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Introduction

This study is an outgrowth of what was
learned in our large 2013 higher education
cod L2 Yya2NBR addzRez &,
How students and parents perceive value
YR
learned that |
attending a college is more highly correlated
to likelihood of enroliment (by a factor of
two) than either cost or the perceived
quality of the institution.

In light d thisdiscovey, colleges were
FAl1Ay3Z al 2 ahicd tecfuitiggS
methods and messages will be most
successful in generatirtge kind ofstudent
SEOAGSYSyld GKFG @At

Subsequent focus groups conducted by

Longmire and Company on college campuses

uncovered a number of factors and stude
experiences that provide insight into how
excitement is cultivatedrurther, students

say that some of the things that colleges do
in an attempt to generate excitement has the
opposite effect.

This groundbreaking study explored the
environments in whiclexcitement is created,
the people who create it, points in the
recruiting cycle where it is most frequently
created, and specific methods and messages
that are most and least effective.

The findings provide colleges with
actionable data that can help thebetter
understand how to generate excitement and
emotional commitment from prospective
students.

A Co-Sponsored Study

Joiningin thisnationallyco-sponsored
study were fouryear public and privatenot-
for-profit institutions, as well as community
colleges.

Fortyinstitutionsthroughout the United
Stategoinedin the studyby providingnames

of studentsto be surveyed fromheir Fall
2014 pool of inquiries, applicantgnd
admits. A complete list of cegponsoring
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report.

4 St S Qrithalpojedt, 9@ S a ®¢  Methodology
audzRsSyuQa SEOAUS En’?a}{iHvitaliio?léatéj@émplete an online

survey were sent to targeted studentsthe
months of JuneJulyand Augusbf 2014. The
project yieldedover 12,000survey responses.

Responses from public institution pools
accounted forover 6,100 (51%)f the total.

1 YC?V& 5,600 (46%ame from private

institution poolsand over 300 (3%)

e SN P

at the 95% confidence level.

The survey instrument containetv
guestonsand capturedl50data points

In addition to quantitative datathe
survey captured qualitative datelating to
topics such awhat makes a campus visit
experience exciting (or not), when and how
colleges exhibited a personiaterest in the
prospectve student.experiences with
colleges that generated student excitement
and those that turned students off.

Longmire and Company

At Longmire and Companwe believethat
the conversations between prospective
students and the colleges they are considering
can be much richeand more fruitful for both.

Everything we do for ou450-pluspublic
and privatecollege clientgenters onproviding
the tools,informationand productghey need
to better understand and communicate with
prospective students. From ygeenhancement
programs to counselor training workshops, we
help collegegrow and control enrollment
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The relevance of excitement

Prior to launching this study, we conducted a series of focus groups on college
campuses with students who had recently qaeted the college selection process
and were now enrolled in college. While we were exploring their individual
experiences, one studentearingatd KA NI g A G K (rdis€d hidBahdaBdd S Qa f
aFARZ daL NBYSYOSNI 0KS 9.1 ¢l 2 YNOWAK UL AWS 6F
Intrigued, we asked him to explain.

He went on to describe how he had whittled his short list down to three colleges
but was still uncertain. They all had whewanted and all were going to be
affordable for his familyhe saidOn a whim, k decided to visit one of the campuses
againa L gl a |f2yS>é¢ KS jubtivddied tdvialk &dumdy Qi G St €

He described how he was walking through one of the academic buildings. The
halls were empty because studentswerein&da ® G ¢ KSy>¢é¢ KS &l ARZI &
glra Ay | aSlk 27F 02fttS3S addzRSyda Ft2Aay3d |
| S O2yGAYydzSR® aL Ff2¢6SR NARIKG sA0GK (GKSYd
and felt like | belonged here. Right then | made my decigion.O | yi &plainStd S
2dzat 1yS¢ NARIKG GKSy dé

Other students in the focus group had been listening intently. We asked if anyone
else had a similar experience. Hands started raising.

Other students were abletotellusthe stes2 ¥ G KSANJ aTHey ¢ Y2YSyi
R A Refpiainit in rational terms. Thegescribedt as an emotional epiphanyhey
remembered the moment in great detail. They remembevdtkere they were. Who
was with them. The time of day. What the weather was like. What they were wearing.

Most of all, they remembered the wave of excitement they felt aathnstant.
They had found their college.

This studyexplores how students arrive at that poitnd what colleges do to
cultivateit.
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Statistical differences in groups

Dataand charts in this report areegmentedoy whether the student is bound
for a fouryear public, private or community college. In additionharbugh
statistical analysis was performed to uncover possible differencesligroups such
asmales and females, GPA, standardized test scgesgraphy, and other
segmensthat wereavailablein therecord leveldataprovided byco-sponsoring
institutions.

