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Zoom Features and Settings
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Zoom Features and Settings
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1 Transfer Maturity Curve

Best Practice 3: Create Transfer-Friendly
Website and Self-Services Resources

Best Practice 4: Promote Transfer and Provide
Detail on Cost, Credit, and Completion

4 Closing and Next Steps
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Transfer Maturity Curve

Brief Recap of Previous Intensive Sessions
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Transfer Intensive Series

Register for the Final Session and Encourage Your Colleagues to Attend!

Four-Part Series

. e O O >
\J \J \J o
Session 1 Session 2 Session 4
February 9th April 13th September 14th
Introduction to the Building a Transfer Creating Awareness for Effectively Yielding and
Transfer Maturity Foundation your Transfer Program Supporting Incoming
Curve and Self- and Transfer Portal Transfer Students

Assessment Overview

é‘. Register for the final session

Click Here to Visit the
Registration Page
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Transfer Maturity Curve

Spanning the student lifecycle from
foundation, awareness, to yield and support

Expanded

Process changes
informed by best

Strategic
Objectives align with
institutional goals

Strategy informed by
historical and current
data trends

Transformative

Consistent and
ongoing evaluation
of impact informs
future iterations
Focus shifts to
increasing impact
and scale of people,

imi rocesses, and
Limited practice, focused ~ Process changes fechnology
Processes on efficiencies informed be besdt . bedded
implemented . practice, focused on anges embedde
Absent ]ncl::)nsistenﬂy Evaluation outcomes into daily workflow
: focused only on
Little to no ) A Evaluation inclusi and team culture
understanding of Little to no process metrics valuation inclusive
current evaluation of of process and
pfcesses efforts outcome metrics

vl | vz [ eais | iewis

Prioritize Institutional
Support for Transfer
Students

Build Community College
Partnerships and Transfer

Foundation

Create Transfer-Friendly
Website and Self-Services
Resources

Promote Transfer and
Provide Detail on Cost,
Credit. and Combletion

Awareness

Qualify and Engage
Prospective Transfer
Students

Conduct Timely and
Consistent Credit
Evaluations

Provide Early Transfer
Advising, Onboarding, and
Support

Yield & Support
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Create Transfer-Friendly Website
and Self-Services Resources

Maturity Curve - Awareness

12
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Maturity Curve — Awareness, Best Practice 3

Absent

Website navigation is
challenging; website is
desktop first design and
unresponsive to various
screen sizes (e.g., mobile,
tablet); analytics are not
embedded.

Limited
Level 1

Transfer content is
fragmented across multiple
pages and requires extensive
navigation to locate (5+
clicks from institution home
page); website is desktop
first design and somewhat

Maturity levels defined

ponsive to various screen
zes; analytics are
mbedded but not used.

Transfer guides do not exist.

Transfer guides at the
institution-level exist but are
not always updated and may
not be publicly available.

Strategies by level,
specific to each track

Little to no self-service tools
available during admissions
process; staff are required to
inform students of most
information and complete
almost all actions.

Evaluation
Metrics

Institutions have multiple
admission apps, websites, or
tools for students to access
information, but resources
lack clarity and/or detail on
transfer; students rely on
staff for basic transactions.

Little to no evaluation of
efforts. I

Expanded
Level 2

Transfer content is available
on a dedicated transfer
section and can be found
with relative ease (3 clicks
from institution home page);
website is desktop first
design and responsive to
various screen sizes;
analytics are embedded and
reviewed on an ad hoc basis.

Transfer guides at the
institution-level and some
programmatic-level exist,
with efforts to ensure
accuracy and availability
online and on the community
college website.

Institutions have centralized
repository of transfer
resources with clear value
propositions and
comprehensive FAQ;
students can resolve most
common problems on their
own.

Evaluation focused only on
process metrics.

Strategic
Level 3

Transfer content is
prominently displayed on a
dedicated transfer section of
the admissions website and
is easy to locate (2 clicks
from institution home page);
website is mobile first
design; analytics are
embedded and regularly
reviewed by some but not all
key stakeholders.

Transfer guides at both the
institution-level and
programmatic-level exist; all
guides are up to date,
centralized. and available
online and on the community
college website.

