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About	  Liaison	  

enrollment	  management	  suite	  
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Seandra	  Mitchell	  
Director	  of	  Tradi:onal	  Admissions	  

Introduc+ons	  	  

Suzanne	  Sharp	  
Execu:ve	  Director,	  Enrollment	  Management	  Consul:ng	  
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Agenda	  for	  Today’s	  Webinar	  

Introduc:ons	  
What	  is	  a	  “Drive-‐to-‐Apply”	  Campaign?	  
The	  Drive-‐to-‐Apply	  Campaign	  Study	  
Types	  of	  Drive-‐to-‐Apply	  Campaigns	  

	  -‐	  Stage	  
	  -‐	  Strategy	  
	  -‐	  Incen:ve	  
	  -‐	  Other	  segments	  

Results	  
Drive-‐to-‐Apply	  in	  Ac:on:	  MSOE	  &	  Others	  
Reducing	  applica:on	  abandonment	  
Summary	  &	  Next	  Steps	  
Q	  &	  A	  
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What	  is	  Drive-‐to-‐Apply?	  

A	  cohesive	  program	  with	  all	  integrated	  marke+ng	  	  
communica+on	  elements	  driving	  well-‐informed	  	  

students	  to	  start	  the	  applica+on	  process	  

1.  Call	  to	  ac:on	  
2.  Segmenta:on	  
3.  Iden:ty	  
4.  Offers	  



GET A HEAD START ON YOUR SUCCESS—   

YOU’RE A PREFERRED CANDIDATE!

Alexandria,

start.MSOE.edu/AlexandriaMuench2

Preferred Candidate  
Application Package:
• Your personal application checklist

• Your application• Financial aid information
NOW IS THE TIME TO APPLY!

Go to your personal page and see why MSOE is right for you!

While you’re there, complete your application checklist and apply online!

Alexandria Muench
12252 W Jefferson Ter

Franklin, WI 53132-2040

DFDATDTDAAFDADFTFTDDAADDDDAAFDAAFFAATFTTTTTDAADFFFAAFDDFDFDAFATTA

287
10
2
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Types	  of	  drive-‐to-‐apply	  campaigns	  

Stage	  
•  Prospect	  
•  Inquiry	  

Strategy	  
•  Standard	  
•  Presiden:al	  
•  Preferred	  

Incen+ves	  
•  Fee	  waiver	  
•  Scholarship	  
•  Decision	  :meline	  
•  Other	  

Other	  Target	  Markets	  
GET A HEAD START ON YOUR SUCCESS—   
YOU’RE A PREFERRED CANDIDATE!

Alexandria,

start.MSOE.edu/AlexandriaMuench2

Preferred Candidate  
Application Package:

• Your personal application checklist

• Your application

• Financial aid information

NOW IS THE TIME TO APPLY!

Go to your personal page and see why MSOE is right for you!
While you’re there, complete your application checklist and apply online!

Alexandria Muench
12252 W Jefferson Ter
Franklin, WI 53132-2040
DFDATDTDAAFDADFTFTDDAADDDDAAFDAAFFAATFTTTTTDAADFFFAAFDDFDFDAFATTA

287
10
2
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Key	  findings	  to	  answer	  the	  ques+ons	  

• Who	  should	  we	  target?	  

• What	  types	  of	  incen:ves	  work	  best?	  

• When	  should	  we	  launch	  a	  drive-‐to-‐apply	  campaign?	  

• Why	  does	  relevance	  ma`er?	  

• How	  does	  branding	  and	  iden:ty	  factor	  in?	  
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Who	  should	  we	  target?	  

• Prospects	  –	  especially	  seniors	  
•  Inquiries	  
• Parents/Family!	  

Campaigns	  with	  a	  parent	  	  
track	  generated	  3	  3mes	  
greater	  conversion	  rates.	  

Email	  to	  Tiffany	   Email	  to	  Tiffany’s	  Family	  

“I’ll	  review	  Tiffany’s	  applica3on”	  	  “I’ll	  review	  your	  applica3on”	  
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What	  types	  of	  incen+ves	  work	  beQer?	  

Offers	  of	  scholarships	  and	  response	  +me	  	  
performed	  beQer	  than	  applica+on	  fee	  waivers.	  
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When	  should	  drive-‐to-‐apply	  launch?	  

November	  is	  the	  best	  +me	  to	  
launch	  a	  drive-‐to-‐apply	  

campaign,	  preferably	  early	  in	  
the	  month	  with	  print	  arriving	  

before	  Thanksgiving.	  



12	  |	  ©2016	  Proprietary	  and	  Confiden:al	  12	  |	  ©2016	  Proprietary	  and	  Confiden:al	  

When	  should	  drive-‐to-‐apply	  use	  a	  deadline?	  