While statistical differences in groups were foumdmost caseghey did not
signal a difference that would be meaningfMlhere meaningul, they are notedn
this report

Definition
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Funnelfé ¢KA& NBFSNBR (2 adGdzRSyida 6K2 YI GNXOd
therefore, had a more extensive interaction with a college
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Major Findings

The GAHA!€ moment

Over onethird of students remember the precise moment, place or
circumstance when they experienced a rush of emotion and realization
a specific collegwas the right choice for them.
Ly Y2aid OF a Sepiphany lkafpens woaRtey areoa
campus but the people, places and circumstances involved are widely
. varying, highly personal and unpredictable.

The job of any college, as it relates to recruiting students, is to put tt
student in a place or frame of ndrwhere this epiphany can happen. To
enable the student to envision what their life will be like.

A new chapter

Students see college as the beginning of a new chapter in their life.
all of the transitions associated with going to college (movingyainom
home, meeting new people, leaving the comfort and familiarity of high
school, and new educational challenges) studeare both anxious and
excited.

They need information from the colleges they are considering. But ti
will be most attracted to tk college where thefeel the promise of a
comfortable, engaging, opportuniych environment.

The importance of current students

Other than seeing the campus, prospective students say that interac
with current students is the single most influeatfactor in generating theit
excitement about a déege.

The form of the interaction is highly important. Prospective students
want the interaction to be natural and genuine. As opposed to being
F NN} yISR o0& GKS O2ff S3S IS 48 NIy
is presumed that current students will deliver scripted messages about
college.
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The importance of surroundings

Third on the list of most impactful things that generate student
excitement is seeing the city and community. This nsadense in the
context of students feeling that college is an eixgjtnew chapter in their
lives.

Students want to see where they will be living and to discover the
exciting new things they can experience. Colleges will be more success
recruiting ifthey take a handsn approach to introducing prospective
students to the excitement and opportunitiegfered bythe city and
community.

The similarity of campus tours

Approximately 60% of students say that college campus tours are a
thesameinttlya 2F 3ISYSNI GAy3a SEOAGSYS
or less excitement than all of the others they experienced.

In part, the reason for not generating excitement, students say, is th

focus that the college places on itself rather than the stud@his is
especially so in group tours

In contrast, students who receive ofm®-one tours where the focus is
on them and what they want, tend to see the campus visit experienee a
RSY2yadGNIGA2y 2F GKS 02ftS3sSqQa L

Personal inter est generates excitement

Taking a personal interest in the student is a gateway to cultivating
level of excitement that will lead to enrollment.

Unfortunately, the majority of students (54% in the feyear
marketplace) do not feel that the colleges thepst seriously considered
ever exhibited a personal interest in them.

Fourin-i Sy aididzRSyiGa areée GKIG GKS O
lack of it, influenced their college selection decision.
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Excitement at its peak

At the point at which thewrrive at their college selection decision, ov
40% of students say they are at the highest state of excitement (9 or 1C
a 10high scale) about the colleg# choice.

Their excitement level builds over time and is the accumulation of al
singular expgences and communications they have had with the college
up to that point.

Every interaction that a college has with a prospective student
regardless of forng should be designed and measured against the
objective of generating excitement.

Segments o fdecision -makers

There are three distinct segments of prospective students with regal
to college selection: Those who make their decision based primarily on
facts; those whose decisions are driven by their excitement about
attending; and those who will ke their college selection decision with a
equal measure of facts and excitement.

Colleges should ascertain, through profiling or conversation, which
segment a student falls into and present its value proposition (factual,
experiential, or an equal mix) the context of what the student is most
likely to absorb and find valuable.
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Volatility of first choice college

Many students enter the college selection
process with, at a minimum, one or two
colleges that are at the top of their lisf
preferredschools. I8 inevitable that some
students will replace their initial first choice
college with another institution they find more
attractive during the course of their selection
process. But how often does this happen?

Roughly 40% of students from theqis of
public and private colleges swap out their
former first choice school with another

institution during their college selection
process. This happsim about 25% of cases for
prospective community college students.

Amorg those students bound for tw-year
institutions, approximately half replace their
first choice colleg®n the basisof a lower cost.

However, dout one-quarter of students
are attracted elsewheresolelyon the basis of
greater excitement about attendingAn equal
percentageis attr actedbecause theyerceive
better quality.

At any time over the course of evaluating colleges did you
replace your firstchoice college with another college that you
found more attractive?
(All respondents) 75%

Yes

@ rubic

. Private

No
. Comm. College

Longmireand Company, Inc.
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Influence of family = members on

college attractiveness

Are students more attracted to an
institution because mom, dad, brother or sister
attended? For about 4 in 10 students, the
answer is yes.