Admissions alerts and
messages include clear next
steps and tools to allow
students to take immediate
action; self-service strategy
is managed by key transfer
cross-functional departments
(e.g., Admissions, Registrar,
Financial Aid).

Evaluation inclusive of
process and outcome
metrics.

Transformative

Level 4

Transfer content is easy to
locate (1 click or less from
institution home page) with
dynamic linking that reduces
number of clicks and eases
navigation of information;
website is mobile first
design; analytics are
collected and regularly
reviewed by Marketing to
optimize the user experience.

Program-specific transfer
guides are made available to
community college students
within their first semester at
the college; guides are
routinely evaluated for
effectiveness, incorporating
student and advisor
feedback.

Manual processes have been
replaced by self-service tools
in order to improve student
utilization; staff time is
assessed and reallocated
regularly.

Consistent and ongoing
evaluation of impact informs
future iterations.

Suggestions for process and outcome metrics to track progress, specific to each track
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3 Tracks to Create Transfer-Friendly Materials

3a

3b

3cC

Transfer Admissions Website

Transfer content is easy to locate and
navigate. Visitor data are used to
inform user experience changes.

Transfer Guides

Program-specific transfer guides are
provided to community college
students and guides are routinely
maintained.

Self-Service Resources

A centralized repository of transfer
materials exists, and self-service tools
improve student utilization.
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Track 3a: Transfer Admissions Website

Pre-Work Reflection & Share Out

What is your institution’s level of Transfer Maturity?

Absent

Website navigation is
challenging; website
is desktop first design
and unresponsive to
various screen sizes
(e.g., mobile, tablet);
analytics are not
embedded.

Limited

Level 1

Transfer content is
fragmented across
multiple pages and
requires extensive
navigation to locate
(5+ clicks from
institution home
page); website is
desktop first design
and somewhat
responsive to
various screen
sizes; analytics are
embedded but not
used.

Expanded
Level 2

Transfer content is
available on a
dedicated transfer
section and can be
found with relative
ease (3 clicks from
institution home
page); website is
desktop first design
and responsive to
various screen sizes;
analytics are
embedded and
reviewed on an ad
hoc basis.

Strategic
Level 3

Transfer content is
prominently displayed
on a dedicated
transfer section of the
admissions website
and is easy to locate
(2 clicks from
institution home
page); website is
mobile first design;
analytics are
embedded and
regularly reviewed by
some but not all key
stakeholders.

Transformative

Level 4

Transfer content is easy
to locate (1 click or less
from institution home
page) with dynamic
linking that reduces
number of clicks and
eases navigation of
information; website is
mobile first design;
analytics are collected
and regularly reviewed
by Marketing to
optimize the user
experience.

Poll: Where is your institution on the maturity curve?

recruitment strategy and resource allocation?

When was your last Admissions website refresh? Are there any significant changes to the
website coming soon?

How easy is it to make changes to the website and who owns making these changes?

How frequently are web analytics pulled and evaluated? Are they used to inform
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Track 3a: Transfer Admissions Website

What We Hear from Students

Student unsure of which
courses they need or how
past credit will transfer
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Student can’t find transfer for major of choice

information easily from
the website or finds
information confusing

Student has questions
about cost, given past
financial aid and
scholarships available
to transfer students
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The courses the student
would like to take to
stay on track are full
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Track 3a: Transfer Admissions Website

Criteria for Your Transfer Website

Areas to Provide Transfer Information

« Transfer preparation + Degree options + Navigating the transition

« Academic planning « Costs and budgeting

Website Audit Checklist

Setup and Navigation: S|te |S Partnerships and Pathways:
accessible and optimized for Co-branded materials exist.
different screen sizes.

Application: Requirements and Credit Evaluation: A self-service
deadlines are clear. portal exists for self-assessment.
Financial Aid: Distinct links for Admitted Student: Steps between

transfer students exist. admission and enrollment are clear.

