




















Beginning Your 
Adult Learner Recruitment
Membership



©2019 by EAB. All Rights Reserved. eab.com

The Smart Growth Solution for the Adult Learner Market 

Program 
Review and 

Optimization 

Strategic 
Program and 

Market Planning

DATA & CONSUMER ANALYTICS AT SCALE 

Audience 
Generation 

and Targeting  

Intent Marketing 
for the Student  

Journey

Yield and 
Enrollment 

Management  

Our strategic enrollment solution combines consumer analytics, intent marketing, and strategic services.

Student interactions 
analyzed annually 

1.5B+
Data and analytics 
experts on staff

100+
Field marketing tests 
performed annually

500+
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How Our Team Supports Your Adult Learner Success

Our Partnership Model  
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Identify and recommend strategic 
changes to your program portfolio*

Develop a true understanding of 
your goals, voice, and brand

Own all aspects of campaign 
development and deployment, 
while still allowing you full creative 
control 

Process all data related to 
campaign deployments 

Allow your team to focus their time 
on connecting with students

Continuous Refinement 

Regular and ad hoc data 
analysis to monitor campaign 
performance

Continuous review of email 
deliverability

Flexible campaigns allow for in-
campaign modifications as 
necessary 

EAB team will do whatever 
it takes to help you meet 
your objectives 

Full Campaign Management Strategy Support

Dedicated Strategic Lead 
available to you at any time, 
day or night 

Ongoing collaboration throughout 
each step of the cycle

Regularly scheduled calls

Planning session(s) hosted by 
EAB or on your campus

On-demand access to campaign 
performance

We have had short-term relationships with a number of different consulting groups and the reason we stopped working 
with them was they would not do what EAB does: learn us, take the time to know what we do well enough to deliver a 
strategy or insight in a way that resonates and does not feel like they are taking it off the shelf. For the first time in 
my 30 year career, I feel like what we have here is truly consultative. 

3

*Strategic Program and Market Planning services are an optional enhancement.
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Assembling Your Team

4

+

Sample Titles:
• Graduate and Adult Enrollment Leaders
• Dean of Graduate Program(s)
• Marketing Leaders
• Undergraduate Degree Completion Owners

Key Responsibilities
• Primary point(s) of contact between institution and EAB team
• Involved in project planning and oversight of day-to-day 

operations, including creative reviews and campaign 
performance updates

Estimated Commitment
• Initial launch: 8 hours
• Ongoing: 2-4 hours 

per month

Project Lead (1-3)

Sample Titles
• President
• Provost 
• Chief Innovation Officer
• Chief Marketing Officer
• VP/Dean of Graduate Enrollment

Key Responsibilities
• Overall program and 

organizational champion
• Ensures support for initiative and 

holds team accountable

Estimated Commitment
• 1 hour per month

Executive Sponsor (1)

Sample Titles
• Director of University Admissions 

Operations
• Associate Director of Admissions
• Director of Information Systems

Key Responsibilities
• Coordinates with EAB data team 

on initial infrastructure
• Supports ongoing data transfer

Sample Titles
• Admissions Team
• Marketing Team
• Digital Team
• Deans

Key Responsibilities
• Provide input about goals and 

strategy periodically
• Review campaign content

Estimated Commitment
• Initial launch: 8 hours
• Ongoing: Less than 1 hour per 

month1

Influencers (Many)IT Team (1)

Estimated Commitment
• Initial set up: 8-10 hours
• Ongoing: 1 hour per month as 

needed

1) While a small time commitment is anticipated for this group, the EAB partnership typically frees up capacity previously spent on recruitment implementation, giving them time back overall.
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How We Work With Your Organization

Copywriter
• Develops governing campaign themes
• A communications best-practice expert
• Your brand steward within EAB

Art Director
• Leverages your legacy branding
• Ensures strong visual differentiation
• Ensures consistency across all media

Web Designer
• Expert in responsive web design
• Builds user-friendly web pages
• Optimizes content for conversions

