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About This Briefing

In June 2018, the Marketing and Recruiting Effectiveness Center (MREC) 
convened several cohorts of enrollment marketing and communications 
(M&C) professionals to share their challenges, explore top trends in the 
field, and discuss significant changes impacting their work. 

This briefing is a synthesis of the five most pressing issues that emerged 
across this series of conversations. These challenges surfaced across 
member institutions of all sizes, selectivity levels, and geographical 
locations. The MREC team will use these member-generated top issues 
to guide our forthcoming research agenda. 

This briefing is just one of a suite of resources MREC has produced to 
serve your enrollment teams. For access to our entire library, visit 
eab.com/mrec

Use This Briefing to:

• Shed light on current trends in enrollment M&C

• Educate other campus constituents about key challenges and 
needs of M&C at your institution and across the field

• Share questions with your team for departmental consideration 

• Identify early solutions to common problems

https://www.eab.com/
http://eab.com/mrec
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Inside This Briefing
5 Current Challenges in Enrollment 
Marketing and Communications

Many institutions treat digital activities as add-ons rather than a 
core component of their strategy, making their digital marketing 
disorganized and less effective.

Designing a Digital-First Strategy

1

Institutions are struggling to navigate resource and privacy 
concerns while meeting expectations students now have for 
personalization and high-touch engagement.

Creating Effective Personalization

2

Schools must draw student interest online with compelling, 
relevant content that encourages them to engage digitally and 
come directly to the school for more information.

Adopting an Inbound Marketing Methodology

3

Using data and analytics is a hot topic, but it is hard to identify 
the right analyses, the right data, and the right ways to translate 
insight to action.

Making Data-Driven Decisions

4

When individual teams or offices outreach independently, or when 
similar messages are duplicated across campus, prospects are 
likely to be overwhelmed and/or confused.

Streamlining Communications

5

https://www.eab.com/
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Institutions Need a Comprehensive Digital-First Strategy

All institutions have digital elements in their marketing and communication plan, but 
few can articulate a fully formed digital strategy. Digital capabilities are often tacked 
on to the fringes of existing marketing activity. However, M&C teams recognize the 
need for a digital-first strategy, both to keep up with the pace of change in this 
space and to better tie digital and online efforts to the core marketing and recruiting 
strategy of the institution. Members expressed that internal resistance to significant 
change or campus-wide slowness to adapt to digital needs regardless of division 
were the main roadblocks to implementing digital-first initiatives.

✓ SEO & SEM
✓ Paid & Organic

✓ Blog Posts
✓ Web Events
✓ Schedule

✓ CMS & CRM
✓ Marketing 

Automation
✓ Website

✓ Path Plan
✓ Access to

Easy Help

Search
Strategies

Social
Media

Digital

Strategy

Content &
Planning

Prospect
Experience

Technical
Architecture

✓ Best Platforms for Goals
✓ Regular Engagement

Innovative
Tactics

✓ New Mediums
✓ Unique Metrics

of executives identify overcoming internal resistance 

as a primary hurdle to embedding digital-first culture.72%
CGI Global 1000

2016 Executives Report

Digital Strategy Should Inform All Marketing Activities

#1 Designing a Digital-First Strategy

Many institutions treat digital activities as add-ons rather 

than a core component of their strategy, making their digital 

marketing activities disorganized and less effective.

https://www.eab.com/
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Allocating Efforts Across Traditional and Emerging Channels

Designing a successful digital-first strategy is the starting point to determining the 
right overall channel mix for your institution. With an ever-growing list of available 
channels, teams must decide where to focus efforts across various options. Which 
traditional approaches remain effective? How will emerging social media dominate 
tomorrow’s recruiting landscape? Progressive institutions identify “power platforms” 
where prospect engagement and visitor numbers are highest. These are the places 
students seek information and are receptive to the messages. Knowing your power 
platforms can help you decide how to strategically engage with various segments. 

of the overall budget marketing leaders spend is on 

channels they didn’t know existed five years ago. 34%
Salesforce Research

State of Marketing 2017

Looking Out of Industry for Guidance

Use Data to Inform Print and Email Campaigns

Email and print campaigns can be highly effective, but don’t think of them 
as a single-use tool; focus on tailoring messages to specific segments at 
strategic times to maximize their impact.

One Size Probably Shouldn’t Fit All

Schools should consider personas, target groups, or student segments when 
designing overall marketing campaigns. Different prospect groups respond 
better on certain channels, so use this to meet your prospects where they 
are, but keep in mind that not all segmentation is equally effective.

Identify Concrete Goals for Distinct Marketing Campaigns

Building affinity (love our brand, connect with us) and encouraging actions 
(visit our campus, apply now) are separate but complementary campaign 
types. Choose channels that your prospects use for these distinct activities 
by familiarizing your team with prospect social media behaviors.