Contact Information: There is an SEO: Relevant information appears
information request form. at the top of search engine pages.
Source: How to Create a Transfer-Centered Website: Is Your Transfer Website Meeting your Transfer Portal Resource Hub> Strategic Resources>Creating Transfer-Friendly Website and

Transfer Students’ Needs? Retrieved from: https://www.nists.org/transfer-website-strategy-guide Provide Self-Service Resources> EAB Transfer Website Audit Overview & Excel Template
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Track 3b: Transfer Guides

Pre-Work Reflection & Share Out

What is your institution’s level of Transfer Maturity?

Absent

Limited

Level 1

Transfer guides do
not exist.

Transfer guides at
the institution-level
exist but are not
always updated and
may not be publicly
available.

Expanded
Level 2

Transfer guides at
the institution-level
and some
programmatic-level
exist, with efforts to
ensure accuracy and
availability online
and on the
community college
website.

Strategic
Level 3

Transfer guides at
both the institution-
level and
programmatic-level
exist; all guides are
up to date,
centralized. and
available online and
on the community
college website.

Transformative

Level 4

Program-specific
transfer guides are
made available to
community college
students within their
first semester at the
college; guides are
routinely evaluated for
effectiveness,
incorporating student
and advisor feedback.

0 Poll: Where is your institution on the maturity curve?

Do you currently have community college transfer guides or similar equivalency tools?
Are they up to date and on your website?

e How are these resources/tools used with prospective students?
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Track 3b: Transfer Guides

Steps to Build Co-Branded Transfer Guides

Create a task force
to meet quarterly.

VPEM, Transfer
Admissions, Marketing
Communication,
Registrar, 2-Year
College Advisors

Collect feedback and
make necessary
modifications.

VPEM, Transfer
Admissions, Marketing
Communication,
Registrar

Establish written
transfer policies.

VPEM, Transfer
Admissions, Provost,
Registrar

Establish training
programs for staff.

Transfer Admissions,
Registrar, Marketing
Communication

Review competitor
transfer guides.

Transfer Admissions,
Registrar

Create guides
for offline and
online use.

Marketing
Communication

Review course
equivalencies and
clarify equivalency
paths.

Registrar

Develop transfer
guides for top
transfer majors.

Transfer Admissions,
Marketing
Communication,
Registrar

Source: Transfer Portal Resource Hub> Strategic Resources>Creating Transfer-Friendly

Website and Provide Self-Service Resources> Toolkit for Building Transfer Guides
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Track 3b: Transfer Guides

Elements of a Transfer Guide

Clearly Stated Purpose That
Benefits Both Institutions

Examples:
* A new pathway to a degree

» Prepare students for the workplace
* Provide a seamless transition

Consistent Format

» Develop templates

o Multiple templates may be created
depending on the type of agreement

* Examples:
o General Education Agreement
o Dual Admission Agreement
o 45+ Agreement

Components

 Participating institutions
» Degree type
« Conditions of admissions
» Specific transfer policies
+ Catalog term

» Course-to-course
equivalencies

» Degree equivalency grid

» Clear expectation of
expected credits

« Legal language

» Point of contact for each
institution

» Signatures

Source: American Association of Collegiate Registrars and Admissions Officers (AACARO) (2019) Guide to Best Practices Articulation Agreements.
Retrieved from: https://www.aacrao.org/resources/newsletters-blogs/aacrao-connect/article/guide-to-best-practices-articulation-agreements
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Track 3c: Self-Service Resources

Pre-Work Reflection & Share Out

What is your institution’s level of Transfer Maturity?

Absent

Little to no self-
service tools available
during admissions
process; staff are
required to inform
students of most
information and
complete almost all
actions.

Limited

Level 1

Institutions have
multiple admission
apps, websites, or
tools for students to
access information,
but resources lack
clarity and/or detail
on transfer;
students rely on
staff for basic
transactions.

Expanded
Level 2

Institutions have
centralized repository
of transfer resources
with clear value
propositions and
comprehensive FAQ;
students can resolve
most common
problems on their
own.

Strategic
Level 3

Admissions alerts and
messages include
clear next steps and
tools to allow students
to take immediate
action; self-service
strategy is managed
by key transfer cross-
functional
departments (e.g.,
Admissions, Registrar,
Financial Aid).

Transformative

Level 4

Manual processes have
been replaced by self-
service tools in order to
improve student
utilization; staff time is
assessed and
reallocated regularly.