Senior Director of Marketing Strategy
• Expertise in adult learner marketing
• Drives marketing innovation
• Leads testing and learning agenda

Digital Marketer
• Develops digital marketing campaigns
• Manages digital campaign launches
• Tests new ways to optimize performance

Project Manager
• Oversees campaign creation and launch
• Ensures coordinated, prompt delivery
• Optimizes team workflows

Subject Matter Experts
• Deep focus on key content areas
• “Sage counsel” at your service
• Includes student segment experts

Enrollment Planning Consultant
• Extensive real-world experience
• Performs competitive analyses
• Advises on strategic program planning
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Our Enrollment and Execution Experts Help You Accomplish More While Reducing the Burden on Your Staff

Client Data Steward
• Dedicated liaison for your data staff
• Supports collection of historical data
• Optimizes data transfer processes

Data Scientist
• Expertise in machine learning
• Develops your custom audience models
• Identifies your high-affinity audiences

Strategic Analyst
• Tracks your campaign performance
• Performs custom analyses
• Informs your strategy

Targeting Analyst
• Industry-leading list expertise
• Translates your aims into list strategy
• Oversees all technical list work

Your Key Points of Contact

Our Team

A Team of Experts Backing Your Success

+

Strategic Leader
• Our expert on your institution
• Maps your needs to our offering
• Advises you on strategy

Account Manager
• Your day-to-day point of contact
• Oversees execution
• Quarterbacks EAB teams
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Kicking Off Your Partnership 
A series of development calls serve as the formal kickoff for your ALR membership. You will connect with key 
members of the EAB team and work together to determine goals, timelines, roles, and expectations for data intake, 
implementation, and creative assets.

6

Upcoming Planning Calls
First 2 weeks (ideal)

Recurring Call Series

Onboarding and Development
Updates
30 minutes bi-weekly
Discuss implementation status and 
campaign development updates with 
your EAB Strategic Leader and team.

IT and Data
30 minutes (as needed)
Review progress and needs related to
data intake and modeling (likely 
to be more frequent during initial 
onboarding and bi-weekly once data is 
received in a viable format).

Weekly Campaign Strategy Calls
30 minutes weekly
Walk through campaign timing, 
status, and performance as well as 
any calibration and optimization 
recommendations.

Program Call
Your Admissions Team
During this call, our team will get to know your enrollment goals, academic calendars, 
historic strengths/weaknesses, competitors, and other relevant considerations.

Brand & Marketing Review Call
Your Marketing Team
During this call, we will seek to understand your voice, tone, and brand vision, and 
discuss the scope/depth of existing marketing efforts and digital media budget allocation.

Digital Marketing Call
Your Digital Team
We will strive to understand current digital marketing initiatives, media spend, channels, 
historical outcomes, and goals.

IT and Data Intake Call
Your Client IT Team and Project Leads 
During this call, your IT team and project leads will connect with EAB to review the 
technical specifications guide to initiate data intake and implementation.Welcome Call

Executive Sponsor and 
Project Lead
During this call, your IT 
team and project leads 
will connect with EAB to 
review the technical 
specifications guide to 
initiate data intake and 
implementation.
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Overall Implementation Timeline
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Representative Activities:
• Share campaign performance

• Review and sign off on refreshed 
display ads

• Discuss additional campaign assets as 
needed in the campaign

• Review any tests in the field and assess 
impact on performance

• Check-in calls to review campaign 
performance

• Analyze yield survey results

Representative Activities:
• Creative assets are built for each stage of 

the student journey

• Share model insights with your team

• Discuss audience targeting 
recommendations including high affinity, 
digital, and purchased names

• Webinar to review creative strategy within 
the journey and walk through components 
for sign off

