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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

P Robust Parent Communications Benefit Families and Colleges l'

Three out of four parents want colleges to communicate with them directly. However, many institutions fall
short in developing a robust parent outreach strategy. As concerns about the value of higher education
continue to rise, it's more important than ever for colleges to address parent concerns early and often
throughout the recruitment process. Not only is proactive communication welcomed by parents, but it also
promotes student engagement: EAB testing has shown that students who are not responding to outreach

campaigns have a 47% greater likelihood of applying when their parent contact information is identified
proactively for direct parent outreach.

Direct Parent Outreach Is Welcomed by Parents and Boosts Student Engagement

. Greater likelihood of student non-
0 OF [PEIRENES METE el 4 O/ responders to apply when their parent
O communications from colleges 2 (0} P pply p

contact info is identified proactively

w
P Focus of This Report: Key Shifts in Parent Perceptions of Cost and Value a

EAB conducts biennial parent surveys to help college enroliment teams understand how to best communicate
with parents. This insight paper highlights key changes since our 2022 study, focusing on parent perceptions
of cost and value. Part 1 shares key findings in perceptions of cost, Part 2 helps colleges understand how to
best articulate value, and Part 3 explores top parent concerns beyond cost.

About the 2024 Parent Survey

1,620 33

Parents, guardians, and other Questions asked
primary caregivers surveyed

Questions Explored:

« What are the top concerns and priorities for their child’s college search?
« How have perceptions of college cost and value shifted?

* How have communication preferences changed?

* How do concerns and preferences vary across demographics?

For more details about the survey and participant profile, refer to p. 25 of this report.

©2024 by EAB. All Rights Reserved. 39299 4 eab.com
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Cost Perceptions




Parents Underestimate Their Students’ Cost Concerns

Student and Parent Concerns Align on Cost—More Than Parents Realize

We asked parents about their top concerns related to their students attending college and their perceptions of their

students’ concerns. While parents' top three concerns were all financial, they believed their students' worries

included a mix of success, cost, and fit. However, data from our 2023 Student Communication Preferences survey
reveals that students' concerns closely match those of their parents. This indicates that parents underestimate the
degree to which their children internalize their cost fears. To address this disconnect, colleges should encourage

families to have open, and sometimes tough, conversations about college finances.

What Are Your Top Concerns About College?

Parents’ Own Concerns
for Their Students

What Parents Think
Students’ Concerns Are

Students’ Actual Concerns

College costs 60%
Receiving scholarships 40%
Amount of college debt 39%
Personal safety on campus 329%
Right-fit school 31%
Mental health and wellness 31% “ . .

) _ How will sending
Adapting well/being happy 25% our kids to school
Qualifying for financial aid 25% affect our ability
Bein g successful in college 19% to retire on time or

Sense of belonging 17% Al d_ue to ”
excessive costs?
Admission to a top-choice school 17%
Getting a job after graduation 16%
. - Parent of a high
Stress of applying 14% school student
Not academically prepared 10%
Exposure to drugs 10%
Completing FAFSA 10%
. . . Source: EAB research and analysis, student responses from
Makin g friends in C0||EQe 9% EAB 2023 Student Communication Preferences Survey.
©2024 by EAB. All Rights Reserved. 39299 6 eab.com
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Expanded List: Parents’ Top Concerns for Their Student About College
Responses with 10% or More; Parents Could Select Up to 5 Responses; n = 1,524




FAFSA Issues Caused Major Disruptions in 2024

Families Encountered Obstacles When Submitting the FAFSA and Delays in Receiving Awards

One major factor in parents’ experiences with college finances in 2024 was, unsurprisingly, the troubled FAFSA
rollout. The majority of families of seniors (52%) reported problems submitting the FAFSA, which aligns with
National College Attainment (NCAN) data showing that FAFSA submissions were down almost 11% nationally in
2024 compared to 2023.1 NCAN data also indicates that historically underrepresented student populations were
hit hardest, with high schools with lower-income and a higher percentage of minority students showing a 12%
decline in completions.

Families in our survey also reported widespread delays in receiving their aid packages due to this year’s FAFSA
challenges: just under half of parents (49%) reported they did not receive their award in time to make a
decision. This aligns with EAB data showing a 3% decline in deposits nationally in July 2024 compared to 2023.