How do we best connect with students? 
 

Multiple Channels! 



Drive-to-Apply 
Outreach across multiple 

channels 

Online PURL 

Text 

Print Piece: Letter or Postcard 
Email 

rates up to100%
job placement

salaries up to $100,000
Starting

Demetri, MTech’s future innovators succeed:

Demetri
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“54%	  of	  all	  students	  	  
interac:ons	  are	  on	  	  
a	  mobile	  device.”	  

“72%	  of	  email	  opens	  are	  	  
on	  a	  mobile	  device.”	  

Mobile	  Ready	  
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“20%	  of	  EMP	  
applica:ons	  were	  
accessed	  on	  a	  
mobile	  device.”	  

Mobile	  Ready	  



Why	  does	  relevance	  maQer?	  



20% lift 

5x lift 
Right Message 

10x lift 
Right Time 

20x lift 
Learning 

2x lift 
Right Individual 

Response Rate 

Static Personalized Highly Relevant 

Source: Caslon & Company, 2012 

Relevance	  Drives	  Response	  
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Relevance	  

Christopher,
Let’s get started on your career path 
with a degree in Electrical Engineering!
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Relevance	  
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How	  does	  branding	  and	  iden+ty	  factor	  in?	  
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How	  does	  branding	  and	  iden+ty	  factor	  in?	  
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• 10%	  Conversion	  for	  first	  genera:on	  specific	  DTA	  messaging	  
	  
• 17%	  Conversion	  for	  one	  client	  men:oning	  scholarships	  (no	  
strong	  incen:ves	  men:oned):	  email	  and	  print	  

	  
• 5%	  Conversion	  with	  just	  fee	  waiver,	  and	  response	  :me	  
men:oned	  

	  
• 38%	  Conversion	  for	  one	  client	  men:oning	  scholarships	  and	  
turn	  around	  :me	  

Addi+onal	  findings	  and	  data	  



 
2016	  Audience	  Poll	  Results	  



2015 
Audience Poll (for comparison) 



Drive-‐to-‐Apply	  Campaigns	  in	  Ac+on:	  
 

Milwaukee	  School	  of	  Engineering	  
Faulkner	  University	  
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A	  bit	  about	  MSOE	  

Primary	  Enrollment	  Goals:	  
• Grow	  enrollment	  applica:ons	  

–  2,652	  in	  2016	  vs.	  2,267	  in	  2015	  (goal	  of	  2500	  applicants)	  
–  Increase	  of	  17%	  
	  

•  	  Grow	  tradi:onal	  enrollment	  na:onally	  by	  increasing	  out	  of	  
state	  popula:on:	  
–  Class	  of	  540	  tradi:onal	  students	  (37%	  in	  2016	  vs.	  30%	  in	  2015)	  
	  

•  Increase	  tradi:onal	  nursing	  enrollment	  
–  43%	  increase	  in	  nursing	  applicants	  in	  2016	  and	  41%	  increase	  in	  

enrollment	  
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Drive-‐to-‐Apply:	  Part	  of	  a	  comprehensive	  plan	  
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Drive-‐to-‐Apply	  In	  Ac+on:	  MSOE	  
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Drive-‐to-‐Apply	  In	  Ac+on:	  MSOE	  

JOIN US FOR AN  
OPEN HOUSE!
September 17, October 15 & December 3 

FirstName,

Christopher, join us for an Open House!
September 17, October 15 & December 3 
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And	  to	  make	  your	  campaign	  even	  beQer…	  

•  Applica:on	  abandonment	  can	  be	  as	  high	  as	  45%	  
•  Involve	  your	  team	  in	  follow	  up!	  
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Drive-‐to-‐Apply	  in	  Ac+on:	  Faulkner	  	  
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Drive-‐to-‐Apply	  in	  Ac+on:	  Faulkner	  	  
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Drive-‐to-‐Apply	  in	  Ac+on:	  Faulkner	  	  



The	  engine	  driving	  the	  experience	  

Enrollment Marketing Platform 
JOIN US FOR AN  
OPEN HOUSE!
September 17, October 15 & December 3 

FirstName,

Christopher, join us for an Open House!
September 17, October 15 & December 3 
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Reaching	  your	  Prospects…	  	  

•  Immediate 
• Relevant 
• Automated 

• Trackable 



Thank	  You!	  
Q&A	  

Stand	  in	  the	  shoes	  of	  a	  prospec:ve	  student	  -‐	  	  
launch	  a	  personalized	  campaign	  to	  yourself.	  

	  

www.myviewbookdemo.com	  
	  

With The Private Social Network
Get Connected

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