Thisfinding suggsts that admission
counselors should always weave this topic into
the conversations thefiave with prospective
students to test possible prexisting affinity
with their institution or anotherlf an affinity
exists, itanfluenceon college selection shad
be directly addressed in the conversation.

It could be assumed that a college stands a
better chance of enrolling a studeiftan
affinity existslIn fact, affinity and likelihood of
enrollmentare positively correlatedut the
correlation s weak.

And, given the aforementioned finding of
volatility and frequency of change in the mix of
I & ( diR&yldnddischools, it carot be
aadzYSR (KI G GKS addzRRSyl
will weigh heavily into their college selection.

Were you more attracted to the college because family member
attended there?

(All respondents)

64%

Yes
Public

. Private

No
. Comm. College
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Excitement level w hen the marketplace is approximately 7.7 on a-Qigh

decision is reached scale. For community colleges A G Qa |
7. Even nore interesting ighe 40% of students

who are at the highest state of excitemegia 9
or 10 on the scale.

Why did so many people camp out for two
days in the rain in front of an Apple store in
2007 waiting to get their hands on a new phone
iKSeQR YyS@OSNI 4SSy K ¢KS | yledighromhein ekcitementrabaiti@S
anticipation and excitement that had been college the more likely they are to enrolEvery
created bdore that day. single interaction they haveitt the college,
from looking at aviewbook to the campus visit
experiencehelps to buildtheir excitement

When asked to register their level of leading up to making their college selection
excitement about attending the college of their decision.
choice the mean score in the four year

So it ges with collegebound students.

Every single interaction is critical.

Excitement level at point of college selection decision.

Public

Private

Comm. College

Percentage of students at the
highest level of excitement (9 or 10).

41% 43%

Public Private

29%

Community
College
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What excites students the most

Students were asked vath got them most
excited about the college of their choice. This
open-ended question yields a fascinating array
of responses that coalesce around a common
theme. It reveals the first clues in the story of
how students reach a level of excitement that
causes them to choose one college over
another.

The word cloud below illustrates the
frequency of words and phrases thate used
by students as they describe what exsiteem
most about the college at which theill
enroll. The larger the word, the more tinsatis
used in the description.

Intriguingisthe frequency with which the
g2 NR didusged. ¢

A thorough reading of theerbatim
responsesllustrateshow studentsseecollege
as a new chapter in their liveshey see new
challenges and opportunities. Meadventures.
Living in a new city.

Most prominent is their excitement about
meeting new people and establishing new
friendships. Prospective students have a very
strong desire to connect with current students
on the campuses they visit. They favor
interactions that are spontaneousther than
highly structured by the college.
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Communication methods that

generate excitement

Brochures, letters,
postcards, email and the
O02ff S3SQa ¢So:
primary communication
methods that generate
student exdiement.

Interestingly, pospective
students have a love/hate
relationship with email.In an
open-ended questionn which
studentsare asked to describe
ways in which colleges turn
them off when attempting to
recruit them the number one
complaint(by far) iswhat
students refer to as a constan
barrage of emails.

However, when those
same studentsre asked to
rank the effectiveness of
various communication
methods in generating their
excitement about collegee-
mail ranks second only behind
brochuresletters and
postcards.

Thesedichotomous
sentiments about enail most
likely hinge on issues of
relevance and personalization
Students are disdainful of
colleges that continue to send
non-personalized amail to
them long after they have
crossed the collegefbtheir
list.

Ing excitement

Methods generat

Which communications methods got you
most excited about attending a college?

Brochures, letters, postcards

E-Mail

College websites

Callsto my cell phone

Facebook

Callsto my home

Instagram

Text messaging

Twitter

College blogs

Web chat with college reps

Live video with college reps

Pinterest

Podcasts

. Comm. College

Longmire andCompany, Inc.

2014 Higher Education Excitement Factor Study

Pagell



The 6AHA!E
moment

Over onethird of students
bound for fouryear colleges
and universitiesemembera
precise moment when they
experienced a rush of emotion
and realization that a specific
college was the right one for
them.

Their indivilual stories vary
widely with regard to when it
happened, where they were,
who they were with, and what
they were doing. There are
many commonalities, however.

In most cases, the
epiphany is happening on
campusProspective students
are connecting with cuent

students in relaxed. unstructured event or interaction makes tmed F SSt g y i S

environments Prospective widents sense They &el a sense of communityhey fall in
sincere interest irtheir conversations with love withthe town. A personalized tounakes

faculty. They 8 8t | & @A o Sdpecificy OPePfegL4ngortant.

Prospectild A0 dzRSyda RSAONROGS (KS OANDdzyaial
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