Q: Did you or your student have Q: Did you receive your student’s aid
problems submitting the FAFSA? award in time to make a decision?
Asked of parents of seniors who completed the FAFSA n =537

and submitted it between January and April 2024

n =537

36%

Yes, my
student and

I both had
problems

8%

Yes, my student
had problems

8%
Yes, I had problems

DOy offmies rad e AP0 S
(0) submitting the FAFSA O ke s dacision
1) As of July 2024 Source: https://www.ncan.ora/page/FAFSAtracker, EAB research and analysis.
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Not Understanding Cost Is a Major Source of Anxiety

Small Gains in Understanding College Cost

To better understand parents’ perceptions and
concerns around cost, we asked whether they
consider net cost or sticker price when evaluating
college expenses. Sixty-three percent of parents
now think about net cost, up from 59% in our 2022
survey. This modest gain may be attributed to
increased national discussions about college finances
following the problematic 2024 FAFSA rollout.

Continued Anxiety About Knowing Cost

Despite this small improvement, the complexity of
college cost remains a major source of anxiety for
many families. Fifty-eight percent of parents said
that understanding how much college would
actually cost was a concern. In addition, anxieties
about understanding cost did not vary significantly
according to income or race/ethnicity. These
findings suggest that colleges should make efforts
to further clarify costs for families, particularly in
light of the 2024 FAFSA issues.

More Parents Are Considering Net
Cost Than in 2022

Q: When you think of cost of college, what do
you consider?; n = 1,524

Not sure

“/ Published/
n/ o
Net cost

2022 2024

Understanding Cost Remains a Major Source of Anxiety

Q: What concerns do you have about the cost of your student’s education?
Asked of parents who indicated concern about college costs or the amount of debt they may incur; n = 1,063

How much financial support the school will provide 64%
The amount of debt we will incur 62%
Understanding how much school will actually cost our family _ 58%

Cost of housing and meals

Whether we can afford any school

Whether my student's grades and test scores will qualify for
scholarships

Whether we will qualify for financial aid

Whether we can afford a top-choice school

Whether the cost of attendance will increase after my student enrolls
Other costs related to student/campus life (e.g., books, laptop)

Cost to travel between home and school

Completing the FAFSA

Special/additional fees associated with my student's major (e.g., lab
fees, art supplies)

Cost of health insurance

Other

©2024 by EAB. All Rights Reserved. 39299

46%
43%
42%
41%
41%

58%

Are concerned about
understanding how
much school will cost

Source: EAB research and analysis.
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For Many Families, “Affordable” Means No Debt

Rising Aversion to Debt

Our survey indicates that today’s parents are especially wary of student
loans. Our 2024 survey included a new question about how parents define
“affordable” and “manageable” college costs. Parent responses fell into two
groups: those who felt that “affordable” and “manageable” were synonymous
and those who saw the terms as distinct in meaning. Among parents who felt
“affordable” and “manageable” were not meaningfully different terms, about
half (48%) defined an “affordable”/”manageable” education as one with no
debt while 60% defined it as one with little debt.

For parents who distinguished between “affordable” and “manageable” costs,
60% said an “affordable” education meant no debt, and 61% said

An Indicator of Value

Graduating with low or no
student debt is now parents’
top indicator of college value

“manageable” costs meant little debt. Across the multiple response options there is a clear takeaway:
at least half of families say that “affordable” or *"manageable” college costs involve little to no debt.

Given that little to no debt is often unrealistic for most families, this finding is significant. Trends in
parents’ own college finances can help shed light on their aversion to debt: parents of today's high
school students likely attended college between 1985 and 1995, a period when student loan debt
soared from $21 billion to $186 billion. Many of these parents are still repaying their own loans,
making them extremely wary of taking on new student loans or asking their student to do so.

