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by Stages of the
Higher Ed Funnel

While not all institutions of higher education
are the same, there is a set of key email
marketing journeys they all need.

I i% Application Incomplete

Applicants |
I Accepted / Not Accepted

Accepted, Not Enrolled (Registration Not Open)

Accepted, Not Enrolled (Registration Open)

Inactives {3% Enrolled But Inactive

These journeys mirror the higher ed funnel at right; the goal is to
move potential students through the funnel in a timely manner.

| always begin at the bottom of the funnel and work up, as an
increase in performance here has the greatest immediate impact. We'd love to hear your feedback

| . | | and thoughts on this eBook.
This eBook will give you the information you need to

optimize these journeys to boost performance. Feel free to connect with us and tell us what you like about these

resources, and what you would like to see in future eBooks and
webinars. We're also happy to chat about how Emma can help your
institution better leverage email to meet your mission and goals.


https://go.myemma.com/demo?sv=homepage_nav?sv=universities_nav
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Enrolled but Inactive

Every school has them — students who
started their degree and then took a break.

An ‘enrolled but inactive’ campaign entices them to return
to the classroom — and to return to paying tuition.

These campaigns are more effective with
recently active students, so make this an annual
or twice-a-year automated journey.

CLEAR STATE
UNIVERSITY

You can still
earn your MBA

Dear Egan,

There are many reasons why students take a break
from earning their MBA. Let us help you get back
on track. Clear State University has solutions for:

+ Financial Need: Grants, scholarships, graduate
assistantships, and loans are available to help
you cover the cost of tuition.

+ Scheduling Challenges: Part-time, full-time,
synchronous, asynchronous, and hybrid options

allow you to attend classes when it’s convenient
for you.

+ Change in Goals: Our 50+ certificate programs
are a perfect complement to your MBA degree,

whether you’re looking to stay in your current

industry or make a career change.
+ Other Obstacles: Whatever is holding you
back, we’re here to help you overcome it.
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Key Subscriber Journey: Enrolled but Inactive Key Subscriber Journey: Enrolled but Inactive

- - . Register for the - _ . Register for the
Living their life outside of school Upcoming Semester Living their life outside of school Upcoming Semester

Basic Email Journeys
Your student was enrolled and attending classes at some point — but now

they aren’t. This wouldn't be an issue if they had graduated or completed the Enrolled but Inactive Series o
program, but they haven't. You'll need a basic email journey to re-engage
with these lapsed or inactive students.

You want this to be an automated journey — one that will automatically
identify lapsed students and motivate them to enroll for the upcoming
semester. | usually have these trigger upon registration opening.

These lapsed students are often the easiest to motivate to
enroll — but don't delay. The longer you wait to reach out to a lapsed
student, the lower your conversion rate back to active will be.
Why is this separate from the ‘Accepted, not Enrolled (Registration
Open) series? Because you want to treat this segment
differently — there's a reason they walked away from classes,
and you need to address those reasons to get them back.

Remember — it's usually less expensive to get a lapsed student to re-enroll
than it is to find a new student to apply and sign up for classes.



Customize with
First-party Data

The beauty of communicating with this
group is that you have a base level of
information about them — things like:

Their area of study or major
Semester/courses needed to graduate
Their GPA

How long it's been since they were enrolled

Other

You'll want to look at the information you
have on this segment and use what's relevant
in your email campaign to get them back.
This is especially important since they have

a stronger relationship with your school

than someone who's never been enrolled.

Include Obstacles
and Resources to
Overcome Them

You'll want to include common obstacles
as well as resources available to help the
former student overcome them. Things like:

Financial issues + financial aid options

Location issues + online/offline
course options

Difficult schedule issues + asynchronous,
night, weekend class options

Other + resources to overcome

It's also important to offer, in every email,
contact information to speak with an
advisor or someone else who can listen
to the obstacles the student is facing
and help guide them to solutions.
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Make This an Ongoing Campaign

This isn't a one-and-done email marketing
program — you'll want to update the list of
those who qualify to receive it and run this
campaign during each registration period.

SOME TIPS:

Newer lapsed students still perform better than
those who have been out of school longer

But... you never know when things might turn around and
your lapsed student will be ready for the classroom again

Be sure that you're proactively reaching out during each registration
period — and that you're eager to welcome them back to class.

Q COPY IS KING; IMAGES ARE QUEEN

This eBook talks a lot about strategy and
content in terms of the written word.

