
Digitally savvy and ROI focused, 
Jeremy spends a year researching 
di�erent degree types and schools 

Armed with information, Jeremy begins 
to engage with program-specific emails 
from Whitehurst University.¹

Jeremy’s Journey 

Encouraged by a 
discounted o�er, Jeremy 
starts an application.

He completes 
his application 
the same day.

Jonathan’s Journey

Though balancing work, 
family, and school will be 
challenging, Jonathan 
begins to explore part-time 
masters program options 

After learning about 
Whitehurst’s flexible, 
accelerated MBA 
programs, Jonathan 
more seriously 
considers applying.

While commuting, he reads an 
email saying that Whitehurst’s 
deadline is coming up and 
starts completing the 
application on his phone.

Jonathan finishes his 
application across 
multiple nights, after his 
kids have gone to bed.

Stephanie’s Journey

While she is not sure if/when she will return to school, Stephanie 
welcomes information from her alma mater about degree 
opportunities in her field. To keep her options open, she takes the GRE.

As she is preparing to apply to her 
alma mater, her employer o�ers 
her an exciting new opportunity. 

She forgoes applying in favor of 
focusing on work. She plans to 
reevaluate her options next year.

Every student’s path is di�erent—are you prepared to respond?

JOURNEY TO ENROLLMENT
Adult LearnerTHE COMPLEX

Finding and enrolling right-fit students for your graduate and online programs 
is challenging in part because every adult learner has unique motivations, 
expectations, and timelines. Some prospective students research their options for 
three years and still choose employment over enrollment, while others will move 
from research to application in three months. To recruit adult learners, schools 
need to be hyperresponsive to engagement cues and signals, which requires 
advanced analytics and the ability to personalize communication at scale. 
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Marketing to Jeremy

Stephanie receives emails promoting relevant programs 
as part of a young-alumni targeting strategy. 

After registering for the GRE, she receives 
personalized ads, which she shares and likes.

Prior to the test, she receives a well-timed email 
from her alma mater wishing her good luck

Opens a deadline reminder email. Replies 
that she has decided to apply in a future term. 

Stephanie is placed in the graduate newsletter stream, 
respecting her intent, but keeping her informed 

Whitehurst uses analytics to target Jonathan with 
part-time MBA programs geared towards working parents. 

Jonathan engages with Whitehurst’s micro-survey email, 
sharing concerns about balancing family and work. 

Receives a nurturing email series featuring 
flexible options and data on time to degree 

In response to incomplete application, receives text 
messages nudging him to complete by deadline  

Leveraging consumer data, Whitehurst targets Jeremy 
with display ads on their degree completion options

Across the year, Jeremy receives additional targeted ads 
highlighting the benefits of degree completion.

While on LinkedIn, Jeremy downloads a white paper from Whitehurst, 
“Five Reasons You Need to Earn Your Bachelor’s Degree.”

Engages with a micro-survey email, revealing motivations 
and concerns and about completing his degree

Received customized communications based on survey 
response, focused on the ROI of a Whitehurst education

Marketing to Jonathan 

Marketing to Stephanie

Completes application after receiving a personalized 
o�er for a discounted application fee

2 Months 6 Months 1 Year 1.5 Years 2 Years 2.5 Years 3 Years

KEY: UNDERSTANDING THE STAGES OF THE STUDENT JOURNEY  

Data-Driven Marketing for 
Each Adult Student Journey

Busy working parent interested in an advanced degree to secure a new job

Working twenty-something with some college credit, curious about the value of finishing his degree

Engaged young alumna looking to upskill in a fast-paced industry 

1. Whitehurst is a fictional university.
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Learn how we can help you achieve your 
adult learner enrollment goals at eab.com/alr 


