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Legal Caveat

EAB Global, Inc. ("EAB"”) has made efforts to
verify the accuracy of the information it provides
to partners. 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, partners 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 partner’s situation.
Partners 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 partner 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. Partners
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 partners. Each partner 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 partner 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 partner. Each partner is
authorized to use this Report only to the
extent expressly authorized herein.

2. Each partner shall not sell, license, republish,
distribute, or post online or otherwise this
Report, in part or in whole. Each partner 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 partner may make this Report available
solely to those of its employees and agents
who (a) are registered for the workshop or
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
partner shall use, and shall ensure that its
employees and agents use, this Report for its
internal use only. Each partner 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 partner shall not remove from this
Report any confidential markings, copyright
notices, and/or other similar indicia herein.

5. Each partner is responsible for any breach of
its obligations as stated herein by any of its
employees or agents.

6. If a partner is unwilling to abide by any of the
foregoing obligations, then such partner shall
promptly return this Report and all copies
thereof to EAB.
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Executive Overview

Exploring the Pandemic’s Lasting Impacts on Student Behavior

During the most intense phases of the pandemic, student search behaviors changed dramatically in
response to high school and college closures, fears about health and safety, and increased financial
hardships on families. With a full cycle of in-person recruitment now complete, we are getting glimpses into
which changes in student behavior were pandemic-era blips and which are likely to be long-lasting.
Students who aspire to attend community colleges may come from backgrounds that make them especially
vulnerable to the long-term impacts of the pandemic. Those students are the focus of this report.

Understanding the Student Mindset Based on New Survey Data and Additional Sources

This report offers guidance for community college leaders on the mindset of “Gen P,” or the students whose
college-going behaviors have been influenced by their experiences during the pandemic. The insights in this
report draw on a variety of sources, including the findings from EAB’s 2023 Student Communication
Preferences Survey. The survey included responses from more than 20,000 current high school students
and allows us to explore three types of students in this report: (1) those considering only two-year
colleges, (2) those considering only four-year colleges, and (3) students who are considering both. Of the
20,000 students surveyed, some are considering options outside of two-year and four-year colleges and are
not included in this report.

Respondent Type N=
Considering Two-Year Only 418
Considering Two-Year and Four-Year 2,320
Considering Four-Year Only 13,643

This report explores six insights into how the pandemic has
changed students’ college search behaviors and mindset:

Flexible options are Students are eager for

increasingly important personalized attention
ﬁ Affordability persists Career-motivated but

as a top concern academically unprepared

Students need a FAFSA Less engaged with college

support system search resources

©2024 by EAB. All Rights Reserved. 39000 5 eab.com
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Online Options Gaining Importance

Aspiring Community College Students Are More Likely to Want Online Courses

Students considering attending two-year colleges are much more likely to indicate that they would prefer
online course offerings, and only 27% of students who are considering only two-year colleges want all in-
person classes. Students considering both two-year and four-year colleges also have a strong preference for
at least some online courses; this could be a consideration for community colleges that are looking for ways
to distinguish themselves from four-year competitors. Of students considering both two-year and four-year
colleges, 56% want at least a portion of their courses to be online, and of students who are considering only
two-year colleges, that preference jumps to 60%.

It's also important to note that students who are considering only two-year schools are the most likely to
want all (or the majority of) their courses to be offered online. These preferences toward online offerings
point to an appetite for flexibility and likely relate back to becoming more comfortable with online education
during the pandemic.

“For your college classes, which of the following formats would you prefer?”

EAB 2023 Communication Preferences Survey

60%
- Considering Two-Year
Only
0
50% . Considering Two-Year
and Four-Year
. Considering Four-Year
40%
Only
30%
20%
10% \
0%
All in-person A majority of in-| An even mix of No preference A majority of All online dasses Unsure/can’t say
classes person classes online and in- online dasses and
andonly afew person classes only a few in-
online dasses person classes

Aspiring Community College Students More Likely to Seek Online Options

14% 56%

of students considering only two-year of all students considering two-year colleges
colleges want most or all their courses want at least some of their

offered online compared to 3% of four-year- courses offered online compared to 40%
only aspiring students and 7% of students of four-year-only aspiring students

considering both options.