0 Poll: Where is your institution on the maturity curve?

e What transfer-specific preparation materials or resources are in place for

prospective transfer students?

e Who owns creating/updating these resources?
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Track 3c: Self-Service Resources

Self-Service Resource Tips

Prioritize Content Needs

Provide content that clearly answers the 3 C’s: cost, credit, completion.
Instead of trying to offer every possible choice, focus on the probable
actions that are most likely to help students.

Keep It Simple

Focus on design simplicity. Each additional option adds complexity
to the decision-making process.

Consider the User Experience

Offer interactive tools and make resources easily accessible, mobile-
friendly, downloadable, and printable.

Don’t Make Students Dig for Answers
Provide FAQs or automatically link to a useful resources section.

Include Visuals
Use images or icons for easy recognition.
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Track 3c: Self-Service Resources

Self-Service Examples

Financial Aid Franklin Fits Your Budget Loans & Repayments Additional Resources Blog

P FRANKLIN
Free Guide: Where to UNIVERSITY

Find Free Money to go
Back to School

Where to Find

Free Money to |

Go Back to Schoo Learn how to get grants to cut college costs.
4 ™
| DOWNLOAD NOW > |
o S

Search Transfer Maps
Northern Virginia Community College ~ or

eg. community college degree name or VCU degree name

Search

View archives -

Sources: Franklin University. College Financial Aid Resources | Franklin.edu. Retrieved from https://www.franklin.edu/tuition-financial-
aid/financial-aid-resources; Virginia Commonwealth University. Major maps. Transfer Maps. Retrieved from
https://majormaps.vcu.edu/transfer?college=Northern%?2BVirginia%?2BCommunity%2BCollege&amp;query=.
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Promote Transfer and Provide Detail
on Cost, Credit, and Completion

Maturity Curve - Awareness

25
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Maturity Curve — Awareness, Best Practice 4

Absent

Transfer marketing materials
(print and online) are not
available.

Digital advertising (ads) are
not used.

Transfer admissions
information (print and
online) is available but does
not accurately address cost,
credit, or completion.

Evaluation
Metrics

Limited

Level 1

Some transfer marketing
materials are in place, but
key components of transfer
program are not well known.

Digital ads are used to
promote the university but
do not include transfer
content.

Transfer admissions
information about cost,
credit, and completion are
limited or outdated, often
leading to follow up
questions.

Little to no evaluation of
efforts.

Expanded

Level 2

Transfer marketing materials
are in place and
opportunities for co-branding
with community colleges
have been identified but not
executed.

Digital ads are used to
promote the transfer
program but pay-per-click
and retargeting are not used;
integration with other
communication channels is
not a priority.

Transfer admissions
information is available and
partially addresses key
decision factors around cost,
credit, completion;
opportunity to enhance
descriptions or clarity in
language.

Evaluation focused only on
process metrics.

Strategic
Level 3

Wide variety of transfer
marketing materials are in
place, transfer program is
well known, and community
college partners are
recognized online with active
referral links to-and-from
websites; materials are
consistently co-branded.

Digital advertising, pay-per-
click, and retargeting
advertising are used to
promote the transfer
program; integration with
other communication
channels is in place.

Transfer admissions
information is robust and as
comprehensive as first-time,
full-time student materials;
effectively addressing key
questions about cost, credit,
completion; deploys best
practices to avoid jargon and
increase student
engagement.

Evaluation inclusive of
process and outcome
metrics.

Transformative

Level 4

Transfer marketing materials
are optimized for audience,
university and community
college partners collaborate
on joint marketing materials
promoting transfer program
and resources.

All digital advertising are
updated to reflect latest
market trends in transfer;
SEO is in place and optimized
for transfer pages.

Transfer content is journey
based, organized by transfer
milestones like past/current
colleges, target enrollment
term, number of credits;
copy crafted with student in
center, using relevant
terminology and providing
easy to understand
definitions, as appropriate.

Consistent and ongoing
evaluation of impact informs
future iterations.
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3 Tracks to Promote Transfer and Provide

Detail on Cost, Credit, and Completion

Transfer Marketing

A variety of transfer marketing

4a_ materials exist, and community
college partners collaborate on
joint materials.

