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• About Florida Atlantic University 

• Strategic Enrollment Evolution at FAU

• Student Centric Engagement Strategies

• Engagement Best Practices for 2021

• Audience Q&A
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• The practice of Enrollment Management has evolved with the institution

• Strategic growth with data-driven strategies

• Providing student centric narratives to a diverse prospective 

student population

• Executing national multi-channel search strategies with agility 

throughout the entire cycle

• Prioritizing high-touch moments with students and families 
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Messaging

Expectations

Outcomes

Experiences

Student 

Segments

Channel 
Selection



Agile 
Execution

Students

MessageChannels

Time 
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Incremental Market 

Testing and 

Expansion

Precise Market 

Measurement

Top-down goal 

setting

Collaborative, informed goals 

with multiple micro-goals

Annual and 

monthly funnel 

reviews

Real-time analysis with 

trend and predictive data

Reactive tactics 

based on funnel 

data points

Agile adjustment of 

engagement strategies.
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Eduventures 
Research analyzes 
FAU’s prospective 
students

Real-time 
measurement and 
refinement  

Digital, E-mail, 
Print campaign 
execution Funnel analysis to 

determine how to 
segment for optimal 
engagement 

Segment specific engagement 
strategies





1. Channel mix

2. Messaging

3. Student segments

4. None of the above

How have you evolved student engagement this cycle? 
(Select all that apply) 



How have you evolved student engagement this cycle? 
(Select all that apply) 

3%

23%

42%

33%

0% 20% 40% 60% 80% 100%

None of the Above

Student Segments

Messaging

Channel Mix

Number of Respondents: 105

65

45

83
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Remain agile during a fluid recruiting cycle. Campaigns 

over the next few weeks should change with data. 

Measure, measure, measure: real-time metrics from e-

mail, digital and other channels should highlight what’s 

working and what’s not. 

Create student centric narratives, tied to key segments 

and A/B test messaging as much as possible. 

Take a holistic approach: incorporate high touch 

strategies, existing systems and processes. 

1

2

3

4
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• Student mindsets highlights how to best engage 

key student segments. 

• Operationalized beyond campaigns, but 

integrated into team tactics. 

• Pointed, genuine messaging that appeals to the 

career, social and academic students who 

engage with FAU.

OOS

Market 

Academic

Social

Narrative

Channel

Example: 
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• FAU Developed core competencies over the past few years…

• FAU actualizes the narrative for key student segments. Ex: Out of State 

prospective students, First Generation, etc.

• Research provides transparent insight into student’s expectations and 

experiences as well as FAU’s competition, application and enrollment drivers 

for every type of student. 

• Transformed campus visits, recruiter engagement, admissions website and all 

communications including inquiry generation, application generation and yield 

management.
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Weekly Collaboration with all stakeholders 

and transparent real-time campaign metrics 

for all email and digital campaigns.  
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Define 
Segment

Student 
Centric 

Messaging

A/B Test as 
needed

Execute 
Campaigns

Real-time 
measurement 

and 
adjustment
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CRM, SIS 

and other 

support 

systems





1. Become more agile

2. Improve student messaging

3. Integrate into my current systems (ex. CRM)

4. Obtain real-time campaign metrics

5. Other

If you could improve one thing this year, what would it be? 
(Select all that apply)



If you could improve one thing this year, what would it be? 
(Select all that apply)

4.9%

26.0%

17.9%

30.1%

21.1%

0.0% 20.0% 40.0% 60.0% 80.0% 100.0%

Other

Obtain real-time campaign metrics

Integrate into my current systems (ex.
CRM)

Improve student messaging

Become more agile

Number of Respondents: 82

26

37

22

32
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A transparent partnership that uses data,

research and marketing services to enable institutional 

strategies through enrollment





We’ve designed and managed innovative digital campaigns for hundreds 

of institutions. Clients appreciate our creative approach to digital 

enrollment marketing for undergrad, transfer, grad and adult students.

Reach your prospective students wherever they go.

Learn more:

encoura.org/digital-solutions

http://encoura.org/digital-solutions


Thursday, October 8, 2020 at 2PM ET/1PM CT

encoura.org/webinars

Register today:

http://encoura.org/webinars


Exclusively for Members

encoura.org/summit

Questions around your ability to register or access codes? Please contact summit@nrccua.org.

We are pleased to announce the 

first Eduventures Virtual 

Research Forum (VRF), an 

exclusive one-day reinvention of 

Summit online on Thursday, 

November 12.

http://encoura.org/resources/eduventures-summit/eduventures-summit-2020/
mailto:summit@nrccua.org