©2024 by EAB. All Rights Reserved. 39000 8 eab.com



Flexibility Is a Top Consideration

Community College Hopefuls Overwhelmingly Value Flexible Formats

When participants were asked to report what they value in a future college experience, prospective
community college students were more likely to report that flexible scheduling and remote formats were
important to them. This might mean that two-year aspiring students associate community colleges with
flexible options, such as evening classes, part-time options, and online courses. Students who are
considering only two-year colleges were three times as likely to prioritize flexibility as were
students who were considering only four-year colleges. When specifically looking at how students value the
option to take online courses, students considering only two-year schools were six times as likely to report
this quality as important compared to those considering only four-year colleges.

There is an opportunity for community colleges to connect with students who are open to both two-year and
four-year options by emphasizing flexibility, online options, and part-time pathways. This emphasis taps into
the demographic of students who could be “on the fence” between a two-year and four-year college
experience by showing a commitment to priorities that drive their decision-making.

“Consider the following attributes and select up to three that best reflect what
you are looking for in your college experience.”

EAB 2023 Communication Preferences Survey, Participants Could Select up to Three Responses

30%
12%

Flexible scheduling (e.g., part-time, online, night classes) Option to take classes online/hybrid class format

Considering . Considering Two-Year . Considering
Two-Year Only and Four-Year Four-Year Only

Key Takeaways for Community College Leaders

v Prioritize creating online and hybrid pathways
Work with faculty and department chairs to create degree pathways that allow students to move
between online and in-person courses.

Center flexibility in your market positioning
Partner with your marketing team to create messaging that highlights flexible pathways that help
learners balance work, family, and education. Emphasize online and remote options for student

services, tutoring, and social interactions.

Create a remote student success infrastructure

Flexibility extends beyond the classroom. Offering remote advising, tutoring, career services, and
additional student supports can help meet students’ flexibility needs. Using tech like Navigate360
can make scheduling remote appointments easy and accessible, while also gathering data on how
students are interacting with online resources.



https://eab.com/products/navigate360/
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Students Are Seeking Personal Connections

Small Classes and Events Are Preferred

Prospective community college students were more likely to
value small class sizes than their four-year aspiring peers,
which is good news for community colleges, which often
have small class sizes as a core value proposition.

When asked what types of recruitment events are most
appealing, students considering only two-year colleges
preferred events with under 100 attendees and events close
to home. Small, on-campus events with 25-50 people were
also preferred by 25% of students. This desire for small to
medium-sized events, versus those with hundreds of guests,
may speak to students’ desire to make personal connections
with college staff while also having the opportunity to build
connections with their peers.

Last, reflecting their preferences for flexibility, 22% of
students indicated that hybrid recruitment events were
appealing. This may indicate that students are balancing
home, work, and personal obligations that could create
difficulties in coming to campus.

“When you think about college
costs and what you get for the
price you pay, what characteristics
would you say best represent the
value of education?”

EAB 2023 Communication Preferences
Survey, Participants Could Select up to
Five Responses

Small
classes

Considering
Two-Year Only

. Considering Two-Year
and Four-Year

. Considering
Four-Year Only

“Many colleges and universities host student recruitment events for prospective students
and families. Please indicate which of the following types of events appeal most to you.”

EAB 2023 Communication Preferences Survey, Participants Could Select up to Two Responses

Medium-sized on-campus events with 50-100 attendees
Events hosted in my area

Small on-campus events with 25-50 attendees

Hybrid events (on-campus with virtual option)

Large on-campus events with hundreds of attendees

Very small on-campus events with fewer than 25 attendees
No preference

Virtual-only events

Other 1%

41%

- Considering Two-Year Only

18%

Learn how Central Virginia Community College is using Navigate360's recruitment and onboarding
functionality to connect with interested students before they set foot on campus.