Understanding Parents’ Definitions of “Affordable” and "Manageable” Costs

Q: What do "affordable” and "manageable” mean to you in terms of college cost?
"Affordable and Manageable “"Affordable and Manageable Mean
Mean the Same Thing” Different Things”
n = 908 n = 534
(0] say “affordable/ manageable” (0] say “affordable” means
(O means taking on no debt (O taking on no debt
O say “affordable/ manageable” 0 say “manageable” means
(O means taking on little debt (O taking on little debt
Source: U.S. Department of Education, National Center for Education Statistics, Integrated Postsecondary Education Data
System (IPEDS), Spring 2011 and Winter 2021-22, Student Financial Aid component; EAB research and analysis.
©2024 by EAB. All Rights Reserved. 39299 9 eab.com
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Articulating Value
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Career Outcomes Are Central to Perceptions of Value

Career Outcomes and Preparation Rank Highly in Perceptions of Value

While addressing parents’ rising aversion to debt is challenging, conveying your institution's benefits is
essential to demonstrating value. As shown below, graduating with low or no debt was parents’ top
indicator of value in 2024, a shift from our 2022 survey when it ranked below factors related to career
outcomes. However, it's important to note that career outcomes and preparation, shown in navy blue
below, still rank almost as highly as graduating with low or no debt. As shown in the chart at the bottom
of the page, families with income >$150k ranked internships as the top indicator of value. These findings
highlight the importance of showcasing career preparation and outcomes in your marketing efforts.

While Low/No Debt Is the Top Indicator of Value, Career-Related Factors Closely Follow
Q. What characteristics best represent the value of higher education for your student?, Responses =15%; n = 1,524

Graduating with low/no debt
Prospects for a fulfilling career

Su ccessful job placement
Internships

Prospects for a well-paying career
Generous financial aid award
Strong relationships with professors
Moderate tuition price

Courses taught by professors
Comprehensive academic program
Finding like-minded friends
Graduate school placement

Study abroad

High graduation rate

Indicators of Value By Income

37%
35%
34%
30%

20%

20%
19%
18%
17%
17%
15%

Responses with Statistically Significant Differences

Graduating with low/no debt
Generous financial aid award
Internships

Moderate tuition price

Faculty relationships

Courses taught by professors
Network of successful alumni
Finding like-minded friends
Modern academic facilities

Strong entrepreneurship program

High name recognition

©2024 by EAB. All Rights Reserved. 39299

12

Cost/finances

Career preparation/
outcomes

Academics

Other

m <$90k
= $90k-$150k

= >$150k

Source: EAB research and analysis.
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Many Parents Welcome Early Outreach About Finances

Half of Parents Want Colleges to Send Info on Cost by Their Student’s Sophomore Year

One important way that colleges can help address cost and value concerns is through early and direct
communication with colleges. Forty-seven percent of parents want cost information by their child's
sophomore year, and more than a third want it by freshman year. Proactive communication with parents
can help you build affinity and address concerns. Lower-income families, in particular, are eager for early
information about paying for college, as shown in the chart at the bottom of the page.

Many Parents Appreciate Early Info on Cost and Financial Support

Q. Please indicate when during your student’s high school years you would like to have the following information.
Parents Could Select Multiple Responses; n = 1,524

Costs (e.g., tuition,
fees, housing)

371%

of parents want info on
cost during their student’s
freshman year

47%

of parents want info on
cost during their student’s
sophomore year

65%

Sources of funds to
pay for college (e.g.,
scholarships, financial
aid, work-study)

Financial support
(e.g., scholarships,
financial aid)

m Freshman ®Sophomore = Junior =Senior

Lower-Income Families Appreciate Earlier Communications About Ways to Pay for College
Percentage of Parents Who Want Info on a Topic in Sophomore Year

Sources of funds to pay for college Financial support (e.g., scholarships, financial aid)
(e.g., scholarships, financial aid, work-study)

44%0 429, Mean: 40% 41%

37%

Mean:
35%

<$90k $90k-$150k >$150k <$90k $90k-$150k >$150k

Source: EAB research and analysis.
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While Safety Is a Top Concern, Perceptions Vary

Mental Health as a Top Concern Q. When you think about your student’s safety,
what are you considering specifically?
As shown in the chart on p. 6, students’
personal safety is parents’ top college
concern after cost and debt. To further Helpful/approachable campus police
understand perceptions of safety, we
asked parents how they defined the term.
While top answers included expected Low or no property crime
factors such as helpful campus police and Support for mental health and well-being
low instances of sexual assault and crime,
mental health was also a top factor, cited
by 56% of parents. This finding aligns with Support of physical well-being
students’ own perceptions of safety: in our
2024 First-Year Experience survey, 61%
of first-year college students said that
their definition of safety included support Freedom to express cultural identity
for mental health. This parent data
reinforces the need for colleges to market
the mental health support services they Faculty and staff who look like student
provide amid rising mental health Stated commitment to free speech
concerns post-pandemic.

