
October 15, 2020



2

TODAY’S SPEAKERS

Kim Reid

Eduventures Principal Analyst

ACT | NRCCUA

Brent Ramdin

President

ACT | NRCCUA



3

• Prospective Student Mindsets Overview

• Mindsets and Identity

• How to Work with Mindsets 

• Optimizing Engagement
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• Many things are undoubtedly changing, especially the process of choosing a college

• But what do traditional undergrads want out of their college education in the long-term?

• Evidence from our Survey of Admitted Students shows an increased focus on the 

central value proposition

• Students may be more discerning about getting what they want

• Incremental improvements in messaging and engagement really matter in this 

environment

COVID IS OBSCURING THE RELATIONSHIP BETWEEN STUDENT AND SCHOOLS



MINDSETS TELL YOU ABOUT STUDENTS’ 
DESIRED PATHWAY THROUGH COLLEGE
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A Development Arc
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Great Institutions Serve Diverse Populations
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NATIONAL BENCHMARKS OF MINDSET PROFILES
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HOW WILL YOU HELP YOUR ACADEMIC COLLEAGUES UNDERSTAND THEIR INCOMING STUDENTS?
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YOUR STUDENT MINDSETS TELL YOU ABOUT 
WHO STUDENTS THINK YOU ARE
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PUBLIC INSTITUTION EXAMPLE—DIFFERENT STRATEGIES FOR DIFFERENT MARKETS
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EACH INSTITUTION HAS A DISTINCT PROFILE OF STUDENTS IT ATTRACTS
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INSTITUTIONAL IDENTITY MAP 
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• Prioritize the Student Mindsets within the context of your institution

• Know your Prospective Student Mindsets

• Qualify students into a Mindset

• Develop your institutional narrative for each Mindset

• Train recruiters on engagement strategies for each Mindset

• Understand the pathways your students are most likely to follow

• Understand the adjacent moves they might make as they “try on” mindsets that fit

• Use this information to help your students shop or try on ways of thinking about their 

college experience

• When in doubt, focus messaging on the areas of greatest convergence

KNOWING WHERE STUDENTS START IS CRITICAL TO UNDERSTANDING WHERE THEY WILL GO
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• Recruiters typically see the institution through 

personal and unique experiences and run the risk 

or alienating some students. 

• When used with recruiters, Mindsets provide a 

framework to burst their own bubbles and see 

students for who they are.

• Genuine engagement leading to student-centric 

institutional pathways is now more important than 

ever.  
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• Prioritize mindsets based on target populations 

and understand regional and national benchmarks. 

• Create clear and balanced messaging across key 

recruiting assets: website, print, email, etc. 

• Target engagement to the right students with 

appropriate messaging. 
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• Consider how tours may be personalized.

• Accommodate information capture and ongoing 

collaboration. 

• In 2020, consider pre and post tour 

communications all part of the campus tour. 
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• Characterize prospective students to faculty and 

staff involved in recruiting. 

• Academic units can learn about student 

expectations and outcomes. 
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• Encoura Data Lab

• Example: UCLA
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Small Class Size
• Not unique to the institution

• Limited insight into the student experience 

Access to Faculty 
and Special 

Facilities

• May be unique to the institution

• Not descriptive enough

• Ex: Trading floor for business students 

Learn to master 
skills in a classroom 
that feels like....with 

coaching from...

• Experiences derived 
from stories
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ACCESS THE LARGEST SET OF STUDENT SEARCH DATA OVERLAID WITH MINDSETS

Providing the insight 

needed to make 

emotional connections 

with students that drive 

engagement
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• Eduventures AppGen Solution

• Participate in Prospective Student Research 

• Eduventures Traditional Student Subscription



Eduventures’ Prospective Student Research represents the largest 

student market segmentation and institutional identity study in the 

country, revealing the preferences of Gen Z college-bound students. 

Results from this study are used to provide critical direction for 

enrollment professionals as it informs their practices to better 

recruit, retain, and serve students.

encoura.org/prospective-student-research

Find out how with Eduventures’ Prospective Student Research™

Deadline to Participate: November 4, 2020





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.

encoura.org/digital-solutions



We are pleased to announce the 

first Eduventures Virtual Research 

Forum (VRF), an exclusive one-day 

reinvention of Summit online on 

Thursday, November 12.

EXCLUSIVELY FOR MEMBERS

encoura.org/summit

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

mailto:summit@nrccua.org


The Wake-Up Call is a weekly 

analysis of higher education 

research, news and survey data, 

as well as industry events, and 

insider perspectives – delivered to 

your inbox every Tuesday morning.

encoura.org/wake-up-call