46%
of your transfer 
students use YouTube 
to learn about campus

Create a video series 
for transfer students.

71% 
of your prospective 
students use Instagram 
to assess fit and culture

Host student takeovers 
of your Instagram.

55% 
of students’ parents 
want to connect on an 
official Facebook page

Create parent Facebook 
groups for each class.

Use Channel-Specific Insight to Inform Marketing Activities 

Illustrative Example

#1 Designing a Digital-First Strategy

https://www.eab.com/
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#2 Creating Effective Personalization

Prospective Students Expect Tailored Content From All Industries

Personalized marketing is rapidly becoming the status quo in commercial industries, 
and this has changed expectations. How can a small staff, a limited budget, and a 
long approval process compete with Amazon’s rapidness or the individual attention 
of style brands like Stitch Fix? Schools recognize the importance of personalization, 
but limited budgets restrict options. In addition, privacy and data issues make 
pursuing personalization more difficult.

As counterintuitive as it seems, our first step toward personalizing our 

communications is throwing everyone into the CRM and dividing them 

into clusters.
Vice President for Enrollment Management

LARGE PUBLIC UNIVERSITY

Questions Institutions Are Asking

Institutions are struggling to navigate resource and privacy 

concerns while meeting expectations students now have for 

personalization and high-touch engagement.

Common Barriers

to Personalization

Major Concerns on

Institutions’ Minds

• Legacy systems, weak or no 
CRM, limited technology

• Insufficient data on prospects 
to support tailored marketing

• Feasibility and scalability with 
large prospect pools

• The permissibility of student 
data used for marketing

• Whether targeted efforts are 
seen as helpful or invasive

• Building capacity efficiently 
without moving too quickly

Creating Natural, Helpful Experiences Without Turning Students Off

• What tactics turn students off? Does this vary based on funnel stage?

• Where is the line between helpful levels of personalization and invasive tactics?

Identifying Prospect Preferences and Employing them Effectively

• Do different prospect segments have different preferences we can meet?

• Is there an over-saturation point with personalized content?

Where to Start and How to Build Incremental Capacity

• Where is the best starting point, especially with limited technological capability?

• What is an efficient way to offer increasingly personalized content?

Defining What Makes Personalization Meaningful

• What tactics (like using mail merge) no longer seem truly personal?

• When and under what conditions do prospects respond better to personalization?

https://www.eab.com/
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Attract Visitors

• Create content to get 
early interest

• Use good keywords

• Be present on social 
media platforms

Inspire Action

• Use forms to gather info 
and issue calls to action

• Offer landing pages for 
specific activities (visit, 
attend event, etc.)

Potential
Students

Enrolled
Students

Strangers Applicants

Capture Students

• Log everything in CRM

• Push smart content based 
on their needs

• Proactively engage on 
multiple platforms

Higher Education Inbound Marketing At-A-Glance

Universities and Colleges Need to Adopt a New Marketing Mindset

Students’ online search habits have changed. Prospects start their search by going 
to the internet and looking for answers to questions about school choice, the job 
market, and academic programs. Even when they find their way to your site, they 
are less likely to fill out an inquiry form or contact you directly. In this new reality, a 
persuasive inbound marketing strategy—one that emphasizes producing valuable 
content that meets these needs and answers these questions that prospects have—
can bring organic online traffic to the institution and cultivate the relationships that 
bring strangers through the funnel, helping them become inquiries, applicants, and 
finally, enrolled students.

of organizations across the world consider inbound 

marketing their primary approach to marketing.75%
HubSpot Research

State of Inbound 2018 Global Report

Provide Content That Meets Needs at All Stages of the Funnel

At each stage of the decision-making process, prospects want different information. 
A good inbound strategy will leverage varied content that meets each new need in a 
way that also enhances institutional prominence in search results. Your goal is to 
encourage repeat visits and more touchpoints.

Create the content 
that people want

WHAT

Make the content 
easy to find

WHERE

Consistently produce 
new, timely content

WHEN

#3 Adopting an Inbound Marketing Methodology

Schools must produce compelling, relevant content online 

that piques prospective students’ interest and drives them to 

engage directly with the school for more information.

https://www.eab.com/
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Using data and analytics is a hot topic, but it is hard to 

identify the right analyses, the right data, and the right

ways to translate insight into action.

Translating Data into Insight into Action

Most institutions collect ample data, but this wealth of information is not enough—
schools need to develop strategic insights from data and then translate the insights 
into new actions. As M&C teams increasingly use more sophisticated marketing 
automation and CRM platforms, they are able to answer more nuanced questions 
with the data, but many struggle to decide the best starting questions to ask.

It isn’t enough to have data. Knowing what numbers matter and how 

to translate them into strategies and actions is critical to our success.

