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At The Enrollment Management Association, we
pelieve that the admission practices of the past
will not sustain independent schools of the
future. Everyday, we serve enrollment leaders
through the best science, research, and training.
Because when great schools enroll great
students, everything is possible.



Forces Shaping the Funnel

The Economy (Global, Regional, Local, School)
Demographics
Educational Options

Technology




The Realities ...

* Middle class Is shrinking

* Gap between haves and have nots is growing
* School tuitions have risen faster than incomes
* Demand for financial aid is increasing

* Enrollment in NAIS schools is declining



Key Findings

652 schools
participated in the
survey






Admission directors have limited
exposure to the board of trustees.



Admaission directors have limited
INnfluence on school finance.



There 1s evidence to suggest that
compensation is tied to enrollment results.



There 1s evidence to suggest that budget
control 1s tied to enrollment results.



Salary gaps persist.

21% of women admission
directors report a salary of
$100,000 or more, while 51%
of male directors earn
$100,000 or more.



Admaission
directors
seek and
require skills
in Key areas.



Attention must be paid to the
admission leadership pipeline.



Some admission offices lack necessary
statf professional development funds.



Enrollment
challenges
are real.



Many schools are not meeting net
tuition revenue goals.



Schools are relying on international
students for tuition revenue.



Schools are relying on merit aid as an
enrollment strategy.

58% of boarding
schools and 3/7% of
day high schools
award merit
scholarships.
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Tultion remains a major barrier
(and is a double-edged sword).



There 1s a possible
disconnect
between
enrollment
realities and future
enrollment
strateqies.



A lack of standardization in
student selection has
negative etfects.

69% do not rank or assign weights
to individual application
components in the selection
process. Yet, schools that met
enrollment goals are more likely to
do so (34% vs 23%).



Schools (small

schools 1n

particular) should

be concerned

about cash flow

problems N
assoclated with

enrollment \>
declines.

52% of schools lost three or
fewer students after deposit.
Nearly 30% lost between 4 and
10 students after deposit.



Despite the critical
1mportance of
retention in
enrollment
management, 10O
few schools have
formal structures
to support it.



Schools are
changing their
recrultment
tactics to serve
a new
customer.



And they are
likely shifting
budget dollars
to support these
activities.



Yet many lack a
value proposition
that differentiates
them in the
marketplace.

33% of schools indicate that
the "development of the
whole child” is the focal

message of their marketing

strategy.



3 Key Lessons Learned



1. Despite responsibility for a significant
percentage of a school's revenue, some
admission leaders lack key influence and
training.

IND SCHL BUDGET — MEDIAN of ALL SCHOOLS
NBOA Fall Report, 2015
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2. Admission leaders recognize a
changing consumer but will require
new tools and school-wide buy 1n.



Remember: Every Interaction
with Parents Reinforces (or notl!)
Thelr Purchase

e Parent-teacher
conferences

* Disciplinary meetings

 Grades/teacher
comments

* Athletic competitions
* Annual fund ask
* Making tuition payments



3. Unless independent schools come
together in unprecedented ways, some
may be in real jeopardy.

Common
portals and
application

|.S. branding
and shared top
of the funnel
prospecting

‘Applicant

referrals
Shared, among

real-time schools
market

data and

school-

specific

predictive

modeling



Prospects
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Request for Application
Applicants

Registered

Freshman
Sophomore
Junior
Senior
Graduates
Alumni

Embrace
Enrollment
Management




EM Defined

* Enrollment management is an organizational
concept and a systematic set of |
activities. Designed to enable educational
Institutions to exert more influence over their
student enrollments, enrollment management
activities are organized by strategic planning and
supported by institutional research. Processes
are studied to guide institutional practices in the
areas of new student recruitment and financial
ald, student support services, curriculum
development, and other academic areas that
affect enrollments, student persistence, and
student outcomes.

Hossler and Bean, 1990



The Trustee Dashboard (NAIS)

EM-Specific Indicators of School Well-Being

Operating Budget Operating Cash Flow

Admissions Pipeline * Endowment & Debt

Physical Plant Student Turnover *
Financial Aid * Tuition *
Net Tuition Revenue * Faculty
Fundraising Staffing



The report referenced today (and many
morel) can be downloaded for free at
enrollment.org



THANK YOU!

Dave Taibl, Director of Outreach
dtaibl@enrollment.org

Join In the conversation!
Twitter: @davetalbl
@QEnrollmentOrg
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