Digital Advertising

4b Digital advertising, pay-per-click,

SEO, and retargeting are in place.

Transfer Admission Information

4C Information is robust and addresses
key decision factors around cost,
credit, and completion.

©2022 by EAB. All Rights Reserved. eab.com
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Pre-Work Reflection & Share Out

Track 4a: Transfer Marketing

What is your institution’s level of Transfer Maturity?

Absent

Transfer marketing
materials (print and
online) are not
available.

Limited

Level 1

Some transfer
marketing materials
are in place, but key
components of
transfer program
are not well known.

Expanded
Level 2

Transfer marketing
materials are in
place and
opportunities for co-
branding with
community colleges
have been identified
but not executed.

Strategic
Level 3

Wide variety of
transfer marketing
materials are in
place, transfer
program is well
known, and
community college
partners are
recognized online
with active referral
links to-and-from
websites; materials
are consistently co-
branded.

Transformative
Level 4

Transfer marketing
materials are
optimized for
audience, university
and community
college partners
collaborate on joint
marketing materials
promoting transfer
program and
resources.

®© 0

Poll: Where is your institution on the maturity curve?

Do you currently have a recruitment marketing plan that includes transfer-specific

strategies? Elaborate on any transfer-specific promotional materials currently in place
and who owns making updates.
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Track 4a: Transfer Marketing

Competition Forcing Shift in Marketing Approach

The Attention Economy Requires a New Marketing Paradigm

Consumer Attention in Short Supply Outcomes Marketing

Campaigns and messages that
demonstrates a program’s tangible
career benefits

Marketing costs have risen, as has
consumer avoidance (e.g., ad blocking).

* Labor market demand that
/ demonstrates opportunities in a
field of study, such as:

Digitally Accessible, but Distracted

There are more opportunities to engage
with digitally-connected consumers, but « Available job openings

they are much more distracted. . Expected job growth

« Average earnings by position

Consumer Skepticism of Marketing . Success and validation of
Although marketers heavily invest in graduates, such as:
advertising, consumers are more likely . Student testimonials

to trust recommendations and referrals. o
* Quantitative placement data

“ROI"” Shopping Behavior

/ + Ratings and reviews
* Program rankings
Public concern over student debt and g g
uncertain higher ed outcomes intensifies
prospective student skepticism.
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Track 4a: Transfer Marketing

Example

Prospect Filters Out Transactional Ads Active and Inactive Prospects Engaged

"Become a Cybersecurity Specialist” by Outcomes Data

"Make more money in a better job”

Orchard University Orchard University
Sponsored Sponsored

Get your Master of
Science in Cybersecurity
Management!

Apply Now! $36.76 / hour median
i : earnings in your county

Cybersecurity and
Information Assurance

Like Comment Share
x Fails to comn_'u_,lnlcate compelling ﬂ, Leverages local demand data
value proposition
x Only appeals to prospects actively Attracts attention of prospect not
evaluating programs actively searching for programs

Source: EAB interviews and analysis.
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Track 4a: Transfer Marketing

Example

Promoted Post

Business
Administration

55% expected
growth in job
openings
through 2024

Promoted Post

Cyber Security and

Information
Assurance

$36.76/hour

median earnings

in your county

Triggering Interest
from Underemployed

Geotargeted advertisements
highlight relevant local labor
market data

Educational ads highlight
career, not program,
opportunities

Social media promoted posts
allow for further
segmentation based on
desired demographic
parameters

Labor market data infused in
print collateral, website, and
program pages to create
fully integrated, multichannel
marketing campaign

Source: EAB interviews and analysis.
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Market-Winning Transfer Portal Promotion Ideas
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W-

= Transfer Prospects (Low to medium
commitment)

= Transfer Leads (Medium to high commitment)

= Internal / External Influencers

-- = Cost neutral/low cost
$ = <$500

$$$ =

$$ = $500-$2500

>$2500

O = Owned
E = Earned
S = Shared
P = Paid

AWARENESS

-l10
Portal Identity

a name and logo/icon to
visually identify portal

. -- | O
On-Hold Messaging

student and prospect facing
on-hold messaging

- - S
YouTube/Facebook

Build profiles and provide
portal use and benefit
focused content for social
sharing