But images matter too.

There's been a movement in the past few years to use more
authentic images in email and other marketing efforts.

Whether you're updating an existing series or
creating a new one, please don't let your designer
use traditional stock photography. It's cold.

Much warmer and more authentic: images
from your school’s photo database.

Buildings, yes. But even better are pictures with people in them.
Students and teachers in class. Underclassmen enjoying themselves
OoNn campus on a warm spring day. Seniors celebrating graduation.

Will you need releases — yes. But the authenticity will
make your email messages more engaging.

Absolutely can't use images of actual students? Look
for relevant images on Unsplash.com or another of
the new, more authentic photo sites. Most offer free
or affordable licenses to use their images.
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Accepted, not Enrolled
(Registration Open)

Summer melt is a thing — students are
accepted, but they never enroll.

A solid ‘accepted, not enrolled (registration open)’
campaign can minimize your summer melt.

When should it start? As soon as you let them
know you'd love to welcome them to campus.

NORTH STATE
UNIVERSITY

MAKE YOUR MBA
YOUR OWN

Registration is open for the
Summer 2026 term.

Choose your classes today
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Key Subscriber Journey: Key Subscriber Journey:
Accepted, Not Enrolled (Registration Open) Accepted, Not Enrolled (Registration Open)

Student - L . Student Student . _ : Student
Living their life outside of school Living their life outside of school

Basic Email Journeys
Now's the time! They've been accepted, but in order to meet their J

goals — and your goals — they need to enroll!

Accepted, not Enrolled campaign (when registration is open) Qt

You want this to be an automated journey — one that will automatically
identify eligible students who haven't been enrolled before and
motivate them to sign up for classes for the upcoming semester,

This series is pretty straightforward; registration is open
and the call-to-action is to enroll. But you'll need to say
more than ‘enroll today’ to make it successful.
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Think About Timing,
Frequency, and Cadence

You want to be in the inbox throughout
the registration period, and perhaps
even before if there's research they can
do. At a minimum that includes:

A ‘get ready’ email so they can review the
courses available and determine which
ones they want to add to their schedule

A ‘registration is open’ email, so they
can grab classes that fill up quickly

A ‘last chance’ email so they don't
miss registration altogether

Multiple reminders throughout the
enrollment period — remember, not every
student will open every email you send

Don't be shy! Here it's better to have too many
efforts than too few efforts — especially if

you are able to suppress those who have
enrolled from the rest of the series.

Use Strategic Resends
to Expand Your Reach

Strategic resends are one of my favorite
email marketing tactics. They provide a
gentle 'nudge’ to those who started the
enrollment process but then left without
completing it. Here's how you do it:

Identify email recipients who
clicked through to register but
did not complete the process

Resend the original email (no
changes) to this group, 7 to 10
days after the initial send

Case studies have shown that resends to this
group result in much higher conversions (read:
enroliments) than resends to those who did
not open or did not click on the initial email.

BONUS: when you do resends to this

‘clicked didn't convert’ group you rarely see
unsubscribes or spam complaints (which are
common when you resend to groups who
showed less interest in the initial email).



Be Proactive with
Inactive Subscribers

Most schools have a limited period of time during
which students can register for the coming

semester. Be sure that your students dont miss it.

Watch for subscribers who aren’t engaging with your email
messages on a regular basis and reach out quickly (within
10 to 14 days) to get the email relationship back on track.

This could include one or more of the following:

A benefit-oriented reactivation campaign,
triggered automatically when a certain number
of messages aren’t engaged with

Contact via another channel, like SMS or phone

Be sure to use a click as your engagement
signal — opens are no longer a good engagement signal,
thanks to Apple Mail Privacy Protection bot clicks.

Q Al CAN BE A GREAT RESEARCH TOOL

One of the least controversial uses of
artificial intelligence (Al), is for research.

For instance — | will often start my work for clients with
research, to understand the obstacles and/or objections
that are relevant at each stage of the Higher Ed Funnel.

Could | do some research and create a list of 10 reasons
why students who are accepted to a school don't enroll?

Sure.

Could | complete that research in less than a minute?
\[e}

Once you have this list, you can review and tweak it if
needed. Then use it to build your message map.