Head of Marketing for Enrollment Management

SMALL PUBLIC UNIVERSITY

Core Questions Institutions Have About Using Analytics

• How can we assess non-digital 
activities and compare them to 
digital performance?

• What are the abilities and 
limitations of the existing tools 
and software my institution has?

• What attribution model 
should and can we use to 
assess channel effectiveness?

• What unique metrics are 
other schools using that we can 
use for our own analyses?

Progressive Schools Employ Data Across the Funnel to Inform Strategy and Action

Inform a more measurable 
strategy around name 

buying and early marketing

How to reach new 
student markets?

Prospects Inquiries Applicants Admits

Better identify and market to 
the increasing pool of surprise 

or stealth applicants.

Which students am 
I likely to attract?

Offer qualifications that meet 
the current market demands 
of prospects and employers.

What programs are 
generating applications?

Improve funnel and yield 
projections throughout the 

recruitment process with data.

What does current data 
tell us about the future?

Create KPI and ROI measures 
for all stages of recruitment to 
continually assess success. 

Are there new metrics 
or models to help us?

#4 Making Data-Driven Decisions

https://www.eab.com/
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Decentralization and After-the-Fact Coordination Pose Challenges

Many M&C teams we spoke with expressed frustration at the quantity of messages 
that prospective students receive from various departments and units on campus. It 
is difficult to coordinate institutional messaging, but everyone recognized that this 
coordination creates a smoother and more engaging prospect experience. The task 
of organizing across the institution often falls to the M&C team.

328
The number of outbound communications one 
school discovered it was sending in a year to 
prospective students before enrollment.

2017 EAB Yield Communication Study

Financial aid office reminders, department head emails about recruiting events, 
admissions office updates, and many more can feel like an avalanche to prospects. 
Even schools that manage their enrollment messages centrally can find that other 
parts of campus, such as student housing or parking authorities, contribute to the 
quantity of communications reaching students’ inboxes.

When individual teams or offices outreach independently, 

or when similar messages are duplicated across campus, 

prospects are likely to be overwhelmed and/or confused.

#5 Streamlining Communications

Coordinating Marketing and Communications with Diverse Campus Constituents

M&C teams’ work spans across all manner of goals, priorities, and constituent 
groups on campus. Despite its wide reach, marketing and communications activity 
often lacks vital coordination, and many teams find that their role requires ongoing 
advocacy, whether it is to teach academic units the importance of being unified in 
outward prospect communications, to hone a singular institutional brand voice, or to 
manage the varied priorities that exist across campus.

Campus 
M&C Peers

Academic
Stakeholders

Boards and 
Executives

Enrollment
Teams

Cross-Silo Coordination

A lot of my job is serving as the go-between; I talk to our vendors, 

our board, our academic deans, and validate the actions our university 

takes in marketing.
Director of Enrollment Marketing

LARGE PUBLIC UNIVERSITY

https://www.eab.com/
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How Are Schools Coordinating Across Teams, Departments, and Campus?

A designated office overseeing communications can help maintain a consistent tone 
and brand.

Key Benefits

• Maintains coherent voice and messaging for the prospective students 

• Offers a clear hub for M&C decision-making, which can minimize confusion

Centralized Oversight

A shared calendar helps map content in real time for groups across the institution.

Key Benefits

• Help plan regular content releases and regulate content flow

• Ensure adequate use of various platforms and channels

• Centralize knowledge and coordinate content to avoid duplication or conflict

Editorial Calendars

These plans formally define what is sent to prospects from inquiry to enrollment.

Key Benefits

• Help clarify communication responsibilities

• Ensure message consistency, limit outgoing message volume

• Build campus-wide buy-in if co-created with other departments

Communication Plans

EAB produced an Integrated 
Prospect Communication 
Plan Toolkit. Download it here.

• Phase 1: Laying the Groundwork 
• Phase 2: Conducting the Audit Workshop 
• Phase 3: Enhancing Audit-Approved Communications 
• Phase 4: Implementing the New Communication Plan

#5 Streamlining Communications

Different tools and processes offer ways to manage every group at the institution 
that wants to reach prospective students directly. The top ways schools are tackling 
this task are through developing institutional communication plans, shared editorial 
calendars, and using varying degrees of centralized oversight.

https://www.eab.com/
https://www.eab.com/research-and-insights/enrollment-management-forum/toolkits/2018/prospect-communication-plan-toolkit-higher-education-enrollment-boost-yield
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MREC Thanks All Its Advisors

American University
Ryan Gregor
Senior Director, Enrollment Marketing 
Office

Baylor University
Jennifer McCrady
Associate Director of Admissions 
Communications

Central Michigan University
Steven Johnson
VP for Enrollment and Student 
Services

Embry-Riddle Aeronautical 
University
BJ Adams
Dean of Enrollment Management

Georgetown College
Jonathan Sands Wise
Vice President of Enrollment 
Management

Iowa State University
Cathy Curtis
Communications Director, College of 
Human Sciences