• Sign off on creative assets such as display 
ads, landing pages, and email

Representative Activities:
• Welcome call with your ALR team

• Onboarding calls with your
creative team

• Receipt of brand assets & publications

• Data file delivered

• Agency access to your social media and 
display ad accounts

• Check-in calls to discuss road blocks
and progress

• Sign off on domain names

Phase 2
Developing Creative and Journeys

Phase 1
Planning and Data Processing

Phase 3
Launching, Evaluating, and Refining

Week 1 Week 10 to Week 20* Week 20 and beyond

Milestones:
• Data approved

• Affinity audience generation

Partnership Launch Milestones

Milestones:
• Sign off on all creative assets needed to 

launch initial Student Journey stages

• Sign off on targeting recommendations for 
audience development

Milestones:
• Performance dashboard shared

Indicates Key Client Responsibility

Indicates Key EAB Responsibility

Indicates Key Shared Responsibility

Data Call Receipt 
of Data

Program and 
Marketing 
Review Call

Data 
Processing

Data 
Extraction 
and Revisions

Modeling 
Process

Student 
Journey 
Maps 
Created

Signoff on 
Creative 
Assets

Campaign 
Deployed

*Dependent on each client’s goals and timeline

Campaign 
Assets 
Created
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Complete by Week 8-24*
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Week 1 Week 10 to Week 20* Week 20 and beyond

Representative Activities:
• Share campaign performance

• Review and sign off on refreshed 
display ads

• Discuss additional campaign assets as 
needed in the campaign

• Review any tests in the field and assess 
impact on performance

• Check-in calls to review campaign 
performance

• Analyze yield survey results

Representative Activities:
• Welcome call with your ALR team

• Onboarding calls with your creative team

• Receipt of brand assets & publications

• Data file delivered

• Agency access to your social media and ad
accounts

• Check-in calls to discuss obstacles and progress

• Sign off on domain names

Phase 2
Developing Creative and Journeys

Phase 1
Planning and Data Processing

Phase 3
Launching, Evaluating, and Refining

Milestones:
• Data approved

• Affinity audience generation

Milestones:
• Performance dashboard shared

*Dependent on each client’s goals and timeline

Audience Generation, Campaign Launch, and Refinement

Strategic Program and Market Planning

Activities and Milestones:
• Conduct introductory call to discuss goals 

and gather contextual information that 
will inform analyses and recommendations

• Complete competitor and program 
demand analyses

• Deliver recommendations on new 
programs, programmatic changes, and 
prioritization of existing programs

Activities and Milestones:
• Operationalize the results of your 

program analyses

• Host academic and operational efficiency 
workshops to enhance strategic planning

Strategic Programmatic Planning

Overall Implementation Timeline with Strategic Program Planning 

Implementation Workshops Review, Evaluation, and Refinement

Representative Activities:

• Creative assets are built for each stage of the 
student journey

• Share model insights with your team

• Discuss audience targeting recommendations 
including high affinity, digital, and purchased 
names

• Webinar to review creative strategy within the 
journey and walk through components for sign 
off

• Sign off on creative assets such as display ads, 
landing pages, and email

Milestones:

• Sign off on all creative assets needed to launch 
initial Student Journey stages

• Sign off on targeting recommendations for 
audience development
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Strategic Program and Market Planning
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Competitor 
Analysis Report

Future Program 
Recommendations

Academic 
Workshops

Operational Efficiency 
Workshop

Outcomes

 Identify highest potential 
current programs

 Pinpoint key positive 
differentiators to highlight 
in marketing messaging

Using a proprietary dataset
along with national labor and 
education data, EAB examines how 
your programs compare to those of 
your competitors. In addition to 
determining general demand, we 
analyze key program factors 
including admissions requirements, 
tuition per credit hour, number of 
credits, and concentrations

EAB determines market 
demand for potential new 
programs based on national 
labor and education data. 
These recommendations are 
driven by your school’s 
enrollment priorities and 
internal capacities.

EAB conducts a workshop 
covering internal processes 
such as transfer of credit, 
admissions, student support, 
recruitment, and instructional 
design to enhance strategic 
planning.

We conduct one or more on-site 
workshops to operationalize the 
results of your program analyses. 
We help you develop plans related 
to program structure, faculty 
resources, and academic costs
to maximize program growth and 
design offerings that perform well 
in a highly competitive market.