Even if you're confident you have a good list, it's not a
bad idea to ask the Al for a list and compare them. You
might be able to enhance your original list and make

it stronger — with just a little bit of time and Al.



emma

Accepted, not Enrolled
(Registration Not Open)

Call it keeping your brand top-of-mind,

call it a 'save-the-date’ for when registration
opens, call it what you will...

But have an ‘accepted not enrolled (registration not

open)’ campaign to help your active and inactive
students plan accordingly for the coming semester.

BONUS: these campaigns build email
relationships with your subscribers.

CLEAR STATE
UNIVERSITY

Happy National

Watermelon Day!

Dear Rachel,

Who doesn'’t like watermelon? Celebrate the last
days of summer with this Watermelon and Feta
Salad recipe.

And don’t forget! Registration for the Spring and
Summer semesters opens in November. Mark your
calendars! We are excited to welcome you (or to
welcome you back) to the MBA program!

Feel free to contact us at 717-649-0076 or email us
at mbainfo @clearstateuniversity.edu with questions
or concerns.

See you soon!
Shanna A. Wood
Associate Director, MBA Program
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Key Subscriber Journey: Key Subscriber Journey:
Accepted, Not Enrolled (Registration Not Open) Accepted, Not Enrolled (Registration Not Open)

Student . . s Student Student . . o Student

, | Basic Email Journeys
They can't enroll right now... but you want to keep your school top

of mind so they will when they are able.

Accepted, not Enrolled campaign (when registration is not open) Qt

You want this to be an automated journey — typically we set it to run
during the months when registration is not open. You want to
automatically identify eligible students, both those currently taking
classes and those who are not currently taking classes.

This series is pretty straightforward; registration isn't open, but
when it is you want them to enroll. But you'll need to say more
than ‘enrollment begins on this date’ to make it successful.

And if you're smart, you'll use this series to build their relationship
with your school, give them a reason to open your emails on
a regular basis, and get them excited about enrolling.



Think About Timing, Include Fun,
Frequency, and Cadence Engaging Content

You want to be in the inbox throughout the Go beyond the standard ‘save-the-date’ for
period when registration is closed. You need to: registration to truly delight and engage your

_ subscribers. Here are some pointers:
Identify and focus on the months

when registration is not open Strive to elicit a smile or a laugh
from your recipients with each
of these email messages

Send at least one email a
month during this period
The ‘formal details’ of the
upcoming registration period are
secondary to the fun content

Send to active (currently enrolled) as well
as lapsed (not currently enrolled) students

Segment your list and target the
call-to-action based on their current
registration status (often long-time
lapsed students need to take
additional actions to re-enroll)

These messages should provide value (the
smile or laugh) without a cost - this will
create goodwill with your audience and
entice them to open future emails from you

There are many ways to do this — look to fun
social media trends or silly annual holidays as a
starting point. Also, you don't necessarily have
to refresh these every year; the content should
be evergreen, with just the dates being updated.

Don't be shy! The content here should be
fun and engaging — which means that it will
be more welcome in the inbox than more
business-as-usual email messages.
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Create a Sound Message
Map for Success

A message map lays out what content
will be included in each email.

It typically includes:

Key message(s)

Call(s)-to-action

Housekeeping or ‘in every email’ content
Testimonials

Other things to build relationships with subscribers

A message map is even more important here than it is with a
traditional higher education campaign. You can have some fun with
it, but you still need to have a sound plan to make it successful.

Q 1 LOVE LUCY, WATERMELON, AND JUGGLING..

One of my favorite ‘Accepted, Not Enrolled (registration
not open)’ series | did incorporated all three of
the things mentioned in the headline.

We used a video clip to celebrate National ‘I Love Lucy’ day in
October. Actually, we included a screenshot and link to one clip in
the mail, along with a link to 10 classic | Love Lucy moments. Oh,
and we let people know that registration opened in early November.

Did you know that "World Juggling Day’ falls in June each
year? We honored our students who were ‘juggling’ schoaol,
work, and family — and also provided a screenshot and link
to a video on how to juggle balls. This was also an early
reminder about registration beginning in November.

And watermelon? We actually provided a link to a watermelon and
feta salad in honor of National Watermelon Day in August. Once
again, we reminded them that registration opens in November,

ADDED BONUS - by sending emails that had a reminder
but also provided value, in the form of a smile, a laugh, a
fun new skill or a delicious seasonal recipe, we are giving
them reasons to open our email messages in the future.
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CLEAR STATE
UNIVERSITY
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Accepted / Not Accepted N

' Congratulations on

Sure, you need to let them know your acceptance!

whether or not they made the cut.

