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Marketing: Institutional Positioning

CU CAPILANO

UNIVERSITY

@ CAPILANO

UNIVERSITY

W Source: Adapted from
(U UC{‘\,PV[ELRA}\,IQ ‘ Academica Group, 2014

Low —> Reputation for Student Experience —> High

Low —> Reputation for Academic Quality —> High

]
Marketing: The York Promise

THE YORK PROMISE
“An open-minded, globally connected and forward-thinking educational experience
that prepares you to contribute to and thrive in the world.”

PROMISE PILLARS
Academic Quality
BRAND ALIGNMENT
Student Success
Community
Engagement
Valuing People

\Understanding

ICommunity &
Global Issues

VALUES Engaged Social Justice
Innovation Learning & Equity




Marketing: Algonquin Brand Promise

Algonquin College

Mission
To transform hopes and dreams into skills and
knowledge, leading to lifelong career success.

Values: | Value Statements:
| 1. We have a sincere and compassionate interest in the well-being of the
1. Caring 1 individual.
L I 2. We believe in the pursuit of knowledge, personal growth and
2. Lean n"ng 1 development.
3. Integrity : 3. We believe in trust, honesty and fairness in all relationships and
transactions.
4. Resp ect : 4. We value the dignity and uniqueness of the individual. We value equity
1 and diversity in our community.
Promise Goal: Ar g d dard for I and service Il leading to lifelong career
Brand Promise Options:
1. Transforming Hopes and 2. Unlocking Potential 3. Unleashing Potential
Dreams
4. Impacting Potential 5. Producing Career-Ready 6. Powering Futures

Graduates

Marketing: Promise Pillars

Life Success

Promise Pillars

Academic Success Career Success

Promise Pillar Outcomes:

1. Life Success: Engaged Citizens 2. Academic S Lifelong 3. Career Success: Employed,
Learners Productive Workers
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Marketing: Promise Pillar Elements

Promise
Promise Pillars Pillar
Outcomes

Effectiveness Selling

Metrics Points Proof Points

Participation in community
Life Success Engaged Citizens service, service learning,
community leadership

Citizenship opportunities:
national government centre

Yt S Lifelong Learners CompletionJof r:olurses and FIeJ)abIe learning epuol-ls.
cr -centred
Participation in Work Hands-on learning, digital
GareeriSticcess Employed, Productive Integrated Learning, leader; practical job sk-ill
Workers employment rates, development, networking
employer surveys opportunities

Student Recruitment: Integration

Learning Centre

Non-Direct

Student
Student Services Success
Support Roles

Oversight

Strategy Investment
Prioritization
Performance Evaluation
& Accountabili

SSA

Program Content RBM Lead Generation

: Domestic Lead
Experts Program Generation, RBM Cultivation
SULCUE]  Coordinators Cultivation, &

Recruitment & Faculty : Conversion RBM Conversion
Program Fit Roles

International & IC Lead Generation

%0 Immigrant Lead
) Generation, IC Cultivation
RO Call Centre Enrolment c:‘:qm.:,a::;':n& IC Conversion
© o Processing, |l —
Admissions Facilitation, & CE Lead RBM Lead Generation
Advising i
RO Advising Centre (ITIELL,

° - Cultivation, & CE Cultivation

Conversion
CE Conversion




Enrolment Goals

Student Recruitment: Planning

Domestic Non-Direct

International & Immigrant Non-Direct

Website Strategy

CE Non:

Social Media Strategy

Traditional & Digital Strategy

irect

Lag Indicators

Lead Indicators

Key Performance Indicators

Domestic and International CRM

Audience-specific Communications Plans

Multi-channel, Multi-author Communications

Enrolment
Process

Advising

Recruitment Cultivation Strategies
———— o

Conversion Strategies
—— o

Inquiry Response
— T

Coordinated Outreach Plans

Student Lead Generation Strategies
—— o

Admission Practices & Policies

Enrolment Facilitation
e

Toronto Area; 44.1% he City of Toronto.