Kutztown University
Kenneth Browne
Enrollment Data Specialist

Sharon Tercha
AVP of Marketing and 
Communications

Longwood University
Jennifer Green
Associate VP Enrollment Management 
and Student Success

Loyola Marymount University
Dr. Maureen Weatherall
VP of Enrollment Management

Marist College
Sean Kaylor
VP of Enrollment Management, 
Marketing and Communications

North Carolina State University
Angela Brockelsby
AVP of Marketing, Communication & 
Outreach

Northern Illinois University
Sol Jensen
VP of Enrollment Management, 
Marketing and Communications

Ohio University
Breanne Sisler
Director of Communication and 
Academic Relationships

Cara Haughey
Manager of Communication and 
Academic Relationships

Rider University
Drew Aromando
VP of Enrollment Management, 
Executive Director of One Stop 
Services

South Dakota State University
Dr. Michaela Willis
Vice President of Student Affairs

Stetson University
Joel Bauman
VP of Enrollment Management

SUNY Plattsburgh
Catherine Keleher
Director of Marketing

Susquehanna University
Madeleine Rhyneer
VP of Enrollment and Marketing

Syracuse University
Tiffany Kirkland
Associate Director of Marketing & 
Communications

Texas A&M University
Joseph Pettibon
VP for Enrollment and Academic 
Services

Lindsay Gasek
Vice President for Enrollment and 
Academic Services

Texas Tech University
Ethan Logan
Associate Vice President for 
Enrollment Management

Jamie Hansard 
Executive Director of Admissions

The New School
Donald Resnick
Chief Enrollment and Success Officer

University of Arizona
Kasey Urquidez
VP of Enrollment Management and 
Dean of Admissions

University of Delaware
Kelly Ball
Associate Director, Marketing 
Communications and Visit Experience

University of Houston
De’Awn Bunch
Executive Director, Enrollment 
Services Communications Marketing

University of North Carolina at 
Charlotte
Lisa Meckley
Director of Enrollment 
Communications

University of North Carolina at 
Greensboro
Katie MacInnes
Director, New Student Marketing

University of Vermont
Amanda Waite
Director of Creative Communications

Vermont Tech
Amanda Chaulk
Director of Marketing and 
Communications

Virginia Tech
Alex Parrish
Director of Communications, 
Undergraduate Admissions

Dannette Gomez Beane
Director of Recruitment and 
Operations

Washburn University
Richard Liedtke
Executive Director of Enrollment 
Management

Ernie Webb
Director of Strategic Marketing & 
Communications

West Chester University
Joseph Santivasci
AVP for Strategic Enrollment 
Management

Megan Kauffman
Communications and Digital Media 
Content Manager

Winthrop University
Eduardo Prieto
Vice President for Access & Enrollment 
Management

https://www.eab.com/
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Full-Scale Enrollment Support

Research has always been at the heart of EAB. Today, our approach to harnessing higher 
education best practices has three core tenets: investigation, insight delivery, and the 
ignition of transformative action on campus. Enrollment Management Forum does this 
exclusively for enrollment leaders to help them address their unique challenges. 

Since complex problems require multifaceted solutions, we also apply these insights 
through a customized blend of technology and services. Our Enrollment Services 
offering, fueled by the market’s largest data asset, combines prescriptive analytics, 
smart recruitment marketing, and strategic advisory support to help colleges fulfill their 
enrollment mission.

Every day, we use data from 350+ clients, 1.5+ billion student interactions, and 
hundreds of research calls to give you real-time visibility into competitive market 
dynamics, shifting student trends, and proven practices so you can engage and enroll 
your most desired students.

Student 
interactions 
analyzed annually 

1.5B+
Data and analytics 
experts on staff to 
support EI  

100+
Average ROI of 
EAB Enrollment 
Services clients

7:1
Field marketing 
tests performed 
annually

300+

Your Enrollment Success, Powered by…

Prescriptive Analytics 
to provide real-time 
visibility and actionable 
insights about market 
trends, student 
behaviors, and key 
performance metrics

Smart Recruitment 
Marketing to engage 
students and parents in 
the right channels, with 
the right messages, at 
key moments across the 
recruitment journey

Enrollment Intelligence

Your enrollment 
success powered by 

Enrollment 
Intelligence (EI)

Strategic Advisory Support from 
expert practitioners to guide your 
recruitment strategy and counsel 
you at key decision points 

Visit us at eab.com/services/enrollment-services

https://www.eab.com/
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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.

Project Director

Molly O’Connor

Research Analysts

Sarah Stricker

Joanne Connelly

Managing Director

Carla Hickman

Enrollment Management Forum

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

Marketing and Recruiting Effectiveness Center

https://www.eab.com/
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