12
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Personalization Could Close Connection Gaps

“Consider the list below and select each source Relying on Institutional Support
you have used during your college search.” vs. Family Support

EAB 2023 Communication Preferences

o Across the board, students are relying on
Survey, Participants Could Select All That Apply

teachers and their high school counselors during
their college search process. Over half of all
students are utilizing high school counselors,
which points to a desire for personal
conversations.

61%

55% 549%

However, students who are interested in only
community colleges are the least engaged
with these external supports, which means
prospective students may enter the
admissions process underprepared. This
potential gap means that community colleges
should prepare to provide personalized service
to students who haven’t had this type of
guidance during their college search process.

High school Teachers College fairs
counselors

65% Potential of Limited Social Capital
60%
Aspiring two-year students, including those
considering only two-year schools and those
who were open to four-year options, were
less likely to rely on parents, family, and
friends during their college search
process. Students considering only a two-year
college were much less likely to rely on family,
with only 48% using them as a resource
compared to 60% of students considering both
two-year and four-year schools and 65% of
students considering only four-year schools.

Parents/ggardians and other Friends and classmates For community colleges, this means students
family members may rely on educators to answer critical
Considering . Considering Two-Year questions and that colleges need to prioritize
Two-Year Only and Four-Year proactive communications with prospects.

. Considering
Four-Year Only

Key Takeaways for Community College Leaders

v Use technology to create bandwidth for 1:1 and small group interactions
Your team can use technology to manage scalable interactions, like automatic messaging, to free

up more time for personal relationships. Technology can also help identify students who are
stalled in the inquiry and admissions pipeline.

Track student interactions during the inquiry and exploration process

Tracking which touchpoints students are having with the college allows you to craft more
personalized and intentional outreach. It also allows campus staff to have deeper 1:1
conversations by providing better context to who the student is, what their goals are, and where
they may need support.

13
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Two-Year Prospects Are Cost-Conscious

A Higher Value on Cost, Tuition, and Financial Aid “Consider the following attributes and
select up to three that best reflect what

Prospective community college students were more likely you are looking for in your college

to elevate tuition, college costs, and financial aid as experience.”

considerations during their college search. Community

college prospects were 15% more likely to indicate EAB 2023 Communication Preferences
affordable tuition as something they were looking for in Survey, Participants Could Select up to
their college experience. Three Responses

When asked what they are searching for on college
websites, prospective two-year students were 12% more
likely to search for financial aid information and 8% more
likely to research costs compared to students who aren’t
considering two-year colleges. These trends may point to
both an overall cost consciousness as well

as concerns about paying for college.

Making tuition, cost, and aid information easy to find and
understand will help prospective students feel more

confident that community college is an affordable option
for their education. Affordable Tuition

58%

“"When you searched specific college websites, what information were you most often
trying to find?”

EAB 2023 Communication Preferences Survey, Participants Could Select up to Three Responses

Specific classes - Considering Two-Year

Studentlife on campus . Not Considering Two-Year
General information about the school

Acceptance rates

Admissions requirements/process

Financial aid

61%
63%

65%

Majors/minors offered

College costs (e.g., tuition, fees,

housing) 57%

Perceptions of affordability are shifting post-pandemic

52% 48%

of community college prospects are explicitly of counselors say fewer students view
considering a two-year college to make their college as affordable compared to
education more affordable before the pandemic

Source: EAB High School Counselor Survey 2022.

©2024 by EAB. All Rights Reserved. 39000 16 eab.com



Perceptions of Educational “Value” Tied to Costs

Increase Your Value Proposition with Scholarships and Transparent Financial Aid

As public perceptions of the “value” of education shift, it's important that community colleges understand
what constitutes strong value to prospective students. When asked what would make education a good value
for them, prospective community college students were likely to point to cost control measures such as
scholarships, financial aid awards, and moderate tuition prices. Compared to students considering four-year
options, prospective community college students were 7% more likely to name scholarships as a value driver,
6% more likely to cite generous financial aid, and 7% more likely to name moderate tuition prices.