University-bound College Graduates' GOALS

Reasons for Pursuing Further PSE To finish what she started and feel
ox % % ex  sox 00k a sense of accomplishment
10 bring her academic interests into
¢ sharper focus and establish  new
Hgher income. ‘plan for her future

Upgrade sl + Rahni was caught off-guard by

er experience at Queen's_she
wants to reset her sel-identity as a
capable unwersity student

Mississauga

Inteestin diferent i of sty mmnte
Nowor

ey m—
Company required REASONS FOR CHOOSING YORK
Source: Derived from MICU College Graduate Satisfaction + Going to Queen's was financially
Survey 2008-09, HEQCO analysis costly and Rahni and her parents

are s willing to accept financial
rik thi time around

Attending a GTA universty while
Iiving at home seems prudent

s

8

Top 10 York Transfern Programs OUTLOOK ON ENTERING YORK
[Admin Studies 11.5% How 01d Are They? - Tentative, ‘wait-and-see’ attitude
towards ofientation and firs weeks
|Sociclogy o7% in the cassioom
+ Assumptions about York are
[Psvchology. L footed in her previous academic
experiences at Queen's and what
[Feenomics. S0 ] she has heard from friends about
lLaw & Society 38% EmEm Encm - Conflicted about whether she
‘belongs’ at Yor
(Chidren's Studies 37y
POTENTIAL NEEDS
(criminology 349
+ Advice on how to manage schook-work-fife balance EXPECTATIONS OF YORK
[Business & Society 31 p fe-integ pos yandto
biidge fom college experience + 1o be able to explore and identify
Work 20 et ‘true’ academic interests at York
[pocat 9% opportunties within the classroom to connect with other students %0 get e Kanster crets eom
28% + Helptonavigate the transfer process York than she would at other GTA

universities, 5o that her time at
Queen's isn't a total s

UNIVERSITE '
UNIVERSITY

Redefining Rahni

Student Recruitment: Personas

Age 20, Female

8o in Canada to a well
educated middle-class
family

Previously attended
Queen's University,
mechanical engineering,
butleft mid-way through
her second year
Retumed to ive with
her parents in Etobicoke;
works part-time at a
mall; uses public transit
to commute to York

f agency an

s to advocate fo

[

1 always thought 1 was
just going to succeed at
university—no question
‘about it But now... I still
think | can do it but

it' gotta be the right
program. .. hope things
work out thi time. 99

BEHAVIOURS

POTENTIAL CHALLENGES &

S0 much depends on how Rahni
deals with the ‘baggage’ she
carres due 10 her previous
experiences at Queen’s

she may keep herself disconnected
from York communities, protecting
herself from ‘getting bumed', or
she may embrace York as a fresh
start and activel seek out new
experiences and supports

Amount of choice in subjects
and courses makes it difficult for
Rahni to formulate a new ‘plan’
Creating afresh start fo herself

is hard work: old habits and
assumptions die hard

Not exactly sure what her profs
expect from her academically;
things seem familar, yet diferent
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Student Recruitment; CRM

salesforce Mark -;"
w idrKeto

Algonquin College

Georgian College

uOttawa University of Ottawa

About Uof O Prospective Students  Students  Services Academics

Faculties

Select from the list... v
Departments

Select from the list... ¥

. N Search uOttawa
News from Canada’s university et

Large study links folic acid supplernentation with_reduced risk of m

preeclampsia during pregnancy

= N
- APPLY NOW
Greateyour personalizedy 5| | touOttawa %

Viewbook! 5> —

Students and professors at uOttawa take 3 walk on the "bald" side!

Professor Michael Geist: Fair Copuright for Canada Facebook Group

Catch the Gee-Gees’ | ' \ Prospective
Students

men’s hockey team play
against the University of
Toronto Varsity Blues this
Saturday, January 5 at 7pm.

Information for Students | Research and Innovation

© Make-up exam schedule © University of Ottawa
l— h. ded Discover our campus
© Second annual MBNA Capital illiondollarats stidy: et
Contact Information Hoops Classici Ticksts on historical amnesia and newsletter for
2sle nowt black Canadian prospactive students.
550 Cumnberland st. Srstaly dreisiaeanas atilamariiss
Ottawa, Ontario ° G et E R
KiN 6NS Siploma. © Four new Cansds Research
Bhana: A13-5A2-570N Chaire narmad at the
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uOttawa University of Ottawa + Canada’s university

Personalized Viewbook & 3 [&l[AlA
6 Order Form Quick Picks M

Want more in depth information on studies and student life st the University of Ottawa? Simply complete this form to order your
own personalized viewbook! We will send you a publication created on demand that will be filled with information that is
personalized to you!

