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What is marketing?
Informal Convenience Sample Survey of 5
(You know who you are)

Advertisement
Commercials
Sales
Spin
Slick
Manipulation
Research (followed closely by free beer)
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Perceptions of Marketing Research?

Market /Marketing Research Institutional Research

More spin than substance? More facts than fiction?
Research to manipulate? Research to inform?

Reports written to convince? Reports written to lay out facts?
Contrary information deleted in Data speak for themselves?

pursuit of POV?
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Today’'s Agenda

 What is marketing research?

 What questions do higher education marketing
researchers ask?

What technigues do they use?

 How does this complement what IR does?
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The DePaul Context

e 109 years of urban, Catholic, Vincentian tradition

* 9 colleges and 8 campuses in Chicagoland area
 Today, enroliment of 23,000 students;
e Largest Catholic university in U.S.

« Oth largest private not-for-profit university

 The largest provider of master’s level graduate
and professional education in lllinois
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America’s 10 Largest Private Universities (2007)

® New York University 41,783
® Brigham Young University 34,174
® University of Southern California 33,408
® Boston University 32,053
® Harvard University 25,778
® George Washington University 25,078
® Northeastern University 24,460
® University of Pennsylvania 23,980
® DePaul University 23,401
® Columbia University 22,656

Note: This list includes traditional, doctoral universities.
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Two Decades of Enrollment Growth

1982-2007
Total 2007:
24,000 - 23.401
+82%
20,000 -
16,000 - Undergrad
oo, 19,024
12,000
Graduate &
8,000 - . —  Law
B _— ro9% 8,377
4,000 -
0

1982 1984 1986 1988 1990 1992 1994 1996 1998 2000 2002 2004 2006
FALL TERM
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DePaul Enroliment Profile
Fall 2007

Graduate

31% ET

Undergrad
56%

PT
Undergrad
9%

-
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For DePaul University,
strategic enrolilment management requires the
tight coupling of the two faces of SEM

1st Face of SEM: as an administrative effort
decisions focus on
optimal resource allocation to achieve enrollment goals

2nd Face of SEM: as a planning process,
decisions focus on
long-range planning and institution-wide strategy development.
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DePaul University
Division of Enroliment Management and Marketing
Functional Organizational Chart
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for

Enrcllment Management and Marketing
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Today’s Agenda

 What is marketing research?

 What questions do higher education marketing
researchers ask?

What technigues do they use?

 How does this complement what IR does?
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By the book, marketing research is ...

 Marketing research is the planning for, collection, and analysis of
data relevant to marketing decision making and the communication of
this analysis to management

 Marketing Research (AMA): the function that links the consumer,
customer and public to the marketer through information.

Information is used to identify and define marketing opportunities and
problems; generate, refine and evaluate marketing actions; monitor
marketing performance; and improve understanding of marketing as a
process.

Marketing research specifies information to address these issues,
designs methods, manages and implements data collection, analyzes
results, and communicates findings and their implications.

 Marketing — the process of planning and executing the conception,
pricing, and distribution of ideas, goods, services, organizations and
events to create and maintain relationships that will satisfy individual
and organizational objectives (AMA).
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Marketing Research
In Higher Education

Thentarket of college bound high semQrs

Our target market of in

Our applicants

Our admits

The Institution

New Students
Continuing Students
Student experience

Marketing Research

Works closely with: *

Admission & Recruitment
Marketing Communication
Marketing Strategy

EM&M Division

University Community

Faculty-Staff re
Facilities
Finances
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Understanding overlapping relationships

niors

The market of college bound juniors an

|F eE r‘
had  awd”
Our target market
of inquiries  \ 1.
~~“\\ v
N
D >
= I'--.=I e Ny |
//,' i OOl /

Our admits

Our applicants
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Benchmarking Institutional Position Relative to Peer Sets
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Today’s Agenda

 What is marketing research?

What questions do higher education marketing
researchers ask?

What technigues do they use?

 How does this complement what IR does?
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Are we communicating effectively with potential students?
What is our relative position in the market?

 What are potential students looking for in a university?
 What are our potential students saying about us?

 What schools are our potential students looking at?

 How is our Institution positioned against our competition?
In the larger higher education market?

 Who are the students we successfully attract and enroll?

