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How Data Science Reveals Key Differences Among Your Students

The Gen Z
Persona

While students in Generation Z have many shared characteristics, they are certainly not a
monolith. We decided to take a closer look at this much-analyzed generation in order to
surface the differences that matter to the college-search process.

Powered by data from over 2.6 million unique students, we utilized statistical analysis
tools to isolate and categorize demographic and behavior patterns. This analysis revealed
four distinct student segments and six distinct affinity groups. Together, these groupings
form student personas that can be used to test and inform marketing strategies.
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paint a more complete
picture of a student'’s
identity, allowing you
to determine the best
way to serve that
individual student.

College with STEM
research opportunities

LIKELY TO BE

Male, engaged with a
high number of schools,
visible early

College committed
to volunteering

LIKELY TO BE

Female, engaged
with a low number of
schools, interested in
health or education

College with compelling
social activities

LIKELY TO BE
Female, engaged with a
low number of schools

College with strong aid
package and diversity

LIKELY TO BE
Female, minority,
starting the college
search late

Top research university
in a metropolitan area

LIKELY TO BE
Female, engaged
with a high number
of schools

College with a
religious affiliation

LIKELY TO BE

Female, engaged
with a high number
of schools, open to
parental involvement

Segment =~ Affinity Groups = Student Persona
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