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•  Founded 1991 
•  225+ employees 
•  $50M+ annual revenues 

(and profitable) 
•  Admissions and 

enrollment specialists 
•  A Warburg Pincus 

portfolio company 

Liaison by the Numbers… 

applications/yr   1,000,000+ 

programs 5,000+ 

campuses 700+ 

retention 98% 

associations 25+ 

decades 
experience 
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Liaison’s Reach (750+ Campuses) 
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Introductions  

Andrew	
  Mallen	
  
Product	
  Manager/	
  
Director	
  of	
  Spectrum	
  CRM	
  Solu:ons	
  
Liaison	
  

George	
  Wolf	
  
Vice	
  President	
  of	
  Enrollment	
  Management	
  
Siena	
  Heights	
  University	
  

Suzanne	
  Sharp	
  
Execu:ve	
  Director,	
  Enrollment	
  Management	
  Consul:ng	
  
Liaison	
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•  Reaching	
  students	
  today	
  
•  Predic:ve	
  Models	
  
•  Why	
  is	
  data	
  important?	
  

•  How	
  do	
  you	
  gauge	
  interest	
  and	
  allocate	
  resources?	
  
•  FAFSA	
  Rankings	
  are	
  no	
  longer	
  available	
  

•  Behavior/Engagement	
  Tracking	
  
•  What	
  do	
  we	
  mean	
  and	
  how	
  does	
  it	
  work?	
  
•  What	
  does	
  it	
  look	
  like?	
  
•  How	
  do	
  schools	
  use	
  it?	
  
•  What	
  are	
  the	
  results?	
  

•  Review	
  
•  Ques:ons	
  &	
  Answers	
  

Agenda 
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•  Immediate 

•  Relevant 

•  Automated 

•  Trackable 

Engaging Students 
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Predictive Models  

	
  
•  Predic:ve	
  modeling	
  is	
  highly	
  desired,	
  but	
  oQen	
  ellusive	
  

–  Typically	
  based	
  on	
  demographic	
  data	
  points,	
  such	
  as	
  loca:on	
  and	
  GPA	
  
–  Assigns	
  values	
  based	
  on	
  past	
  cohort	
  performance	
  
–  Doesn’t	
  consider	
  the	
  ever	
  changing	
  enrollment	
  

•  How	
  do	
  you	
  enhance	
  predic:ve	
  modeling	
  data?	
  
-­‐  What	
  if	
  there	
  is	
  no	
  historical	
  data?	
  
-­‐  What	
  if	
  you	
  have	
  a	
  small	
  sample	
  size?	
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Why? 

“While	
  applica:ons	
  have	
  increased	
  by	
  108%	
  
percent	
  from	
  2001	
  to	
  2014,	
  the	
  number	
  of	
  high	
  
school	
  graduates	
  has	
  increased	
  by	
  only	
  11.6%.”	
  

h[ps://www.academicimpressions.com/news/yield-­‐rates-­‐are-­‐declining-­‐why	
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•  Technology	
  today	
  allows	
  us	
  to	
  have	
  data	
  
•  Data	
  helps	
  us	
  work	
  smarter	
  and	
  allocate	
  our	
  resources	
  wisely	
  
•  Some	
  data	
  is	
  no	
  longer	
  available	
  to	
  us	
  (FAFSA	
  school	
  rankings)	
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Why? 
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Why? 

Deposited/
Enrolled	
  

Withdrawn	
   Denied	
  

125	
  points	
   65	
  points	
   52	
  points	
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Behavioral/Engagement Tracking 

	
  
•  Track	
  Engagement	
  Behavior	
  

–  Combine	
  engagement	
  scores	
  with	
  predic:ve	
  scores,	
  and	
  other	
  data	
  points.	
  
–  Manage	
  workflow:	
  

•  Re-­‐targeted	
  marke:ng	
  campaigns	
  
•  Iden:fy	
  leads	
  at	
  “in-­‐between”	
  stages	
  
•  1:1	
  follow	
  follow	
  up	
  
•  Priori:ze!	
  
	
  
	
  

•  Benefits:	
  
–  More	
  intensive	
  and	
  relevant	
  follow	
  up	
  
–  Focused	
  and	
  meaningful	
  personal	
  outreach	
  
–  Priori:ze	
  follow	
  up	
  to	
  student	
  indica:ng	
  higher	
  interest	
  
–  Using	
  an	
  integrated	
  system	
  maximizes	
  outreach	
  
–  Points	
  versus	
  drive	
  down	
  to	
  specific	
  clicks,	
  opens,	
  etc.	
  