Step 1: T am...

A Canadian /

high school, T
college or ™
cegep s
student? jo -

Please note that this form as been optimized for specific browsers (click hers to view the list).

An
international
applicant?

Student Recruitment

<McGill and UBC’s use of predictive data analytics
+McGill's extensive alumni network

<UVic academic webinars

<*Medicine Hat student for a day

<»Cambrian visit area

< Aboriginal recruitment ea
‘w(%g‘

N
e
o “xz%\es Country-Targeted g
Qualified Agents o Awards

’:.. ..:::. =
* + .....:gg. .:
L L e ld
- -
- L3 ad - » -
Al ..
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- -
- »E
-4 -
Social Media L ead - w
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Student Services

Integrated Service Delivery Strategy
Implementation Roadmap — Summary Snapshot (timeframes)

Online Student Portal

Priorities / Timeline 2014 20 2016
i
| Performance Measurement -
i >
i | Change Management
SEM Wide : 9 9!
Success Enablers |
| Process Optimization
H S
H Ll
|
‘ Service Standard Strategy & Philosophy Recalibrate Recalibrate
H ——— ——— —
. H i
ﬁ ’ Academic Management Process Additional Recalibrate
g ' resource —_—
o H H considerations
7] i i to take into
s ‘ Knowledge Management account Recalibrate
s
2 [ S—
© H
e H
b
;‘ ’ Centralized One-Stop Centre Recalibrate
3 i Lo—
.
H
H

Next Steps

Itis Important to note that the priority strategies that have been identified will not be “once and done”
initiatives. In order for Georgian to realize the ISDS’s vision of a truly integrated and customer centric end
state, periodic re-calibration of strategic efforts will be required to maintain alignment as phases unfold.

Integrated Service Delivery Team - Strategy & Implementation Roadmap produced by Deloitte
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Advantages + x Disadvantages ] )

International knowledge BCIT = Recalibration of staff

Program knowledge . resources
Allows for one-stop services I nte n at|0na| = Space requirements
Service

Follows the student lifecycle

Mentoring focused

Provides existing program

advisors additional M Od e I
bandwidth to work with
domestic students

Recruitment, Enrolment
Navigation, Advising

= Contact Centre: phone,
emails, web chat, social
media

= Enrolment process
facilitation

= |dentify educational/career
and life goals

= Coaching for program fit
= Course registration

Goal Attainment

= Risk diagnosis

= Student success plan

= Early intervention

= Referrals to support
services

= Goal progression checks
= Completion coaching

Service

~
&
£
9
S
o
~
&
Q Model

9
-
]
%
Holistic %
2
2

Initial Enrolment

Enrolment Transition
= Arrival services

= Orientation (on-campus, online)
= Home stay coordination

= School liaison

Student Services

< Centennial service hub

+BCIT kiosks

<+Wilfrid Laurier service centre video cameras
<UBC case management model
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Student Retention Practices Framework

Becoming a Student W) Succeeding as a Student

Nature of Levels of Prevention Intervention Recovery Success
Intervention Intervention (Pre-Enrolment Stage) (Enrolment Stage) (Enrolment Stage) Transitions

Assessment Targeted

Tools/
Systems General
Curricular Targeted

General

Co-curricular Targeted
Initiati

General

Policies Targeted

General

Programs & Targeted
Services

General

]
Student Retention

« Early admissions

¢ Alternative pathways for
*  Personal statement

Aboriginal students

¢ International student one-day
program focused on academic
success

*  Summer enrichment
program for elementary
and high school students

*  Bounce Back
program

University
Orientation

6-week transition
program for 1%t-year
students

*  Peer Academic Support
Service for 15t-year Arts &
Science students

*  Supplemental Instruction Support Services

16-11-28
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]
Student Retention