Outcomes

 Find promising new 
programs that align with 
institutional priorities

 Propose market-savvy 
plans for new programs

Outcomes

 Select existing programs 
to prioritize for marketing

 Design growth-optimized 
program structures 

 Align proposed programs 
with academic resources

Outcomes

 Optimize 
implementation of 
program plans to ensure 
success once proposed 
changes are in place

Advisory Services Ensure You Are Making Informed Choices About Program Prioritization, Modality, and Design 

Complete by Week 8-24

Strategic Programmatic Planning Implementation Workshops Review, Evaluation, and Refinement
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Data Received

Your team fulfills the 
requirements in the data 
packet and posts the file to 
a secure site for transfer. 
Critical milestone.

Phase 1a: Data Modeling Process and Requirements

10

Data Call

EAB Data Stewards meet 
with your team to review 
data pack requirements 
and discuss data transfer 
process.

Data Processing

EAB Data Steward team 
ensures data is ready for 
modeling and matched 
throughout enrollment funnel 
for synchronized outcomes:

 Ensures all data packet
requirements are
transferred

 Confirms fields

 Reviews calculations and
 aggregate data

 Verifies data throughout
funnel

 Data validation

 Approved data is vetted
through out analysts and 
sent to data science team

Affinity Modeling

EAB data science team
begins the modeling
process to identify
attributes needed to build
your affinity profile.

Audience Generation

Data science team
completes model, and
shares insights with 
the marketing team.

Typically 
takes 4-12 

weeks 
(depending 
on efficacy 

of data)

Week 4Week 1 Week 3 Week 4

Week 10 Week 8

Minimum of 1,400 historical student 
records required to develop an affinity 
model for an individual field of study

To develop affinity models, the following data fields are required for each student record:

 Full Name (first, middle, last)

 Address (street, city, state, zip)

 Email Address

 Gender

 Date of Birth

 Student Type (undergrad vs. grad)

 Degree

 Program

 Application Submission Status and Date

 Admit Status and Date

 Enrollment Status, Date, and Term

 Unique Student ID (via client source system)

• Historical records should consist of all completed 
applications for a given field of study

• Records should be gathered from the past five
years

• Majority of historical records should consist of 
domestic applicants age 25 and older
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Phase 1b: Data-Driven Affinity Profile
We Combine Your Historical Data With 112 Known Consumer Variables From Our Database to Generate a 
Detailed, Actionable Profile of Your Student Body.
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Generate Audience List

Identify and locate high-affinity, 
high-potential prospects for 

campaign outreach. Data model 
also drives test-taker and 

digital targeting.

Construct Student 
Marketing Personas

Isolate the consumer variables 
that best characterize your 

high-affinity prospects

Reveal Insights to Drive 
Intent Marketing Strategy

Use affinity-modeling insights 
to inform campaign messaging 
and imagery selection in the 

awareness stage of your 
student journey

Demographic Profile

• Income distribution

• Marital and parental status

• Current occupation

• Home ownership

Affinity-Modeling Outcomes

• Influential interests

• Broader population comparisons

• Ranking and prioritization

Personality Indicators

• Myers-Briggs classification

• Values and lifestyle 

• Cultural and generational 
characteristics

Delivered Week 10*

Leverage Your 
Affinity Profile to…

*Affinity profiles are delivered approximately 10 weeks after we receive a client data file that can be processed for modelling.
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Phase 2: Creative Design and Development

Before Models Completed After Models Completed

Ideally occurs week 1 
to week 10 (parallel with 
Data Modeling process)*

Key Milestones:

 Meet your creative team

 Discuss program goals 

 Share your branding assets 
and information with our 
creative team

 Our creative team 
interviews you on your 
copy style, tone, and voice

 Our creative team assesses 
your social media accounts

 You approve domain, landing 
page URL, and email senders

 Our creative team starts to 
wireframe your landing pages

 We discuss potential A/B 
testing opportunities

Week 11 to 20

Campaign
Design

Campaign Assets Created

Model Insights Shared 
with Creative Preview

Client Review of 
Creative and Revisions

Final QC

*Timeline based on 1-2 intent-driven marketing campaigns, exact timing subject to various factors.