Asked of parents who indicated safety was important; n = 760

Low or no instances of sexual assault

No history of gun violence

Freedom to express thoughts and values

Stated commitment to DEIJ

Students who look like student

Freedom to express gender identity LI

More Parents of Color Associate a Sense of Belonging with Safety

Definitions of safety varied somewhat according to parent race/ethnicity. Among Black parents, the
second-most cited definition of safety was commitment to diversity, equity, and inclusion, named by 58%.
Parents of color rated several other factors related to sense of belonging with safety more often than
White parents did, including students and faculty who look like their student and freedom to express
cultural identity. These findings reinforce the importance of featuring a wide variety of student voices in
promotional materials and emphasizing a commitment to diversity, equity, and inclusion.

Q. When you think about your student’s safety, what are you considering specifically?

Significant differences by parent’s race/ethnicity

58%
Commitment to diversity, equity, and inclusion
48%

Students who look like your student

m Black

m Asian

Faculty and staff who look like student = Hispanic
m White

Freedom to express cultural identity

Source: EAB research and analysis.

©2024 by EAB. All Rights Reserved. 39299 16 eab.com



Parents Are Very Interested in Info on Academics

Academics Remain a Top Area of Interest, Especially Given Student Preparedness Worries

Behind cost and finances, academics is the topic that parents most want to hear about in communications from
colleges, as shown in the top chart. Information about majors and minors is also parents’ most-searched-for
information on college websites, as shown in the bottom chart. While academics have consistently been named
as a topic of high interest in our past parent surveys, it's worth noting the unique concerns that students and
parents have about academic preparation post-pandemic. EAB’s First-Year Experience Survey found that students
self-reported academic readiness for college is lower among historically underrepresented groups, and academic
advising and tutoring are the most frequently used support services in the first year of college across all student
populations. These findings suggest that schools should not only promote general academic information but also
highlight academic support services to address families’ concerns about academic preparation.

’

Parents Appreciate Communications About Academics

Q: Indicate the topics/information you would most like to have about the colleges and
universities your student is considering. Responses with >50% shown; n = 1,524

Costs 80%

Financial support 70%

Applications/admissions

Campus visit (e.g., tour, open house, virtual tour)
Sources of funds to pay for college

Residential life

Student success

Campus safety

Information on Majors/Minors Is the Most Sought-After Material on College Websites

Q: What information are you most interested in finding on a college website? Participants could select up to 5 topics

n =853
Majors/minors

College costs 56%

Scholarships

Application requirements

General information about the school
Financial aid

Acceptance rates/admission statistics

Student life on campus

Campus visitinformation

Source: EAB research and analysis.
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Key Takeaways and
Additional Resources




Key Takeaways and Recommendations

Build robust parent communications.

Seventy-three percent of parents want direct communication from colleges.

1 While EAB data shows that parents welcome outreach from colleges and that it improves
student engagement, many institutions have limited dedicated parent communications.
Build a comprehensive and coordinated approach for reaching parents across channels
including email, mail, and web.

Identify and reach parents early.

Half of parents want outreach from colleges by their child’s sophomore year,

2 with a third of parents wanting outreach by their child’s freshman year. Using
approaches like Enroll360's consumer database match can help you identify and
contact parents before their students have inquired.

Encourage families to have open conversations about cost.

The #1 college concern for both parents and students is cost; however, parents
3 underestimate their students' cost concerns. While there are no easy answers to parents'

college cost concerns, sharing information about career outcomes and academics

alongside cost can help you convey the value of the education your institution provides.

Prioritize conveying a sense of belonging in your marketing.

Fifty-eight percent of Black parents say that a safe campus includes support for

4 diversity, equity, and inclusion. Help students and their families feel that they will be
welcome and supported on your campus by representing students from a wide variety of
backgrounds and highlighting the diverse range of clubs, mentoring options, and
support services you offer.

