Welcome to the Session

Use this time to add your institution name to
your name on zoom and answer in the chat:

In the last decade, what has been your
institution’s best success in generating
alternative revenue outside of academic
programming?

©2023 by EAB. All Rights Reserved. eab.com


https://www.eab.com/

Maximizing the Value of
Campus Assets

Session 2: Aligning Your Alt Rev Strategy Against Institutional Need
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Summary of Ideas

Target New Customers

* What audiences are not being
served by our current assets?

Scale Distribution at Low Cost

« What and where can we do
more for less?

Lease Excess Space to Market

* What underused spaces can we
lease/sell for community benefit?

Make “Unproductive Space”
Sellable

» What assets have historically
had limited use?

Leverage Partners to
Monetize Assets

* Where can we tap external
expertise and resources?

Think Outside the Box

« What differentiated aspects
could we leverage for profit?
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Question 1

How will alternative revenue support your strategy?

Supplement Revenue Losses

“Due to demographic declines, we are
seeking ways to generate revenue even
if enrollment slowly shrinks.”

Stabilize Financial Insecurity

“We seek to additional resources to
offset higher labor, technology, and
inflationary costs.”

Hedge Against Risks

“Recognizing are overreliance on international
students to maintain our growth, we seek to
diversify our revenue sources.”

Optimize Asset Performance

“We spend a lot of money on buildings and
technology—we need to ensure we squeeze
every penny out of those investments.”
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Introducing Our Working Group

Introduce yourself and...

Share your one sentence summary of your goal
for a strategic alternative revenue strategy.
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Question 2

What are our institution’s campus assets?

@ Physical Spaces

How many classrooms, offices, and
communal spaces do we have? How often
are they utilized? Is there one particular
space that needs to be better used?

Operations @ Auxiliary Functions

What is our institution’s role in housing,
dining, and vendors? Are there gaps in

our auxiliary offerings? Could students,
staff, partners fill those gaps?

. Internal and External Branding

Branding Does our brand sell? Do other brands
want to sell on our campus? Do we have
displays, spaces, or infrastructure we

P could brand or license?
Auxiliaries

@ oOperational Activity

What do our staff do well? Would external
partners pay for those activities? Are
there extended or higher-touch iterations
of these services?
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Question 3

What partnerships/existing relationships can we use? .

+ Who manages our housing, dining, bookstore?

—’ . .
Vendors « How close are our ties with IT, real estate,
counseling, etc. vendors?

» What local businesses do we partner with? In

Community what way?
Partners » What non-profits or civic groups work with
us? In what way?
« Who on the executive team most cares about
alternative revenue? Who will it impact most?
Internal .
> Engagement * How involved are other revenue generators (e.g.,
advancement, development, study abroad, IP) in our
alternative revenue conversations?
* What do students strongly desire on campus? What
Passionate would they be willing to lead/operate?
—_—
Agents » What topics are faculty discussing on campus today?

Could any of these be connected to alt rev?
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Opening the Floor to Conversation

(Introduce yourself and...)

What’s one space, campus asset, or
university partnership/stakeholder you think
should be more optimally leveraged for
alternative revenue?

©2023 by EAB. All Rights Reserved. eab.com

10


https://www.eab.com/

Question 4

What audiences are not served by our current assets? .,

Students Faculty and Staff
Graduate students? Commuters? Non- Adjuncts? Hybrid/remote staff?
traditional? Students with families? Generation Z? Visiting faculty? PIs?
Community Organizations
Alumni? Local businesses? Civic Summer camps? Sports centers?
leaders? Historically marginalized Event planners? Retreats and

groups? Children? Seniors/retirees? weddings? International schools?
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Question 5

What ideas have we not tried?

Visit the following webpage: https://eab.com/insights/infographic/business-
affairs/alternative-revenues-in-higher-education/

Scan through the various tactics and ideas, especially under the following
categories:

- Branding, Licensing, and Affinity
- Auxiliary Services

- Campus Operations

- Facilities and Real Estates

Pick three that your institution has not tried (or has not tried recently) that you
think might be both possible and viable on your campus.

If you aren’t sure what the ideas consists of or want to view more, you can also view the
list with additional details and cases by visiting the following link, downloading the study,
and go to page 30 onwards: https://eab.com/research/business-affairs/study/capturing-
alternative-revenues/
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Opening the Floor to Conversation

(Introduce yourself and...)

What’s one campus group, initiative, or idea
you think has not been given enough
attention or time to mature to support your
alternative revenue strategy?
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Take Home Action Plan

Summary of What You've Created Today

Strategic Intent

1 Clear, single sentence statement
explaining what you are seeking with
alternative revenue and how that
connects to your institution’s goals.

Existing Resources Portfolio

A list of spaces, services, and staff
you already have, and partners and
stakeholders you already work with,
that can be deployed for alt rev.

Market Intel Report

Potential clients, audiences, and
organizations likely to drive high
ROI from initial alt rev investments
due to existing underservice.

Immediate Next Steps

Three tactical initiatives to
immediately take back to campus to
test with stakeholders and explore
viability.

= W Do
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Next Steps
EAB’s Here to Help

1) 3
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Use our alternative revenue studies,
infographics, and toolkits

Set up a call with an expert to talk through
implementation or strategy

Have us present on maximizing campus
assets to a wider group on campus

Review Part I of this series

] section
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