Dear Kyle,
But there's so much more you can say and do We are excited to welcome you to campus as a

with an ‘Accepted/Not Accepted’ campaign. member of our 2028 graduating class!

This is the time to woo those you First, let’s celebrate! Use the attached logos and
images to let your network know that you're bound

want in your incoming class. for Clear State University!

Here’s a message from our president...

.\\ l
\ l 4
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Key Subscriber Journey: Accepted / Not Accepted Key Subscriber Journey: Accepted / Not Accepted
Living their life, waiting to Student is or is Student does or Living their life, waiting to Student is or is Student does or
hear if they are accepted not accepted does not commit hear if they are accepted not accepted does not commit

| think we all remember what it was like waiting to hear which Basic Email Journeys
schools accepted your application. It's important to keep this in
mind as you'e creating your accepted / not accepted campaigns.

Waitlisted campaign Qt

Accepted campaign o

Not Accepted Qt
campaign

If you're of a certain age, you remember that the envelope was thick if
you got accepted, thin if you didn't. But now it's all electronic!

The key here is spending as much time — or more — on your waitlisted
and not-accepted folks as you do on those who are accepted. Because
even though they aren’t necessarily joining you for next semester,

you still want them to think fondly of your school. There's still a
relationship here — and you want it to continue or at least to end well.



Welcome Your Plan
B Team (Waitlisted)

They aren't yet accepted, but they may be — if
some of your accepted candidates choose
other schools, then some of these people

will be invited to join your incoming class.
And if they are, you want them to say ‘yes!

Which is why you should think of this
as a nurture campaign. And you should
think of these students more like the
group that was accepted than those
whose applications were declined.

So what are the parameters
of a nurture campaign?

Naturally, you want to keep them apprised
of their status. But there's more.

You want to get them excited about the
opportunity to enroll. This involves regular
communication (weekly or twice a month).
| recommend that my clients use their
‘accepted’ journey as a starting point, then
tweak to keep the excitement but come

at it from a ‘waitlisted’ frame of mind.

Celebrate! (Accepted)

We talked earlier about those thick envelopes...
but in reality, there's time for all that.

This initial ‘accepted’ campaign should
celebrate the moment — and give your students
the chance to celebrate the moment — before
you launch into paperwork and details.

Obviously, you want to congratulate them.

OTHER NICE TOUCHES..

Can you include video
welcomes from faculty?

How about a package of images, logos,
hashtags, etc. for use on social media...

You've accepted them into your
school — but your work isn't done. Now
it's time to turn them into a superfan!

By the way...this doesn't have to be just
one email. If you have the content, make
it a series and keep the party going for
a few days, a week, or two weeks!
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Get Down to Business (Accepted)

This is where we cover paperwork and
details. Ideally, this series will start a week
or three after your acceptance series.

You know the drill on these...

Include to-do lists — with dates — and send these ‘overview’
emails periodically, preferably customized with what's
been completed and what remains outstanding.

In addition, you'll want to send stand-alone emails (a series
of 2 or 3) before each key milestone. You can suppress
future sends on a milestone once a student completes it.

While you're covering the business of admission don't forget

to add in some content to keep the excitement going! This is
the start of their college career — and the start of a relationship
that your school hopes will extend past their 4 years on
campus through many reunions and seasons of giving.

0 DON'T SEND AN EMAIL TO DO A
- WEBSITE'S JOB

One of the schools | worked with a few years ago
had this crazy long ‘you're accepted’ email.

All the information you needed was right
there — there were no links to go elsewhere. The feeling
was that this ‘one-stop-shop’ was easy for students.

It wasn't. It was overwhelming for students. And
it was difficult to find the specific content they

were looking for, with no table of contents.

The first thing we did was talk to the administration about
getting a microsite to hold this content. We would have
preferred to be part of the main site, but the timeline for
that, based on other IT projects, was too far out.

So we did a workaround. We created a microsite and
then we had a series of emails. The first and last had
the full list of admissions items in bullet points, very

short — with links to visit the microsite to learn more.

Then each key area had its own email, where we pulled in more
detail, but still let people click through to the website for the minutia.
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NORTH STATE
UNIVERSITY

%

Application Incomplete

So close... but not quite.