Model 
Insights 

Delivered
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Deployment

Week 20 and Beyond
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Creation of Customized Student Journey Strategy
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We Craft a Multichannel Strategy to Engage Your Prospects Based on Intent

 Audiences

 Campaign flows

 Timing and schedule

 Channels

 Campaign objectives

 Messaging strategy

 Imagery strategy

 Calls to action

 Suggested A/B tests

*Dependent on each client’s goals and timeline

Recommendations Shape a Strategy for Engaging Prospects at Each Journey Stage

Marketing Objective:

Introduce your brand and 
program offering 

Marketing Objective: 

Build rapport and create 
consideration

Student Mindset:

Considering programs 
and schools on a variety 
of factors

Marketing Objective:

Create urgency and drive 
decision

Student Mindset:

Narrowing their options 
and deciding where to 
apply

Marketing Objective:

Identify enrollment 
intent

Student Mindset:

Deciding where 
they want to enroll

Student Mindset:

Self-shopping and 
potentially learning about 
your programs

AWARENESS CONSIDERATION DECISION YIELD

Behavioral-Based Campaign Flows Enable Unique and Highly Personalized Journeys
How Sample Campaign Elements Map to Individual Student Journeys

Your Strategy 
Overview Includes 
In-Depth Campaign 
Recommendations:

Strategy Overview
Delivered Week 12*

LinkedIn ad targeted 
to consumer persona

Content 
download

Personalized 
emails

Enrollment 
intent survey

Application-
completion texts

Facebook 
ads

Intent micro-
survey
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Phase 3: Ongoing Evaluation and Refinement
Your Partnership Includes Comprehensive Monitoring and Reporting Services to Evaluate Campaign Progress, 
Fine-tune Campaign Performance, and Demonstrate Return on Campaign Investments.
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Bi-Weekly Monthly Annually

Student Journey 
Performance Report

Digital Marketing 
Performance Report

Client Data Impact Report

• Understand email campaign 
engagement and inquiry generation

• Track contacts, responders, 
inquiries, and form submissions 
(including 4 unique forms)

• Analyze by stage, audience, date 
and source

• View summary of survey responses

• Understand digital 
campaign engagement 

• Track impressions, 
clicks, spend, CPM, CPC, 
CTR, and leads

• Analyze by network, 
stage, ad type, and date

• Understand the impact 
of EAB campaigns on 
your enrollment funnel 

• Track applications, 
admits, and enrollments

• Analyze by audience, 
campaign engagement, 
and date

Client Onsite 
Presentation

Yield Survey Analysis

• Your Strategic 
Leader will provide 
comprehensive 
analyses of 
campaign and  
funnel performance 
along with strategic 
recommendations

• Understand key 
findings from a 
survey of your 
non-yielding 
admits

• Gain competitive 
insights

Ongoing Monitoring of Digital Marketing Performance 

Sample KPIs:

• Campaign Response Rate
• Click-through Rate
• Impressions
• Total EAB Inquiries
• Application Conversion Rate

KPIs are 
benchmarked against 

EAB averages, 
institutional cohort 

averages, and 
industry-wide 
benchmarks.

Sample Course-Corrections:

• Optimizing Digital Ad Placement

• Optimizing Digital Spend

• Emphasizing High Performing CTAs

• Evaluating Copy & Imagery

• New Ads

• New Audiences

• Ad-hoc Email Sends

• Email Subject Line Testing 
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Change Management Support Every Step of the Way

It’s no coincidence that we refer to the colleges and universities we work with as our “partners.” The relationship is a deeply collaborative one, based on 
close, ongoing coordination between our team and yours. One benefit of this collaborative approach is our unique ability to ensure that all key stakeholders 
at your institution are fully in the loop—that we’re effectively tapping their expertise, educating them about our methods, and demonstrating to them that 
their voices are being heard. 

Admissions staff What kind of data analytics can you provide to support us in our daily work?

