Eickhoff
Director of Undergraduate 
Admission

Chris Phillips 
Assistant Director, 
Welcome Center

Sara-Jean Gilbert
Assistant Director of Admissions

Primacy
Jeff Johnson
SVP of Strategic Practices / 
Managing Director

Regis University
Kim Frisch
Dean of Admissions

Render Experiences
Jeff Kallay
Principal

University of Colorado 
Colorado Springs
Chris Beiswanger
Director of Admissions

University of North 
Carolina at Charlotte
Tina McEntire
Associate Provost of 
Enrollment Management

University of Texas at Austin
James Tolleson
Assistant Director of Admissions 
& Director of Visitor Services

Wartburg College
Edith Waldstein
Vice President of 
Enrollment Management

Todd Coleman
Assistant Vice President 
for Admissions

William Paterson University
Daniel Baker
Admissions Counselor

https://www.eab.com/
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