- s | P
Branded Swag
Support recruitment events

highlighters, thumb drives;
stress balls)

|l -- | o

Club Presentations
Visit 2-yr partner student
clubs to promote portal
| $$ | E

Referral Program

for outreach
- 55| P
Sponsorships

Include Portal Identity as a
sponsor at 2-yr partner
(extra)curricular events

Enfranchise staff in selecting

Include reference to portal in

with portal branded free stuff
that transfers love (e.g. pens,

Target portal users that apply
and enroll and solicit referrals

- |E

CONSIDERATION

Go-to-Market Essentials
B Ne] I e]
Portal PI. Recr Marketing

Partner Portal PI;

Locate portal icon in key
transfer areas of 2-yr partner
websites to guide referral traffic

$$10
Co-Branded Material
Develop marketing piece that
highlights portal benefits; co-
brand with 2-yr partners
. $s | P
Print Advertising
Co-brand print ads in 2-yr

partner publications to promote
portal & transfer program

I $$$ | O

Partner Recruitment Events
Use transfer events hosted at
2-yr partners as "demo days"
to highlight portal and transfer
program

-5 | P

Outdoor Boards

Deliver compelling portal
calls-to-action via billboards
co-branded with 2-yr partners
and placed near college
entrances

$$$ | P
Vehicle Graphics

Promote portal by wrapping
admissions counselor vehicles
on and around 2-yr campuses

©2022 by EAB. All Rights Reserved. eab.com

Locate portal prominently
throughout institution on
transfer-centric webpages

[ 555 | O

Direct Mail Campaign

Collect graduation lists from 2-year
partners and send targeted
messages to encourage portal use

$$$ | P
Digital Ads

Position portal in on-line ads to
promote portal in channels that
best reach targeted prospects

$$$ 10
SEO Strategy
Create portal content around
keywords that matter most to
transfers (e.g. transfer, credit,
time to degree, cost, career,
academic programs)

Cinema Advertising

Leverage precision targeting of
cinema advertising to promote
the portal and transfer at
theatres in 2-yr partner markets

L N
TV/Radio Ad Sponsorship

Include Portal Identity as a
sponsor in news, sports, traffic or
weather in media outlets with
coverage in 2-yr partner
markets

Incorporate portal into transfer
admissions materials and
highlight benefits and URL

Jump-Start Early Impact

jmm -0

Outreach Materials

Target non-portal inquiries with
timely testimonials to reinforce
use and nurture relationships.

jmm --|O
Campus Tour
Include references to and

resources around portal
throughout transfer campus

mal 550

Infographic

Create a portal-centric
illustration featuring transfer,
time, and cost benefits of portal
for transfer prospects in graphic
format and place on website

Enduring Strategies for Sustained Growth

|— 55 | P

- |E
Social PR

Encourage accepted students
to share portal testimonials
and distribute across channels
to reinforce portal impact

h $$10

Transfer Prospect Blog
Develop a series of transfer
blog posts that highlight the
portal as a helpful resource for
transfer planning and
admissions process

INFLUENCE

-l0
Campus Communication
Build communication plan to

create broad awareness,
excitement, and portal support

-0

2-Yr Advisor Training
Provide portal training to 2-yr
partner advisors; support with
portal reference material and a
central contact for questions

[mm -- |0
Portal Training
Provide portal training to faculty

and staff and reinforce with self-
paced portal webinars

-]0

Best Practice Sharing

Share best practices around
leveraging portal with prospects
and influencers

| |0

Influencer Content

Create flyers with 2-yr partner
portal data for partner faculty
and staff that highlight portal
efficacy and build confidence in
advocating for transfer

-]0
Faculty/Staff Messaging
Create portal messaging for
use by faculty and staff in
support of prospect, student,
and constituent interactions

J e

Public Relations Plan
Implement PR plan to position
and bring attention to the
portal among the institutions
external constituents

jmm --|O
Portal Champions
Create ambassador program

that recognizes 2-year partners
that encourage high portal use

= s10

2-Yr Faculty/Staff Dev

Identify opportunities to
sponsor and present the
transfer program and portal
at summer faculty and staff
development session

$$10

Conference Presentations
Bring visibility to the portal’s
role in support of your
transfer program by
collaborating with 2-yr
partners to present at higher
education conferences
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Track 4b: Digital Advertising

Pre-Work Reflection & Share Out

What is your institution’s level of Transfer Maturity?