Complete your application, Sasha
An effective ‘application incomplete’ email journey does

more than just let students know what's missing. Sasha,

Fill out your application with the email address and
pasword you used to create your North State Application
Account. Just click the “Continue Your Application” tab on
the application page.

And don't wait until the deadline is just
around the corner to send it!

Have a question about your application or need help?
We're here to help! Call us at 800-888-8433 or reply to
this message.

Sincerely,
Matthew Penny
Director, Admissions
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Key Subscriber Journey: Application Incomplete Key Subscriber Journey: Application Incomplete

Student begins the Student leaves the Complete Student begins the Student leaves the Complete
application process application incomplete the Application application process application incomplete the Application

They were interested enough to start the application — but then... Basic Email Joumeys
something happened. Application

4+
Incomplete Journey o

Now you need to bring them back to finish.

This sounds simple, but as anyone who's developed an application
incomplete campaign knows, it's more complicated than it sounds.

You don't just want to ask them to complete the application — you
want to personalize the email with exactly what's missing — and give
them resources to help them complete it.

This is one of those places where one-to-one communication not only makes
sense, it's almost required for effectiveness. A few tips for success follow.



Customize with
First-Party Data

The beauty of campaigns like this is that
you have a large amount of first-party
data you can use to customize and/or
personalize the message. For instance...

Their area of study or major — it may not be
final, but knowing this allows you to talk about

meeting this specific goal. Talk about motivation.

When they want to start classes — this could
give you the gift of urgency, since you'll
know when the application deadlines are and
can leverage those in your messaging.

Preferences — online or in-person, full- or
part-time, you probably captured this at the start
of the application — be sure to acknowledge

this is your messaging to add relevance.

What's missing — this is very important.
What, exactly, is needed from them to
complete the application? Be sure to
say — and provide resources to help
them get the information they need.

Browse Reminders
are Your Friends

Browse reminders are common journeys

in retail — and they should be a common

journey in your application process. If you
think about it, they are very much alike.

Do acknowledge work they've done on their
application, within 24 hours of their doing it.

Do be clear about what remains
outstanding in their application.

Do offer resources and assistance in completing
their application — phone and email are good
options, along with the ability to schedule a

time to talk with an admissions person.

Don’t be creepy — don't mention that you
saw they were working on the application.



Dynamic Content is
Tailor-made for This

You could create email messages for each item that

could be missing or incomplete in the application.

Or you could use dynamic content.
Use dynamic content.

Craft standard paragraphs for each element that could
be missing or incomplete in the application. Be sure

to explain in detail what's needed (there may be a few
different versions for each element), provide resources to
help them complete it, as well as relevant deadlines.

Using dynamic content will allow you to pull in a customized list
of what's missing for each student, along with details on each.

If there's a long list for some students, have a way to break
it into manageable chunks and make it a series of emails,
rather than one big email with everything that's missing.

Q INTEGRATION IS KEY FOR SUCCESS

Many of the schools | work with don't have the integrations in place
to pull first-party data from the application into the email program.

This is an unnecessary hindrance. 15 years ago,
sure, it was difficult. But now? It's really not.

The value of personalizing with first-party data is huge — much larger
than the cost of putting integrations in place to make it happen.

If your school is facing this issue, put together a persuasive
plan to make integration happen. There are tons of case
studies and articles supporting the fact that personalization
with first-party data usually boosts performance.

Work with your IT team to get a customer data platform in place to
hold all your data — and make it available to all the platforms that
need it. Including your email or marketing automation platform.
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Inquired, Hasn't Applied

They're interested, now they need
to take the next step.

Use an ‘Inquired, Hasn't Applied’ campaign to entice
them to move forward with their application.

Did we mention that this doesn't (shouldn't)
just be delivered via the email channel?

CLEAR STATE
UNIVERSITY

Apply today!

Dear Christine,

We know you’re busy and it takes hustle to balance
life and a college education, but the reward can
change your life forever.

Complete our application for admission today, and
in less time than an episode of your favorite TV
show, you could be on your way to achieving your

education goals.

Complete our application online in as little as

10 minutes.
Apply now

Questions? Contact us at 800-888-8682 or email
studentinfo@clearstateuniversity.edu.
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Key Subscriber Journey: Inquired, Hasn't Applied Key Subscriber Journey: Inquired, Hasn't Applied

Prospect - _ Prospect Prospect - _r Prospect

Basic Email Journey
They're interested. Now it's up to you to bring them back to apply.