–  Seeng	
  up	
  points	
  –	
  custom	
  to	
  your	
  ins:tu:on	
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•  How	
  are	
  you	
  currently	
  iden:fying	
  best-­‐fit	
  students	
  and	
  
guiding	
  your	
  outreach?	
  (Select	
  all	
  that	
  apply)	
  

	
  
–  Predictive model for name purchasing (list buy) 
–  Predictive model used to allocate resources to recruit inquiries and 

applicants 
–  Behavioral tracking within your recruiting solution 
–  No behavioral tracking 
–  Would like more information on predictive models or behavioral tracking	
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Audience Poll 
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•  Student	
  experience	
  versus	
  administra:ve	
  experience	
  
•  How	
  does	
  it	
  work?	
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About Engagement Tracking 
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Fulfilling an Inquiry 

Inquiries 

Search 
Program 

College 
Fairs, 

Booths, 
Shows 

Website Links 
SEM 

Marketing 

Other  
Lead  

Sources 
MyViewBook™ – Online 

Instant response 24/7 
Future Marketing programs 

EMP    Admission Team 

Email Nurturing 

Dynamic 
Form Fill 

MyViewBook™ – Print 

Text & Voice Nurturing 

Inquiry 
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  Admission	
  
Addi:onal	
  Marke:ng	
  programs	
  

Micro-Targeted Response 

Strong	
  Profile/
Highly	
  Engaged	
  

High Impact Response  
-­‐  Personalized Microsite 
-­‐  Personalized Brochure 
-­‐  Targeted Nurture Email 
-­‐  Personalized Text 
-­‐  Rep Trigger for personal 

call response 

Medium	
  Profile/
Medium	
  

Engagement	
  

Secondary Response  
-­‐  Postcard 
-­‐  Targeted Nurture Email 
-­‐  Personalized Text 
-­‐  Personalized Microsite 

Automated Response  
-­‐  Personalized Microsite 
-­‐  Targeted Nurture 

Email Lower	
  
Engagement	
  

Less	
  Desirable	
  Profile	
  

Response  
-­‐  Personalized Microsite 

EMP	
  

How Schools Use Engagement Tracking 
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How Schools Use Engagement Tracking 

Team	
  View	
  –	
  Timeline	
  graph	
  view	
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Individual Tracking Timeline 

Team	
  View	
  –	
  Empowered	
  with	
  informa:on	
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Individual Follow Up 

•  No	
  more	
  cold	
  calls!	
  Personal	
  calls	
  
to	
  hot	
  leads	
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How Schools Use it: Real Time 
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Behavioral/Engagement Tracking 

•  Uses	
  
–  Phone	
  call	
  lists	
  
–  Travel	
  planning	
  
–  Priori:zing	
  
–  New	
  campaigns	
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How Schools Use it: Reporting 
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How Schools Use it: Reporting 
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How Schools Use it: Reporting 



2016 © Proprietary and Confidential 

Engaging Students and Collecting More Information 

•  Collect	
  more	
  informa:on	
  
from	
  secondary	
  forms	
  

•  Addi:onal	
  engagement	
  
interac:ons	
  =	
  more	
  points	
  

•  Leverage	
  new	
  data	
  and	
  
interac:ons	
  for	
  further	
  
communica:ons	
  and	
  
touch-­‐points	
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Prospect 

    Enrollment 
 Marketing  

Platform  

Personalized 
Print 

Texting Nurturing  
E-mail 

Out-going &  
In-coming calls 

Cross-media 
Search 

Social  
Networks 

Personal 
Note cards 

On-Campus 
Visits/Open house 

Search Engine 
Marketing 

Private Social Network 

Cross-Media 
Yield Programs 

Integrated 
Application 

  Admissions Team 
Member 

Using an Integrated System 
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•  Data	
  help	
  us	
  work	
  smarter	
  and	
  allocate	
  resources	
  wisely	
  
•  Behavioral/Engagement	
  Analy:cs	
  works	
  with	
  other	
  resources	
  and	
  can	
  help	
  

fill	
  in	
  gaps	
  
•  Bring	
  it	
  all	
  together	
  in	
  an	
  integrated	
  system	
  works	
  best	
  
•  Technology	
  should	
  work	
  FOR	
  you	
  and	
  your	
  team	
  

Review 

EMP	
  



Questions & Next Steps… 

Experience	
  it	
  for	
  yourself:	
  

www.myviewbookdemo.com 
Fast Facts - did you know?

• 94% of students accepted to Watertown 
for the next academic year will receive 
financial aid.

• Over $18 million is awarded in 
institutional scholarships and grants each 
year to qualified students.

• Average student financial aid package for 
the past academic year: $36,016 

• Average Watertown University Scholarship 
the past academic year: $15,300 

Visit your personal Watertown site at

306 Main Street, Poughkeepsie, NY 12601

Your personalized college 
search experience begins here!

Hello, Allen!

AllenKraus.MyViewbookDemo.com

Allen Kraus
Senior Associate Director, Undergraduate Admissions
The Ohio State University Main Campus
281 W. Lane Avenue
Columbus, OH 43210

Sign up at: AlanParsons.MyViewbookDemo.com
Open House!

Alan,
Join us on a roa

d trip
to Watertown, Mass.!*

With The Private Social Network
Get Connected


