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Who is this guy?

• #HigherEd Marketing Advisor 

– Work institutions in Canada & US

– ‘Director of Marketing and 

Communications’ role at StFX University

– Consultant w/ Ruffalo Noel Levitz, SEM 

Works and now Academica Group

• My marketing company works in 

many sectors

• Spent years agency and client side



My Goal:

Make you look at your situation differently

Initiate discussions, ideas, and planning

Offer some suggestions/recommendations

Make my daughter’s proud ☺



Discussing Some New (and Old) Ideas…

1. Branding – Not just for ‘business’ > is a promise to be kept

2. Student Personas – More than ‘types’

3. Student Lifecycle – Looking beyond recruitment

4. Customer Centricity – “Student First”

5. Customer Success – “People-to-people” two-way dialogue

6. SEM – Plan for new growth > academics and facilities

7. Retention – Keeping students > Advocates



Why this topic…Attrition Hurts

Australian HE sector estimated that the total 

cost of 1st yr attrition was…

…over $1 billion per year

It cost each public university $20-$36 million

https://theconversation.com/student-success-why-first-year-at-uni-is-a-make-or-break-experience-21465



http://www.educationalpolicy.org/pdf/1302_PolicyPerspectives.pdf 2013



Has any one calculated costs linked to attritions?



#BRAND REFRESHER



A brand 
embodies 
an ‘idea’





Compelling point of 

difference



Relevant and Real 



Culture & 
Community





Is 

never 

done



MAKES A PROMISE & KEEPS IT



Experience 

has only just 

started at 

Orientation



OUR AUDIENCE



https://edwardsco.com/part-2-gen-z-not-like-millennials/



https://www.gettingsmart.com/2016/07/15-highered-student-personas-help-redesign-learner-experience/



https://www.gettingsmart.com/2016/07/15-highered-student-personas-help-redesign-learner-experience/



STUDENT LIFECYCLE



https://www.huronconsultinggroup.com/resources/higher-education/student-lifecycle-management-ensuring-student-success

How deep have you 
dug into each stage?



What does the ‘Current Student’ Maps look like?



What does your 1st Year Experience Look Like?

• As many as 1/3 of students think about leaving after the 1st year

– Social engagement and anxioty, financial planning, time management, 

academic expectations and new environment attribute to less than 

ideal experience

• If year goes well, students are set up for successful study and 

future careers

• If they struggle or become disengaged they can under-perform 

or just drop out completely

• A good 1st year carries on across the rest of the lifecycle

• What is the “Brand” doing to support a comprehensive, 

integrated and co-ordinated effort?

https://theconversation.com/student-success-why-first-year-at-uni-is-a-make-or-break-experience-21465







How integrated 

and aligned are 

Ancillary and other 

Student Focused 

Services?



Have you found the right tools?

• UoW found that email & social media are 

preferred 

– Equally likely to read their emails on a mobile 

device or a personal computer

– Email subject and sender lines are 

motivating factors for reading

– Reading style is ‘skim and scan’

– They prefer to have links to further information

– Social platform preferences and activity levels 

vary amongst different groups

• Use of multiple channels ensures they 

listen and retain
https://uwaterloo.ca/student-success/staff-and-faculty/communicating-students



CUSTOMER CENTRICITY



Go beyond your 

“program quality”







STUDENT
BE



Care to share any examples of ‘student centricity’?



CUSTOMER SUCCESS





Introducing…. The “Customer Success” Model



https://www.natero.com/customer-success/



Post-Sales Customer Success Model



How do you engage, attain and elevate?





STRATEGIC ENROLMENT MANAGEMENT



Aligning Outreach with Process



Brand
(promise)

Strategic 

Enrolment 

Management



Instilling a ‘success’ 

mindset or model 

amplifies your SEM 

Plan and delivers on 

your brand promise

Accenture Australia



RETENTION





“Once you have sold the customer, don’t just 

walk away from the deal. The support you 

give to customers post-sale shows your true 

character as a company.”





https://www.techwyse.com/blog/internet-marketing/customer-retention-tips-ecommerce/



1. Trust is everything

2. Credibility matters

3. First impressions are key

4. Social good has a positive affect

5. Do what you say you will do

6. Customer Success is critical

https://www.forbes.com/sites/ajagrawal/2016/02/19/why-branding-is-key-for-customer-retention/#4d6e17534f59

Branding > Customer Retention



LOOKING AROUND



Brand Promise that  

supports success…



It’s about helping them



Making it Relevant



‘Success’ 

helps drive 

advocacy & 

ongoing 

engagement



LAST WORD



There’s a reason “Brand” should be ingrained in EVERYTHING



The WHOLE Institution is Responsible 

• Brand is part of everything

• Supporting a Student First isn’t easy > necessary

• Academic & non-academic staff need to work together 

quite intentionally

• Success opportunities exist across all institutional areas 

– Residence living and food services

– Student support, campus life and personalized outreach

– Alumni and community outreach

• Allocate resources to customer retention strategy



1. Is your brand relevant?

– Promise, people, personas & phases

2. Do you have a plan?

– SEM, Journey Mapping, Customer 

Success, Retention Strategy, etc.

– Are they tied to student personas

3. Are your plans working?

– KPIs, tracking, quarterly reviews, etc.



BRAND + SUCCESS + SEM

=

STUDENT RETENTION
(and Brand Advocacy)



QUESTIONS?

sean@dashboardmarketing.ca

www.dashboardmarketing.ca