©2024 by EAB. All Rights Reserved. 39299 20 eab.com



Appendix: Additional Findings on Parent Communication Preferences

Parents’ and Students’ Preferred Sources of Information

Q. What sources of information were most helpful when learning about schools?
Student Responses from EAB 2024 First-Year Experience Survey

71%
64%
63%

Campus visits
Specific college websites

73%

Web searches 68%

Friends/family 61%
Counselors

College search sites

Parents of college-bound students
Email

o 56%

Parents of enrolled students
College fairs

Mail

College ranking

Virtual tours

m Parents

Social media = Students

College preparedness sites

Independent college counselors

High school teachers

Athletics/Coaches/Recruiters

College guidebooks

Alumni

Online forums for parents

o,
College professors 9%
Virtual community sites for students 8%
11%
7%

Videos from colleges

20%

©2024 by EAB. All Rights Reserved. 39299 21
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Appendix: Additional Findings on Parent Communication Preferences

Parents’ Preferred Information Sources by Channel

Q: How would you prefer to receive information on the following topics? (Select all that apply.)

. Social . No
Website Media Text Webinar Preferencel
General information about the school o 0 0 0
(e.q., location, size) 22% 14% 19% 26%

Student life (e.g., clubs, organizations,
activities)

Residential life (e.g., housing, food
services)

27% 15%

Academics (e.g., faculty, classrooms/labs,
majors/minors)

Sources of funds to pay for college (e.g.,
scholarships, financial aid, work-study)

Athletic teams

Student support services (e.g., tutoring,
counseling, mental health and wellness)

Job readiness (e.g., job search prep,
career planning, employer partnerships)

Applications/admissions (e.g., application
deadlines, admission requirements)

Costs (e.g., tuition, fees, housing)
Financial support (e.g., scholarships, 239
financial aid) ?
Campus safety (e.g., campus police, 25%

housing security, emergency alerts)

Student success (e.g., graduation rates,
alumni success stories, job placement)

National rankings 14% 12% 16% 12% 11% 6% 7% 14%

Campus visit (e.g., tour, open house, 26%
virtual tour) °

Diversity of campus community
(students, faculty, and staff)

15% 12% 19% 11% 15% 8% 13% 18%

Experiential learning (e.g., study abroad,

internships, co-ops) 24% 23% 22% 20% 10% 22% 22%

©2024 by EAB. All Rights Reserved. 39299 22 eab.com



Appendix: Additional Findings on Parent Communication Preferences

Parents’ Preferred Topics by Student’s High School Year

Q. Considering the topic(s) of interest to you, please indicate when during your student’s
high school years you would like to have the information. (Select all that apply.)

Costs (e.g., tuition, fees, housing)

Financial support (e.g., scholarships, financial aid)

General information about the school
(e.g., location, size)

Freshman

Sources of funds to pay for college (e.g.,
scholarships, financial aid, work-study)

Academics (e.g., faculty, classrooms/labs,
majors/minors)

Student support services (e.g., tutoring, counseling,
mental health and wellness)

Campus visit (e.g., tour, open house, virtual tour)

Student success (e.g., graduation rates, alumni
success stories, job placement)

Sophomore

Student life (e.g., clubs, organizations, activities)

Campus safety (e.g., campus police, housing
security, emergency alerts)

Junior

Senior

Athletic teams 16% 14% 13% 12%
Applications/admissions (e.g., application deadlines,

admission requirements) 15% 2o

Diversity of campus community (students, faculty,

and staff) 15% 13% 18% 15%
Residential life (e.g., housing, food services) 13% 20%

Job readiness (e.g., job search prep, career

planning, employer partnerships) 12% e

National rankings 12% 13% 17% 13%
Experiential learning (e.g., study abroad,

internships, co-ops) 11% 15% 31% 29%
©2024 by EAB. All Rights Reserved. 39299 23
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Appendix: Additional Findings on Parent Communication Preferences

Parent Social Media Usage

Q: Select all of the social media you currently use

2024 vs. 2022

Facebook

Instagram

YouTube

Pinterest

TikTok

Twitter/X

Snapchat

I don't use social media

Other

5%

2%
3%

16%

11%

16%

21%
26%

76%
73%

Q: Have you interacted with a college or university (followed, liked a post, watched a

video, shared) on any of the following social media? (Select all that apply.)