Community colleges may have modest price points compared to competitors, but that doesn’t mean they are
in the price range that all students feel they can afford. By signaling the availability of scholarships, grants,
and aid options early and in language students can understand, community colleges stand a better chance of

conveying their value to prospective students.

“"When you think about college costs and what you get for the price you pay, what
characteristics would you say best represent the value of education?”

EAB 2023 Communication Preferences Survey, Participants Could Select up to Five Responses

42%

- Considering Two-Year Only

. Not Considering Two-Year

Availability of scholarships Generous financial aid Moderate tuition prices
awards

Key Takeaways for Community College Leaders

v' Broadcast your cost of attendance compared to competitor options
Show transparency in your total costs, including tuition, fees, and supplies, and how those
compare to more costly alternatives.

Share scholarship information early and often

Students may not have the confidence to think they could earn scholarships and thus may not
think it's worth applying for them. Scalable communications plans offered in Navigate360 can help
share scholarship information widely with students.

Package aid as soon as possible to compete with offers from other colleges

Students may not understand that financial aid could potentially cover their entire cost of
attendance, and they could be comparing packages from multiple schools at once. By showing the
out-of-pocket cost of attendance (if any) earlier, institutions can remain competitive.

17
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Prospects Have Gaps in Their FAFSA Support System

Filling in FAFSA Support Gaps “"Who encouraged you to complete the FAFSA?"”
Community college prospects are less likely to EAB 2023 Communications Preference Survey

report parental support and encouragement

during their FAFSA submission process. This 71%

could mean that students rely more on
external supports, such as counselors and
college representatives. Surprisingly, only
139% of students considering only two-
year colleges report receiving
encouragement from a college
representative, which is half of what students
considering four-year colleges reported.

This lack of engagement with community
college representatives regarding FAFSA
completion is concerning and represents an
opportunity for community colleges to more
proactively encourage and support students as
they complete their FAFSA. College representative Parents/Guardians

“Who helped you to complete the FAFSA?"”
EAB 2023 Communications Preferences Survey

Parents/Guardians

83%

School counselors

Other family member

No one
2%
Other 2% - Considering Two-Year Only
2% . Considering Two-Year
and Four-Year
2%
CBO counselor 206 . Considering Four-Year Only

1%

breaking down silos between financial aid and
student success

. Learn more about how community colleges are

©2024 by EAB. All Rights Reserved. 39000 20 eab.com
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Students May Think They Don’t Qualify for Aid

Confusion About Aid Eligibility

While most prospective community college students had 0

applied for aid by their senior year of high school, some ].O /0

students opted out of the process. Those who opted out are of seniors considering a community
less likely than four-year aspiring students to indicate "I college had not completed their
don’t need financial aid to pay for college” but are more likely FAFSA by spring but still intended to,
to think they would not be eligible. compared to 5% of students

o . . considering only four-year colleges
As guidelines around need-based aid change in the 2024-25

aid year, many experts estimate more students will become 0

eligible for Pell grants. To better connect with prospective 85 /0

students who think they may not qualify for aid or students of prospective community college
who are cost-conscious overall, community colleges need to students had completed their FAFSA
offer early FAFSA assistance and reiterate that new changes by spring of their senior year

to the FAFSA will make it shorter and easier to complete.

“Why aren’t you completing the FAFSA?"”
EAB 2023 Communication Preferences Survey, Asked of Students Who Are Not Completing the FAFSA

59%
55% - Considering Two-Year

. Not Considering Two-Year

I didn't think I Other I don't need The FAFSA I couldnt I didn't I have I had trouble
would qualify financial aid was too complete it have enough aid getting tax
complicated by the anyone to through information
deadline help me scholarships/
don’t need
additional aid

Key Takeaways for Community College Leaders

v College teams can use tech to encourage FAFSA completion early
Community colleges may be missing opportunities to front-load conversations about the
importance of FAFSA completion and the resources available. Tools, like Navigate360, can build
FAFSA “journeys” that show students each step of the submission process.