Absent

Digital advertising
(ads) are not
used.

Limited

Level 1

Digital ads are
used to promote
the university but
do not include
transfer content.

Expanded

Level 2

Digital ads are
used to promote
the transfer
program but pay-
per-click and
retargeting are not
used; integration
with other
communication
channels is not a
priority.

Strategic

Level 3

Digital
advertising, pay-
per-click, and
retargeting
advertising are
used to promote
the transfer
program;
integration with
other
communication
channels is in
place

Transformative

Level 4

All digital
advertising are
updated to reflect
latest market
trends in transfer;
SEQO is in place and
optimized for
transfer pages.

0 Poll: Where is your institution on the maturity curve?

9 Are digital ads used to promote transfer program?

Is Search Engine Optimization (SEQ) used to improve search results for stealth
transfer prospects?
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Track 4b: Digital Advertising

Digital Marketing Channels

An Overview of Key Digital Channels

With Associated Marketing Approaches

Social Media
v Facebook
Content v s Ll
marketing v Twitter
v Snapchat
Content Platforms
ey > I
Pandora
Spotify
Search Engines
SEO! v Google
Websites
ma(:rire]:tt?r?gt Y School Website

Google Display Network

SOl 150 B8 2

<

Ads and
sponsored content

Ads and
sponsored content

Ads

SEM?

Ads

Source: EAB interviews and analysis.
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Track 4b: Digital Advertising

Use Ads to Drive Students to Action

Integrate Ads Into Larger Communication Flows to Ensure Impact

List-based
Direct Mail Email Ad

Ad Landing Page

Application
Retargeted
Ad

Source: EAB interviews and analysis.
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Track 4b: Digital Advertising

Guidelines for High Impact Ads

Design Guidelines

For Facebook Ads For Display Ads

Do Don't Put Your Audience First

Ads are most effective when they
focus on one specific concern or
aspiration of your audience (one
message per ad)

Have a Clear Call to Action

Be transparent on the intended
action and what is to be achieved
if a student clicks your ad - avoid

click bait

Be Brief

Keep body copy short — long copy
v’ Strong campus visuals X Hard-to-understand image feels very long on mobile - and
v’ Clear “main character” X Multiple focal points RS NS @k L
v Strong copy-image link X Weak copy-image linkage

v' Candid experience visuals X Staged visuals

Source: EAB interviews and analysis.
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Getting Started: Display and Social Ad To-Do’s

Impact of Ad Campaigns Depends on Effort and Expertise Invested

A Display and Social Ad Campaign To-Do List

[0 Set goals for ad performance

[0 Set and allocate ad budget

O Choose type of ad to run

[0 Choose ad network(s)

[ Determine and specify audience

O Develop required creative

[0 Design and build tracking system (cookies + pixels)
[0 Build out landing page(s)

O Design larger communication flow in which ad operates
O Evaluate special targeting options (e.g., geolocation)
[0 Choose ad parameters to split test

[0 Execute ad buys with relevant network(s)

[0 Continuously manage ad parameters

[0 Gather data on ad performance and student response
[0 Analyze relative performance of variants tested

[0 Adjust ad parameters based on findings from testing

[J Reallocate spend to most impactful networks, formats, etc.

Effort Versus Impact

Most steps are fairly
easily executed at a
basic level.

Innovation and/or expert
performance within any
given task can pose
significant challenges for
typical colleges and
university enroliment
teams.

Source: EAB interviews and analysis.
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Track 4c: Transfer Admission Information

Pre-Work Reflection & Share Out

What is your institution’s level of Transfer Maturity?

Absent

Transfer
admissions
information (print
and online) is
available but does
not accurately
address cost,
credit, or
completion.

Limited

Level 1

Transfer
admissions
information about
cost, credit, and
completion are
limited or
outdated, often
leading to follow
up questions.