Inquired, Hasn't Applied campaign Qt

This is truly a top-of-the-funnel exercise, to motivate those who
expressed interest to come back and commit to completing
the application.

These emails are selling a dream — but they also need to
provide practical steps to get there. Read on for tips.
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Address Frequently Asked Questions Think Outside the [Email] Box

What questions or obstacles, real or imagined, are We all love email marketing — that's why you're reading this! But
keeping people from applying for admission? email isn’t the only channel out there. This is a time when adding

. : in some SMS/Text efforts can improve your response rate.
This is where to start with your message map, to

figure out what the frequently asked questions
are — and what answers you can provide.

USE SMS/TEXT..

As a timely follow-up to a web visit or a phone conversation,

SOME EXAMPLES.. to confirm what was browsed or discussed.
Can | afford it — providing tuition planning resources For quick response answers — if it's a short answer question
is a good starting point to overcome this. (‘what’s your birth date?), a ‘yes or no question, or a multiple choice

_ _ _ _ question where you can provide all the answers, all the better.
Do | have time on top of work/family — flexible options

like online courses, n|ght and weekend courses, and For brief, Urgent reminders — if there’s a deadline in the next
asynchronous courses can help address this objection. couple of days, or if there’s something you need from them

- : . ASAP, SMS/Text will be a much better channel to use.
Will it be a good investment — career guidance

resources, average starting salaries, and other

_ Be sure that you can accept replies via SMS/text — it's got to
resources can put your prospect’s mind at ease.

be two-way communication to be effective. And always include

te about how t bscribe.
What else could be holding them back? If you can a hote abolt NOW 1o UnsUbscribe

identify and effectively address it, that will increase your
conversion rate from inquiries to applications.
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Remind Them Who You
Are and What You Do

Of course you know who you are and why you are
contacting your recipients. But do they know? Yours
may not be the only school they inquired about.

Help them, and help your program, by always putting
your message in context. The easiest way to do this is to
include a brief, benefit-oriented paragraph that appears
in every email message. This should include:

Your school and/or program name.

A benefit-oriented description of your school and/or program.

How to contact you — web, phone, and email
Anything else that will:
remind recipients who you are and
motivate them to take the action you're asking of them
| usually include this at the bottom of every email,

just above the footer, and put it in a shaded cell to
set it apart from the rest of the message.

PUT YOURSELF IN YOUR RECIPIENT’S
-~ SHOES - AND THEIR FRAME OF MIND

As marketers, we need to be clear and persuasive communicators.
In order to do this, you need to understand who your audience is.

And that means more than just that they are
people looking to attend your school.

| always try to speak with people from my target
audience as | begin working on a project.

Even though | was a high school student applying to college, that was
a long time ago. | probably don't remember it as well as | think | do.
And times have changed. Today's students probably have different
interests, different concerns, and different circumstances than | had.

Even if you do this for a living, | would strongly recommend
you do target audience interviews every year. This way you
can be on top of trends and, if you update your copy and
messaging with what you learn, you have a better chance of
staying relevant and being effective for the long term.
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Events

If youre not hosting online and/or offline
events for students, you're missing out!

It's a great way to move them from interest
to application to enrollment.

Just be sure you have an effective ‘Event’
campaign program to drive maximum registration,
attendance, and post-event action.

CLEAR STATE
UNIVERSITY

WEBINAR
Take charge of your
financial future!

Dear Rhys,

We're thrilled to extend an exclusive invitation to our
upcoming webinar: "Navigating the Maze: Insider
Tips for Maximizing Financial Aid." This webinar is
tailored to students and families seeking clarity and
guidance on navigating the complex world of
financial aid.