* Residential learning
communities

*  The Pursuit Project
(mentoring to facilitate the
building of relationships)

¢ Mentorship program for
international students

*  Bounce Back
mentorship

University of

*  Back on Track

torsh *  Orientation

*  Orientation week
* Transition seminars

*  One-stop online services 1st-year seminars
for new students Loeieusnnessessssnsmnsssssassassnas

*  Supplemental Instruction
*  Peer tutoring
*  Math preparation packet

Support Services

]
Student Retention

*  AStudent Success Office
that provides academic
and personal supports,
transition programming,
student engagement,
communications, and
assessment

*  Program-specific peer mentors

* International Student Experience
program include: Global Rep
program to connect accepted
students with a peer from their

homeland, a Peer Mentor

Program, English Conversation

Partners, and English

Conversation Circles

* Career Action Centre

Waterloo
University

* Peersuccess
coaches

¢ Orientation

*  Student Life 101 program
offered during the
summer prior to
enrolment

Online board for
connecting with peer
tutors

*  Online success resources

and live chats Support Services

11



Student Retention

*  Access Bridging program
for adults who do not meet
admissions requirements

*  High school student
summer mentorship
progr

*  First Nations’ House (orientation
and services)

*  Mentorship best
practices
resource centre

* Early alert system
in the Faculty of
Arts & Science

University of
Toronto
(St. George’s

) * General and targeted
Academic Support Centre orientations
Office of Student Life
provides programs for co-
curricular engagement

and learning, developing support Services

student leadership

Student Retention

*  Peer-driven programs that
connect international and

¢ Student Success Centre Canadian students

Centre for Community &

Engaged Learning (service

learning & community-

based engagement

opportunities)

....................................... «  Orientation

¢ Common reading

* My First Six Weeks
Certificate Program
(personal growth and

demic success)

W2rap-up: provides
programs for co-curricular
engagement and learning,
developing student
leadership

Scholars Academy
provides unique
programming and Support Services
individualized support

16-11-28

12



Student Retention

*  McGill: 1t-year interest
groups

U of R: UR Guarantee
program

U of A: Fresh Start
Kwantlen: Early alert
referral system

Retention
Practices

McGill: one-stop services Support Services

UBC: two-week immersion
program in August and continues
to support Aboriginal and
international students
throughout their first year

McMaster: week-long
orientation

York: YU Start is summer
transition program

COMMON MYTHS

SEM in Canada

16-11-28
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]
Directional Enrolment Goals

[m]

Maintain or reduce Grow aligned with
overall size community/industry

Increase international, needs

immigrant, and o Grow transfers

Aboriginal populations o Grow mature learner

Strategically grow population

graduate populations = Grow Aboriginal

Raise entrance population
requirements in targeted o Grow international and

areas immigrant populations

Waterloo Campus Laurier Brantford Laurier Mllton

o Increase GTA market
share with niche
programs

B

U of S 2015/16 Goals for

Diversifying the Enrolment Mix

Bassilne - Baseline
2010/11
2010/11
Aboriginal 10% - 10%
International 7% - 7%
Out-of-Province 15% - 15%
0
In-Province 78% - 78%
0
High School Direct 1% - 71%
0
External Transfers 15% - =
{
Internal Transfers 13% - 139
(]
Mature/Adult 8,126 HCE
(CCDE Registration)

Baseline
2010/11
5%
24%
4%
72%

16-11-28
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eademic Enrolment

Profile

Diversity
o | \

Net Revenue /
Institutional Business

Enrolment Aspirations Intelligen
Growth P ; 5 S

e Enrolment
- Goals

Provincial

Government > e
External Institutional

Eorces Capacity

S .

Business and A
Industry ~In-Class,

Educational dnline, Hybrid
Consumers Mix

Community

Trend Data Enrolment
Student Projections

Demographic

&

Trends

Competitor
Trends

Economic
Trends
[ —

Space
Utilization

Course
Demand
Analysis

Strategy Evaluation & Resource Deployment

Consider for additional
investments IF capacity
and enrolment
opportunities exist;
otherwise, maintain
current investment
levels.