Facebook

Instagram

YouTube

LinkedIn

Twitter/X

TikTok

Snapchat

Pinterest

©2024 by EAB. All Rights Reserved. 39299
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Research Overview

About the 2024 Parent Survey

EAB’s University Research Partners collected responses from parents of current high school students in
May and June of 2024. The goal of this research was to learn more about families” communication
preferences and priorities with respect to their student’s college search and enrollment decision. The
results include responses from 1,620 participants.

Participant Profile

Relationship to Student Percentage Gender Identity of Student Percentage
Mother or female guardian 78% Female 60%
Father or male guardian 22% Male 399,

0,
Other <1% Nonbinary or other 1%

African/African American/Black 13% African/African American/Black 15%
Asian (Central/South/East/Southeast) 5% Asian (Central/South/East/Southeast) 7%
Hawaiian Native/Pacific Islander 1% Hawaiian Native/Pacific Islander 1%
Hispanic or Latinx/o/a 18% Hispanic or Latinx/o/a 19%
Middle Eastern or West Asian 1% Middle Eastern or West Asian 1%
Native American or Alaskan Native 1% Native American or Alaskan Native 2%
White/Caucasian 66% White/Caucasian 67%
Other 2% Other 3%

Northeast 18% 2024 46%
Southeast 29% 2025 42%
Midwest 16% 2026 24%
Southwest 18% 2027 9%
West 19%

$90,000 or less 30%
$90,001-$150,000 29%
More than $150,000 41%

1) Parents could select multiple years for multiple children.
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Unlock Every Recruitment Advantage
with Enroll360

Enroll360 Solutions to Outperform the Market at Every Stage of the Funnel

5 Cultivate ») 3) i .»./) Yield

Tailored partnerships that work in concert to generate unmatched search, recruitment, and yield results.

What Makes Enroll360 Comprehensive Suite High-Touch Strategies Rooted in
Solutions Different of Services + Service Model + Research and Testing

Enroll360 Products to Elevate Student Awareness and Engagement

3 Audiences [JHE Tours m Transfer

Build awareness and : : Engage Gen Z in : © Enroll students from all : : Facilitate the transfer
influence and grow : ¢ immersive virtual tours : : backgrounds with our { : process and boost
applications with : i that tell your brand : i unique “reverse : i enrollment with best-
leads from our : : story and build affinity. : : admissions” model. : : in-class technology
expansive ecosystem. : : i and marketing.

Powered by the Leading Student-Facing Platforms

appily ~> NAVIANCE

To speak with an expert or schedule a diagnostic

enrO-ll @ conversation, email eabenrollmentcomm@eab.com.
Learn more at eab.com/Enroll360.



mailto:eabenrollmentcomm@eab.com
http://eab.com/Enroll360

@ E AB Education’s Trusted Partner to
Help Schools and Students Thrive

for Your Top
Priorities and Toughest Challenges

Reach, engage, and
enroll future classes in
a dynamic market with
demographic headwinds

Future-proof your
institution by addressing
immediate and long-term
opportunities and threats

Undergraduate
Marketing and
Enrollment 5

Institutional
Strategy

Secure

Graduate enrollments

: and revenue
Marketin C/‘\f . .
arketing in an evolving
and

Enrollment graduate,
online, and adult

learner market

Meet aspirational
giving goals in an
era of competing
fundraising priorities
and shifting

donor interest

Advancement

Data and
Analytics

Improve decision-making
and accelerate innovation
with a modern data and
analytics infrastructure

Support, retain, and

empower students in
S b

£ college and beyond

We partner with institutions of our partners return to
to accelerate progress, deliver us year after year because of
results, and enable lasting change. results we achieve, together.

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




@ EAB

202-747-1000 | eab.com
@ @eab @@eab_ o @WeAreEAB @eab.life

ABOUT EAB

At EAB, our mission is to make education smarter and our communities stronger.

We work with thousands of institutions to drive transformative change through - -
data-driven insights and best-in-class capabilities. From kindergarten to college

to career, EAB partners with leaders and practitioners to accelerate progress and

drive results across five major areas: enrollment, student success, institutional O
strategy, data analytics, and diversity, equity, and inclusion (DEI). We work with

each partner differently, tailoring our portfolio of research, technology, and

marketing and enrollment solutions to meet the unique needs of every leadership

team, as well as the students and employees they serve. Learn more at eab.com. 39299