Here's what you can expect to gain from attending:

1. Insider Strategies

2. Understanding the Process

3. Expert Q5A Session

4. Exclusive Resources

Don't miss out on this invaluable opportunity to gain
a deeper understanding of financial aid and secure

Roramea a dn e o o B ™ e e e R B M el aaiee B sicaanis ey




emma ©

Key Subscriber Journey: Events Key Subscriber Journey: Events

Learn About Event Register for Event HaE;:I;tns Learn About Event Register for Event

Basic Email Journey

Event
Happens
Your recipients will need to learn about the event and be

motivated to then register to attend. Once they are registered, we Register for Event o Thanks for o foﬁﬂﬁer o FoE|\|,§vr;t-up o
hope they will attend. Email Series Registering Email Email Email

Key milestones in the journey are:

As you see in the diagram above, there are journeys related to each of
the milestones:

Registering for the event

Attending the event

, o , _ Registering for the event
Since this is a multi-step process, we have created multiple

email journeys to move the subscriber through the process. * Register for Event Email Series

Thanks for Registering Email

Attending the event

Event Reminder Email

Event Follow-up Email

The messaging at each step will be a little different, depending
on the milestone and the goals for that milestone.
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Host Events for Every
Stage of the Funnel

Events can be a make or break at every stage of the Higher
Ed Funnel. Think in terms of what questions students have at
each step of the funnel, and plan events to address them.

For instance:

For prospects, you might have a general webinar where
they can learn more about your school and/or program.

For inquiries, offering an online session on the basics
of completing an application can be very helpful.

Applicants may have issues with financial aid — and offering
an online event to discuss options and take questions can
help them feel more confident in their ability to pay tuition.

Think of what other questions applicants may have — and
what type of event would be best to address them.

Could you just do these events once and then offer them
on-demand? Of course you could. But why would you
forgo the opportunity to meet personally (okay, virtually)
with students and address their specific questions?

Live events are more work than on-demand
videos — but they are well worth it. And once you have
a template, the journeys aren't difficult to set up.

Always Invite People to a Future
Event in Your Thank You Email

Don't deadend people.

You should always send a thank you to those who registered for an event.

Obviously, you want to include a link to view the event on
demand if they missed it or want to review the content.

But you should also invite them to your next event in this email. You've
got their attention — these thank-you emails tend to have good open
and click rates, especially with those who missed the live event.

Take the opportunity to give them another chance to
interface with your team. Events build relationships.

Be sure that you can accept replies via SMS/text — it's got to
be two-way communication to be effective. And always include
a note about how to unsubscribe.
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Track the Performance
of Your Events

You're not done with the event when you close your webinar
software window or even when you send the ‘thank you for
registering’ email with the link to view it on-demand.

The event isn't about the event — it's about the impact
the event has on the application process.

Your reporting should include:

How many people attended?
What percentage of those who registered joined live?

What percentage of those who registered
watched it on-demand?

In the past a 50% show rate for a live webinar was
considered good; that rate is falling, to the point where
a 33% show rate is now considered good.

How does live attendance or on-demand viewing impact
bottom-line performance? Does it move the needle

on applications? How about enroliment? Does certain
content move the needle more than other content?

What else are you hoping to gain from your events?
Do they have a positive impact that's worth the
time, effort, and resources they require?

Q EVENT CONTENT MATTERS

As an email marketer, you may not have a say in the
content of the events your school hosts. But maybe
you do, or maybe you know the person who does.

I've helped a few schools revamp their admissions webinars to
make them more engaging — and we've had some success. With
the new content, people who attend these events are more likely to
take the next step, whether it's to apply, enroll, or something else.

One easy add to increase engagement — invite
a current student or an alumnus.

In the business world, testimonials mean a lot. When
you have a student or a former student there talking
about your program, it's a de facto testimonial.

The students come across as more authentic — because they
are. And if you choose students who are enthusiastic but also
present well, it can be a real plus for your webinar or event.

So if you aren’t using students or alumni to help you
with your admissions events, now's the time!
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About Emma

Now higher education institutions like yours can get
email and SMS campaigns up and running in no time.
Our mission is to help you fulfill yours. With Emma’s
user-friendly cross-channel marketing tools and
out-of-the-box integrations, it's never been easier to tell
your story, reach more donors, and raise more money.

Learn more at myEmma.com,
or connect with us directly here.
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Where relationships
take root.

Emma'’s approach to Relationship Marketing stands alone in a world of one-size-fits-all
marketing technology companies. Our solutions are designed for your specific size,
industry, and maturity, giving you the technology and expertise you need to grow the
relationships that grow your business, from customer acquisition to engagement to loyalty.
And, with a team of strategists that provide insights into what'’s working, what'’s not, and
what’s changing in your industry, you're able to maximize ROI every step of the way.

Great marketing isn't just about conversion, but true connection. Learn why 40,000 businesses
around the world trust Emma to be the firm foundation they need to help relationships take root. S

Find out more at myEmma.com
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