©

High Moderately
Consider morphing or Performing Performing
revamping with existing
resources or possibly
diverting resources to
other strategies.

°

Performing Under-

with Potential

performing

7 Low ~—_

Maintain current
levels of investment.

Consider elimination
and redeploying
resources to other

_strategies.

16-11-28
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Lag vs. Lead Indicators

Enroliment

Goals
Volume,
Yield Rates

Retention and
Completion Rates

Enroll

Retain

«Qrientation
attendance

<Advising session
<Course drops
<Class attendance
< Class participation
<« Course
performance

<Faculty connections
< Transcript requests

Sample Retention Lead Metrics

“»Student engagement outside
of class

“»*Peer connections
“»*Residence hall room
“*Loan amount

“*Number of hours working
“»*Use of support services
“»*Survey responses

16-11-28
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Sample Recruitment Strategy Analysis

. x WORKING THE TRAVEL HEAVY, INTERNATIONAL
g:’ FUNNEL CULTIVATION FOCUS
LITE
O g9 9
o0 : : :
. =} PORTFOLIO INFLUENCERS LEVERAGING
= REVIEWS AID

]
Student Marketing, Recruitment, and Retention: Myths

Future Current Former

Students Studentsy Students

Process/Marketing process/Successs Success
Outreach, c°m“f‘“"icaﬁ‘°“5r Communications, Communications, -
Broadcast Social Media, Social Media, Success Plan, Transition Plan,

Media, Website, Events, Events, Program Early Intervention, Loyalty
SEO Program Marketing Marketing Advising Communications

Recruitment

Prospect , Inquiry , Inquiry App Admit | Enrolled, 1stYear, 2-4+Years Graduate Alum

Viewbook Application Orientation, Loyalty and Re-enrolment &
Fulfillment Completion Advising, Laddering  Referral Campaign,
(High School/ Communications Registration =~ Communications,  Social Media
Transfers/ Advising, Faculty
International Students) Mentoring

17



Prospective Student Messaging

Process- 4§ Marketing- Relationship- Success-
Oriented Oriented Oriented Oriented

i

Current Student Messaging

-~

peet—
. Learner Relationship Success
Transactional = Epgagement Management Building

16-11-28
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]
Student Retention Myths

=One-stop Services e
= No-stop Services = Testing and Course

= Any-stop Services Placement
= Front-loaded Advising for

Program Fit

= Peer Mentoring

= Academic Plan
=Orientation and Transition

= FYE Course

= Extended Orientation
= Learning Communities
= Student Engagement
= Academic Recovery Program

STUDENT
SUCCESS

= Student Success Plan
= Early Intervention
= Peer Mentoring

Non-Academic = Peer Tutoring
Supports = Supplemental Instruction

= Disability Services

i = Co-op and Career Services
= Counselling Services

i = Wellness Services

]
Other Myths

<Viewbooks

< Social media

<+Websites

<Campus visits (information overload vs. emotional appeal)
<Influence of school counsellors

<Scholarship optimization

< Technology without strategy and/or organizational capacity
<+Data vs. actionable intelligence

<A systematic, holistic approach to SEM

<+Accountability and rewards

19
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LESSONS LEARNED

SEM in Canada

Academic
Fiscal

Alignment with
Strategic Priorities

Enrolment

' Research and Data S E M

/
! Evidence-based Approach Measurable Outcomes
Assessment Framework

Engage Fatfulty & Staff Early P I a n n i n g

¥ Engagement ;HliS
. 7 S
& Strategy

Learner-centred

Define Purpose & Scope

Define Roles &

Antecedents for Success 1
{

i
R

. \
\ Evaluate Strategies

—
\ b
\ \ 1 — .
\ LD Recalibrate Resources
\ e

Continuous Improvement

| Execution Is Everything

K Start Small (Pilots)
o _ .
implementation Maintain Momentum
—_—

Convey Successes
Oy e
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SEM

<York University: A Case for Change

<York University: Internal Project Managers
< Fanshawe: World Café

<Fanshawe: SEM Campaign

<U of S: Data Analytics

QUESTIONS &
COMMENTS

SEM in Canada

21