Students may lack family support when completing the FAFSA
Community college prospects may be more likely to rely on educators for support. Or, in the

absence of family support, they may not be able to complete the process easily. Using early alerts
to identify students who are missing FAFSA documents can help students access the 1:1 guidance

they need.



https://eab.com/insights/blogs/enrollment/upcoming-fafsa-changes/
https://eab.com/insights/blogs/enrollment/upcoming-fafsa-changes/
https://eab.com/products/navigate360/
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College-to-Career Journey Is an Emerging Stressor

Preparing Students for the Workforce “Why are you considering

H ,Il
One of students’ top motivations for considering a two-year college a community college?

is to academically prepare for a four-year college. This hints that
students may be feeling academically unprepared, and 36% of 0
students who are interested only in two-year colleges 44 /o

report concern about being successful in college. To help them prepare

These students are also more career-minded than students who are academically for a four-year

considering only four-year colleges. A quarter of two-year prospects college

feel nervous about finding a job, and nearly one in three rates

strong career services as a value driver. To help students meet their ']2%
career asplratlops, community c_olleges should prepare to Plan to earn a bachelor’s
strengthen services for academically unprepared students and to degree or higher

draw strong connections to the workforce.

“"When you think about college costs and what you get for the price you pay, what
characteristics would you say best represent the value of education?”

EAB 2023 Communication Preferences Survey, Participants Can Select up to Five

- Considering Two-Year Only

Strong
career
services

. Considering Two-Year
and Four-Year

30% . Considering Four-Year Only

“As you consider your future college experience, what makes you most
concerned or nervous?”

EAB 2023 Communication Preferences Survey, Participants Can Select up to Three

Whether I will be
able to get a job

Considering Two-Year Onl
after graduation - g y

. Considering Two-Year

. and Four-Year
Whether I will be

successful in
college

. Considering Four-Year Only
36%

Key Takeaways for Community College Leaders

v Discuss career preparation early and persistently
Leverage Navigate360’s technology to connect students with career resources and employment

opportunities. Navigate360’s Al-powered campaign tools allow institutions to scale your
communication strategy and emphasize job placement rates, internships, and campus career

services in messaging.

Highlight academic supports and transfer pathways
Ensure that your value messaging strategy includes tutoring, supplemental instruction, and transfer
success stories.

24
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Underutilizing College Search Resources

Students Considering Only Two-Year Schools Using Fewer College Search Resources

Students who are two-year-only-minded are using fewer resources and engaging with fewer adults while
preparing for college than students who are interested in four-year colleges. This means that community
colleges may need to reach out to students versus waiting for them to reach in. Only 50% of two-year-only-
focused students are using emails from colleges in their search, compared to 68% of students who are
researching four-year schools, which represents an opportunity for community colleges to send more proactive
messaging to inquiries and current dual enrollment students.

“Consider the list below and select each source you have used during your college search.”
EAB 2023 Communication Preferences Survey, Students May Select All That Apply

- Considering Two-Year
Only

80%
. Considering Two-Year
70% and Four-Year
. Considering Four-
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20%
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Less Engaged-but Some Students Are Still Shopping Around

Students who are considering only community college are applying to half as many colleges as their four-year
aspiring peers, which could mean they’ve likely already narrowed their choices. Of interest to community college
recruiters should be the fact that students who are considering either a two-year or four-year college are applying
to 5.71 schools on average, with the potential for even more applications in the future.

“How many applications have you submitted as of today? How many more, if any, do you plan
to submit?”

