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The Top of the Cliff
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Where the College Students Will and Won’t Be

Projected change in number of college-bound high school seniors, 2012-2029

Change in number
of students

‘ Percentage change

West South Central | 7.365 23%
Mountain | 3,429 1.8%
South Atlantic B 15,523 -3.3%
West North Central - -22,773 113%
New England - -28,117 -24.3%
East South Central [ ] -29,736 -20.2%
Pacific ] -44,067 -9.4%
Middle Atlantic ] 72,208 17.9%
East North Central _ -90,443 -21.6%

Source: Nathan D. Grawe, “Demographics and the Demand for Higher Education”
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Building a
better

mousetrap
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Hiroji
Satoh Will

School
You.
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Iterative Innovations within
Your Funnel-

© 0 0 6 0 O

Introduce the Get to Know the Gain Trust and Create Stay Reach
Brand Student Credibility Reciprocity Connected Aggreement
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Higher-Ed
® Loves MQL AQL SQL

Acronyms
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Lifecycle View of Marketing Admissions Funnel

[

Acquired contact name and email, they

113 H ”»
Subscriber have not specifically engaged with us.

Has provided us with contact details
usually via Form on site

MOQL Is actively engaged in consuming
content: emails, web pages, social media

Has the right attributes for a successful
candidate: test scores finances, etc.

Started App Started Application

Enrolled Enrolled

Submitted Application

Marketing Automation, CMS, and Social Media Platforms

Helps to deliver appropriate & targeted content | Identifies friction points and new opportunities | Exposes data gaps the we can work to fill
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Martech: Flexing its Muscles in 2019

#cuprap2020
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Table 1: Martech spending gets a boost in 2018-19

30%

23%

15%

11.3% 11.2%

8%

0%

Marketing budgets as % of revenue Martech as % of CMO Budget

[l 2017-2018 [ 2018-2019

Source: CMO Spend Survey 2018-2019, Gartner
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The Marketing Tech Landscape is Immense
and Confusing.
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“Nw chiefmartec.com Marketing Technology Landscape (“Martech 5000”) April 2019
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700 % K" CLARFERY |
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Current Environment: Frankenstein Runs Amok

#cuprap2020
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The cost in time, money, resources of current state

Resources Platforms and Usage Investment Time

Implemenation

Specialists CRM 50,000
In-house marketers Marketing Automation 30,000
Usually outsourced Analytics 30,000
In-house & outsource Integrations 50,000
In-house or outsource Comms Development 60,000
in-house Campaign 50,000
Implementations
250-300k 18-24 months
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Start Small

Next Steps
Create
Segments

== Full-time MBA Domestic

= Full-time MBA International

== Full-time MBA High
Achievers

#cuprap2020

Simple Workflows

February 25 March 9 March 16

* DID NOT TAKE ACTION *

Why they should meet Offer something of value
you at an event if they meet you

*
END WORKFLOW

What previous students
say about meeting you at

DID NOT TAKE ACTION a live event (VIdeO)
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Avoid the 800 Ibs Gorilla

Complex

salesforce

marketing cloud

Salesforce Marketing Cloud

Salesforce Marketing Cloud is a
provider of digital marketing
automation and analytics software
and services.

#cuprap2020

#cuprap2020

Mailchimp

Mailchimp is an American marketing
automation platform and an email
marketing service.
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Content Scorecard

If you Can’t mea Su re It, you ecityinteractive Content Scorecard
can’'t improve it. Y

‘ ‘ How to use this content
scorecard —

Peter Drucker —

#cuprap2020




Personalization:

Personalization: How Deep to Go? _

CUPRAP2020@email.com

Personalization: How Deep to Go?

Technology makes up 44% of marketing spend on personalization,” reports Gartner,

“Despite the investment in tools, 26% of marketers polled cite technology as a key
obstacle to personalization

ow Deep to Go?

#cuprap2020
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Our Parting Gift

How Marcomm Can Win
the Admissions Battle

Recommended marketing
automation providers

10 Key Elements of an

Optimized Web Page
[Infographic]

Sample content scorecard

Stay in touch
regarding new advances
in martech

ecityinteractive.com/cuprap/
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Let’s Wrap
This Up

C Choose Simplicity
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Let’s Wrap
This Up

C)J Avoid Shiny Object
Syndrome
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Let’s Wrap
This Up

G Measure

#cuprap2020
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Let’s Wrap
This Up

C’, Learn and Iterate

#cuprap2020
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Thanks a Bunch
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