Expanded

Level 2

Transfer
admissions
information is
available and
partially addresses
key decision
factors around
cost, credit,
completion;
opportunity to
enhance
descriptions or
clarity in language.

Strategic

Level 3

Transfer
admissions
information is
robust and as
comprehensive as
first-time, full-time
student materials;
effectively
addressing key
questions about
cost, credit,
completion;
deploys best
practices to avoid
jargon and
increase student
engagement.

Transformative

Level 4

Transfer content is
journey based,
organized by
transfer milestones
like past/current
colleges, target
enrollment term,
number of credits;
copy crafted with
student in center,
using relevant
terminology and
providing easy to
understand
definitions, as
appropriate.

00

Poll: Where is your institution on the maturity curve?

What are common questions you hear from prospective transfer students?

Do your online and print transfer admissions content comprehensively address cost,
credit, and completion student questions?
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Track 4c: Transfer Admission Information

Translate Online Content to Student Friendly Language

Simplifying Content Reduces Call Volume

** travelocity

In 2001, measured
spike in call and email
volume for FAQs
answered online

Gunning-Fog Index
calculates reading
level required to read
online content

Removed jargon, used
active voice, and
simplified language
used on website

BEFORE

Your airline may require either
your e-ticket number or
confirmation number when
checking in. Both of these
numbers are available in the
Passenger and Ticket
Information section of your
itinerary.

5%

Drop in call volume to
Travelocity customer
service call center
after website content
simplification

Gunning Fog Index Score: 15.33

!

AFTER

Be sure to bring your Travelocity
itinerary when you check in. This
includes your e-ticket and
confirmation number which you
may need to show when you
check in.

Gunning Fog Index Score: 9.88

Source: Dixon M, Toman N, et al., The Effortless Experience: Conquering the New Battleground for Customer Loyalty,
London: Corporate Executive Board, 2013; Gunning Fog Index http://gunning-fog-index.com/; EAB interviews and analysis.
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Does Your Website Pass the Readability Test?

Poll: Which translation has the lower

Worksheet: Website J
Gunning Fog Index (GFI) score? orkshes € ISILE -argon

Reduction Audit

a) The applicability of credits to specific (Tra”sefi’;frocretg/fiig‘;gg?e’i‘:gn:f;tritegic
degree programs are evaluated on a
course-by-course basis.

Higher Ed Terminology Translation Exercise
b) Transfer credits apply to a degree flebeite Jargon Reduction Audt
based on course evaluation.

a) Gunning Fog Index Score: 17

Gunning Fog Index
Score (GFT)

b) Gunning Fog Index Score: 8

Certinicate
Tuition and Fees
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Closing and Next Steps
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Transfer Portal Resource Center

Download Resources Online! You Must Be Logged Into eab.com

Transfer Portal

Transfer Portal Resource Hub

Getting Started

Contents w
ed

EAB pravides strategic resources and events for Transfer Portal partners to |

Ways to get the most out of your EAB partnership:

»
»

Renistar for an =ent tn aat the latest Take EAR's Transfar Mar,

0 On the Transfer Portal Resource
Hub, click on “Strategic Resources”
in the Table of Contents.

In the Strategic Resources section,
click on each topic to view relevant
resources.

9 Click on a resource to download it.

Strategic Resources

Click on each topic below to explore toolkits, templates, and more.

4+ Prioritize institutional support for transfer students
4+ Build community college partnerships and transfer pathways

— Create transfer-friendly website and provide self-services resources

Create and Sustain a Transfer-Student Centered Web Presence

NISTS - How
site Audit Overview
bsite Audit Excel Template

Toolkit for Building Transfer Guides

— Promote transfer and provide detail on cost, credit, and completion

35 Top Transfer Portal Marketing Promotion Ideas

Transfer Portal Communication

Jargon Reduction Audit
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Next Steps

Poll: Would you like to be registered for the final Transfer Intensive
session (September 14)?

a) Yes

b) No / already registered

Poll: For what topics would you like additional resources and desire to
learn more about? (open text response)

We Value Your Feedback!

Please take a few minutes to answer the final poll question to provide your feedback

on today’s experience.

We will also share a link to a short online evaluation in the Chat.
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