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Business Situation

e Campuspartnerswere spending $1M+annually with an externalvendor

e Vendor’s “onesizefitsall” approach was not producing desired results in
applicationsorbrand positioning

e Campuspartnerswere frustrated with customer service
e Campusmarketingandadmissions staffwere spread thin
e High cost forproduct andimpossibletoquantify ROI

e No metrics, analytics, or measures of success

e Limited marketavailable



Project Objectives

-

Strengthen regional campus
enrollment marketing, drive
applications, save and
repurpose funding by
replacing external contract.

Leverage differentiated value
points (DVPs) and provide
segmentation and effective
enrollment campaigns managed
in-house.

~

\.

Integrate university tools and
resources with a student-
focused look and feel for
cohesive marketing journeys .

Migrate and enhance existing
services to better position
regional campuses against
waning market sizes.




Executive summary

Positive results from participating campusesin yearone...

54% ' 8.8% | 23.6% 58.6%

Increase in Increase in Increase in Increase in
applications enrolled students overall admission web campus visits
year over year year over year traffic year over year year over year

.. . lead to expanded effortsin year two (2022) with
promising results so far

90% 3%

Response boost Increase in
for interactive application
emails rates

RRM communication utilizing Salesforce FY22



265,000+
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Paid Media Campaigns
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Piloted interactive email to learn about our audience

In year two we created user-friendly interactive design and added personalized messaging

The first consideration

)
is you It's never too early...

What's something that you want
from a college?

dosetobome @

Tell Us What You Think
What is the most important part of college for you right now?

Click on your answer below and then shave i

A college that's
close to home.

2021 Interactive Email

U Southeast Example 2022 Interactive Email

IU South Bend Example

m East

Checking out schools now
is smart

Savvy students think ahead. You're smart to think about life after high
school now. You've probably thought a little about it, but maybe we can
give you some more pointers and direction.

What's most important to you in a school?

Choose an option and we'll share more later just for you

Acollege that's @ A program focused
close to home on my career

A campus where An education @
| can get involved | can afford

I'm not sure @

m Southeast m Kokomo.

Life after high school

Life after high school? Yep!

What's something you want out of school?

dosstomome @ e Acamgus e Aneducati
[ attord




Reaching our audience on their preferred channel

Total FY21 Opt-ins

0

IU East here, did you know Campus SMS Opt-ins

you don't have to submit

test he

Total FY22 Opt-ins prakppbeisbribiel East 262
Get your application Kokomo n/a
started:
1 O 3 6 Northwest* 23

South Bend 294
Southeast 457

Total FY23 Opt-ins

TBD

We piloted SMS/Text opt-ins as another means of creating meaningful and
consistent engagement with our audiences. Previously, SMS was leveraged only after applying to IU.

*limited campaign with later opt-in



IU South Bend Senior Prospects

Driving website traffic Chi Sosry Landin Page

[ e ey s s

Admissions-related pageviews* 2022 vs. 2021

Get ready to call IU South \

Bend heene ~ N "’t’
. Percent — BELO )
Campus Pageviews Change " ‘, ”@,
South Bend 2021 114,697
+37.8%
South Bend 2022 158,044
Southeast 2021 104,319
+23.6%
Southeast 2022 128,891
East 2021 61,336
+9.4%
East 2022 67,100

*Total pageviews for admissions webpages, including campaign
landing pages, from October - June of this year versus last.

U South Bend - How to Apply

Overall admissions trafficto RRM campus websites increased by 26.3% from 2021 to 2022.



Driving website traffic

[— [ e sy et

Get ready to call IU L At IU East, it's all about you
East home :

Find the right major  Customizeyour  Graduate with
for

IU East 2023 Landii
IU East 2022 Landing page as anding page

Overall admissions trafficto RRM campus websites increased by 26.3% from 2021 to 2022.



Refresh and optimize

e Made design
innovation and data-
driven updates from
year one to year two

e Optimized to increase

call to action
engagement based on
year one data

Indiana University
South Bend
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A day in the life of IU East

1U East

This is where you belong.
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Brand differentiation

10:00

Eﬂ East

See you soon

1000

Eul

The right school for you

could be close to home

What's st s high schoed s up o you. 1U East has oy

IU East

10:00

m East

1-in-5 1U East students
graduate with NO DEBT!

These tps can help o fnd the right schost

Created distinct campus branding, designed
for GenZ, and introduced more animations.

View examples of email animations

IU Southeast IU Kokomo IU Northwest IU South Bend


https://indiana.sharepoint.com/:f:/s/msteams_7f2732/Eg92CTlSz-xGjXYx9_5bYswBxOA1HU-noyX8dKJN9rlZHA?e=2d0Vur

Personalization based on Geographic location

Speak moredirectly to our prospective students by delivering relevant content based on their
geographic location. This is being implemented across all campuses.

. Indiana Service Region
. Kentucky Reciprocity

We'll walk this with you!

Lots of students at IU Southeast get
financial aid or scholarships. We've
got a ton of resources to take you
through the process of lowering
college costs,

Explore paying for college

We’'ll walk this with you!

As 8 Kentucky student, you may be
eigible for indiana tution and wo'll
maich a KEES scholarship up %0 four
years, We've gol lots of options!

xx“ ®

Explore paying for college




Personalization based on academic interest

Unique and personalized school & degree messaging based on academic interest selected in interactive poll.

IU Northwest Senior Prospect Journey Email 6

o s i D e 0 e 0 i O i
Flex your ereative musches Wanna be startin' Future edwentors Hke you The world needs more "
at the School of the Arts sonvethin'? poael Nsh':,,mm,’ people tike you. Saraphina Ready to change the world? Spark your passlon

School of Arts School of School of College of Health College of Arts & Not Sure/Default
Business and Education and Human Sciences
Economics Services
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