EAB Communication Preferences Survey, Mean Scores

Considering
4yr Only m - Number of applications submitted
C;Crsgei;nrg . Number of applications I intend
to submit in the future
Considering
2yr Only

©2024 by EAB. All Rights Reserved. 39000 26 eab.com
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Key Search Steps Are Occurring Later

Community College Prospects Research Schools Later

Prospective community college students are starting their college research process much later than students who
are committed to attending a four-year college. More than 25% of students considering only community colleges

didn't start their search until fall of their senior year, and this group largely shows disengagement with the search
process up until fall of their junior year.

Interestingly, students who are open to both community colleges and four-year colleges start their college search
earlier, representing a significant opportunity to build earlier connections. By fall of their junior year, more than
70% of students considering both options had started their search, compared to 49% of students considering only
community colleges. This means community colleges need to proactively connect with students as their search is
starting, especially if students are considering either college option.

“When did you first start researching colleges?”

Cumulative Percentage of Students Who Had Started Researching by Time Period,
EAB 2023 Communication Preferences Survey

- Considering Two-Year Only 30%
. Considering Two-Year b
and Four-Year 25%

. Considering Four-Year Only

20%

15%

10%

5%

0%
I don't Before my Fall of my  Springof Summer Fall of my Spring of Summer  Fall of my  Spring of Summer  Fall of my

remember freshman freshman my between sophomore my between junior year my junior between senior year
year year freshman my year sophomore my year my junior
year freshman year sophomore and senior
and and junior years
sophomore years
years

Key Takeaways for Community College Leaders Read how
Germanna
v' Start recruitment earlier to capture early researchers Community
Students who are comparing two-year and four-year colleges start their College
research earlier, which means enrollment teams need to prioritize shortened their
connecting with students as early as freshman year. onboarding
process by
Reduce the time between enroliment steps using
Some students are waiting until much later to begin their search process Navigate360 to
may have a shorter on-ramp when working with admissions teams. guide students
Consider how you can reduce the time it takes to complete each through key
enrollment step, so students have a fast yet thoughtful experience steps.
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Key Takeaways

Prioritize messaging that highlights flexibility while doubling down on
. remote student services.

ﬂ Students who are considering two-year colleges are likely to want at least some, if not
most, of their courses to be offered online. Centering flexible options, including part-time
pathways that allow students to balance work and family, can meet this growing student
demand. This flexibility extends to student services, like advising and career services, who
can leverage technology, like Navigate 360, to communicate with students, schedule
appointments, and create targeted interventions for part-time and online learners.

Students need proactive institutional help to understand costs and financial
aid options.

_IEI_ Students are growing more cost-conscious and rate affordability as a top concern and way
to determine the value of an institution. Knowing that two-year aspiring students are relying
less on their families for support when completing the FAFSA compared to four-year
aspiring students means that community colleges need to be a strong voice in promoting
FAFSA completion, scholarship options, and ways to offset college costs. Lastly, packaging
aid as early as possible will give students ample time to understand what their financial
options are.

Pathways to transfer and the job market are critical issues to students. Focus
? on conveying a long-term return on investment.

Students are future-focused. Many are still motivated by the opportunity to transfer to a
four-year college and by their ability to connect with career options that justify their
investment in higher education. Highlighting both transfer and employer partners and
showing how alumni have improved their economic position will help convey your value
proposition. Additionally, technology can be used to track students’ career aspirations, setup
career planning milestones, and to communicate internship opportunities.

Develop tech enabled outreach strategies for high school freshmen and
sophomores to address the "movable middle.”

\

@ Students who are interested in either a two-year or four-year college represent a "“movable
middle” that starts their college search earlier than students who are interested only in two-
year schools. These students, who are using more college search resources, might be making
their college decision before your college connects with them. Building earlier relationships
can help your college become a contender during their search and decision process, and tools
like_Navigate360 can help coordinate your efforts with prospective students.

To request a Navigate360 demonstration visit or email
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Research Overview

About This Research

EAB’s Survey Research division conducted a Student Communication Preferences Survey in March and April
of 2023. They collected responses from current high school students to learn about several topics, including
their preferred communication sources, research behaviors, and priorities when choosing a college.