Provost How can you help grow enrollment in our undersubscribed programs?

University 
board How will your work impact net tuition revenue?

Chief Business 
Officer How can we be sure we’re seeing a return on our recruitment investment?

IT/Data
teams Will the data and reporting infrastructure you’re installing place any new demands on my team?

Marketing 
leadership How are you going to integrate your creative work with our existing branding and campaigns?

Customized On-Site 
Presentations

EAB-led presentations and 
working sessions on your 
campus to provide updates 
and discuss strategy with 
all key teams within your 
organization

Representative Stakeholder Questions We Help Address

15

Survey 
Capabilities
National surveys addressing 
key issues in adult learner 
recruitment, including 
student communication 
preferences, enrollment 
priorities, and more

Reporting 
Analytics

Insight-driven reports to 
keep your key stakeholders 
informed about funnel 
performance, marketing 
engagement, and more

Personalized
VIP Days 

Customized visits to the 
EAB offices to provide your 
executive team with the 
latest EAB research and 
insights and facilitate 
collaboration

Adult Student 
Marketing Blog

Top news, strategies, and 
analyses from our leading 
experts sent straight to your 
inbox to keep you informed 
on the latest industry trends 
and research

How We Support Your Ability to Lead Change



Washington DC   Richmond   Birmingham   Minneapolis

202-747-1000   eab.com
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Benefits of EAB Data Automation Services
Leveraging EAB’s Expertise and Experience to Extract Your Data

• Map source system data fields to the EAB data specifications in 
consultation with college business process/subject matter 
experts

• Create extract queries or code in the agreed-upon query and 
scheduling environment to output data files for platform
implementation

• Work with college staff  to integrate DAS team queries or code 
into agreed-upon production environment and to automate 
regular updates of the data files

• Remote VPN access, as mutually agreed, to the 
application and its network, database, and OS 
environment 

• Availability to answer DAS programmers’ questions 
regarding unique application configurations and 
customization 

• Agreement on support ownership for regular execution 
of the automated extract queries following 
confirmation that the implementation project is 
complete 

Data Automation Services (DAS)

EAB’s data Automation services team can provide data extraction and automation services to universities that wish to 
reduce institutional resource expenditure, particularly those that have IT constraints that may otherwise limit participation
in the EAB programs. Using our DAS team enables clients to leverage EAB’s knowledge and expertise with common 
information systems to reduce implementation time and limit the number of project hours required from college staff.

Support Required from Your InstitutionServices Provided by EAB

Reduced Burden on Institutional  Resources

Fewer hours required from client 
institution with EAB 
Data Automation Services

80%
Advantages EAB’s Data Automation Services

• Faster implementation

• Maintain partnership

• Easier for college team

• Reduced potential for rework
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Overview of EAB Data Automation Services
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Outbound 
entering class data

Outreach

Response

Automated 
Feed

Your 
institution

EAB

Automating Outbound Data Flows for Enrollment Services Campaigns

EAB automates your 
entering class data feeds

$10,000+ 
worth of IT consulting and 
programming work, provided to 
you at no additional cost
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DAS Access Requirements and Process

Workstation (VM) System Requirements:
• Location: Within client network
• CPU: 64-bit Intel chip
• RAM: +4GB (+8GB recommended)
• HDD: +20GB (+100GB recommended)
• OS: Windows Server (Multi user login - User with administrative rights)
• Java: Version 7 (Version 8 recommended)
• Database Connectivity: 

- If Oracle, then Oracle Client with configured TNS entries; a SQL client (Oracle SQL Developer, preferred)
- If SQL Server, then SQL Server Management Studio and SQLCMD utility

• Software: 
- Active/Strawberry Perl
- SFTP client (WinSCP preferred)
- A robust text editor software (Notepad++ preferred )

File transfer via SFTP

SFTP Server

EAB Workstation
Workstation on Client 

Network

Execute SQL 
queries

Client DB

Data Extract Files

EAB remote VPN into client 
workstation

Download and Process

EAB DB

Setup automation to refresh data