2023 Student Communication Preferences Survey
Considering Community College Participant Profile, N=2,738
Not Considering Community College Participant Profile, N=13,643

High School 2-Year 4-Year First-Generation 2-Year 4-Year
Graduation Year Percentage Percentage Status Percentage Percentage
2023 (Senior) 64% 61% First-Generation 31% 22%
2024 (Junior) 25% 24% Non-First-Generation 69% 78%
2025 (Sophomore) 11% 15%
o 2-Year 4-Year " 2-Year 4-Year
Race/Ethnicit
/ y Percentage Percentage Region Percentage Percentage
African/African Northeast 12% 20%
American/Black 14% 15%
Southeast 19% 23%
Asian )
(Central/South/East/ 12% 14% Midwest 20% 23%
Southeast) Southwest 15% 13%
?S?;/vr]acii;n Native/Pacific 1% 1% West 349, 21%
Hispanic or Latine 33% 19%
Middle Eastern or West
Asian 2% 2% Gender ZUEED AVEELR
Percentage Percentage
Native American or o o
Alaskan Native 2% 2% Female 60% 60%
. . Male 34% 36%
White/Caucasian 43% 53%
Nonbinary 4% 3%
Other 1% 1%
Other 3% 1%
Household Income GRS o UL
Percentage Percentage
$90,000 or less 70% 52%
$90,001-$200,000 26% 36%
More than $200,000 4% 12%
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EAB Is Your Full-Service Community College Partner

Best-in-Class Support and Expertise to Solve Challenges Across Your Institution

Our Solutions for
Community Colleges

Institutional Recruitment Student Data
Strategy and Success Management
Enrollment and
Analytics

@ ot

NAVIGATE360

Higher ed's leading student CRM to recruit,
retain, and empower students in college and
beyond

EDIFY

A higher ed-specific and vendor-agnostic data
warehouse, infrastructure, and analytics hub

STRATEGIC ADVISORY SERVICES

Consultative access to EAB’s best practice
research, toolkits, diagnostics, and expert
direction on community colleges’ most
pressing challenges

RAPID INSIGHT

Access, prepare, and explore your data in a
code-free, drag-and-drop workspace

MOON SHOT FOR EQUITY

A comprehensive initiative to eliminate equity
gaps at your institution by the year 2030

ENROLL360 VIRTUAL TOURS

Immersive virtual tour platform creating a
digital experience that generates higher
inquiries and activates your recruitment team

APPILY

An expansive college search network that
connects colleges with right-fit students

INTERSECT

A recruitment solution powered by Naviance,
the leading college and career readiness
platform used by 40% of US high school
students

Visit eab.com or email eab2yrcommunications@eab.com to learn about our offerings and speak with an expert.
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— 3 Education’s Trusted Partner to
Help Schools and Students Thrive

b INSTITUTIONAL Prepare Your Institution for the Future

STRATEGY Executive guidance rooted in research to support
your strategic priorities

MARKETING Achieve Your Enroliment and Growth Goals

} AND lailored partnerships powered by a recruitment ecosystem
ENROLLMENT . .
with unrivaled reach to enroll your future classes

Your
Imperatives STUDENT Build a Student-Centric Campus
Determine > SUCCESS Technology trusted by 850 schools to

Ours retain, graduate, and empower more students

DIVERSITY, Advance DEI on Campus and in Your Community

} EQUITY, AND Technology, research, and bold initiatives to strengthen
INCLUSION . .
your DEI strategy and eliminate equity gaps

Embrace Digital Transformation
} DATA AND

ANALYTICS Data and analytics solutions built for higher education
to guide decisions and accelerate innovation

We partner with institutions to accelerate
progress and enable lasting change.

of our partners return to us year after year
because of results we achieve, together.

K12 ¢ Community Colleges ¢ Four-Year Colleges and Universities e Graduate, Professional, and Adult Programs e Employers eab.com
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