* Do our students cluster into different segments?

e How can we find more of those who enroll?
]
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Market Metrix™ arrays these questions in a conceptual framework:
what is the question we want to answer and what information do we have to answer it?
STUDENT LAYER A

MARKET INQUIRIES APPS ADMITS NEW ALL ALUMNI
1 STUDENTS STUDENTS AND
< ) OUTCOMES
Z
ES)
|LI_J o INDUSTRY
E LL
What are the
TARGET freshman
MARKET enrollment
trends in IL?
How are we What Who do we Where do
differentiated schools to compete with students go
COMPETITION from our aid apps for students? when they
peers in the submit leave?
market? FAFSAs t0?
How does the | What kind of | What is the Who are the
current high student is profile of admitted students
PROFILE school senior | interestedin | Honor's who enroll?
find out about | us? applicants?
colleges?
What do they
think of us,
<ZE (g B compared to the
x O other schools?
TiNe) N \,
g i
Z || STRENGTHS \ What are college-bound seniors
(and their parents) interested in,
el Te what do they need, what dq they
MEASURES want out of a college experience
(academic and otherwise)?
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What are potential students looking for?

ASQ Important attributes in choosing a graduate program

Choice-based Conjoint Analysis
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Traditional ASQ Research Provides Direction and Tracking Mechanisms

2007 LOW (< 5.0) 2007 MID (>=5.0 <5.5) 2007 HIGH (>=5.5)
2001 HIGH
HIGH
*Highly ranked in nat’l pubs
MID *Research based curriculums
*Assistance with financial planning
:’;>-Faculty that is research oriented
2001 *Prestigious
MID *Prestigious alumni
*Credit for life experience
*Safe areas around campus
sLibrary/one of largest collections
eCampus security
LOW'| .giite
—
2001
LOW
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Using the ASQ: Consider #1 attribute when creating
message points for marketing communications

Most Important What this really means

College | attribute to college to students Translates to...
Business University with professional | Networking opportunities for new | Career advancement
connections to business or better job

Computer | Practical, hands-on learning | Marketability for new or better job | Career advancement

Science
For aspiring teachers it means Career change
Education student teaching opportunities
Career placement w/potential for job placement
For current teachers it means Career advancement
increased pay scale
Liberal Full-time faculty with past Networking, knowing what'’s Career advancement
Arts experience in their field available regarding job

opportunities
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Alternative Approach: Market Attribute Analysis Using Conjoint

File Edit Wiew Favarites Tools  Help

|@ http:#7140.192.83.124/surveysfcgi-binfciwweb. p?hid_studyname=LAW1&hid_pagenum="1&sys_simplebrow - Microsoft Internet Explorer g[i]ﬂ
ar

eBack @ \_/'l \ﬂ @ __h /.__\J Search k?';n‘\':(Fa\"orites @Media QE :_-,"_ < _J J% @

Address |€| http:ff140.192.83, 124/surveys/cgi-binfciveseb ., plthid_studyname=LaW1&hid_pagenum=1&sys_simplebrowser=1&svs_username=&sys_password=267&hid_javascript=1 [V] Go Links *

~
Law School; Perceptions and Opinions: Part 2
0% I— 100%
Please point the mouse cursor over the word or phrase for a better
explanation of each.
If these were your only options for law school, which one would you choose?
Choose by clicking one of the buttons below:
Chicago-Kent DePaul
$12 000/yr paid $18 0004t paid
by by
scholarshipfgrant scholarship/grant
Tier One ranking Tier Twa ranking
Institutes/Centers Part-time Law
Clerking Job
85% bar pass 90% bar pass
rate rate
159 median 1583 median
LSAT LSAT
83% employed in 78% employed
professional in professional
position after 9 position after 9
manths manths
O @]
[RI=N v
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Conjoint analysis gives us relative importance of attributes in
the college or program choice process.

What Drives Overall Preference?
Market Attribute Preferences

27% 27%

24%

For admits, brand is still the key

preference driver, but the # of majors
/ and elective type becomes more
16%
14%

important than tuition.

12%

5% 5%

Brand Tuition  # of Majors Teaching Commute Location Class Time Exp. Ops. Elective
Method Time Type

| B Prospects (n=57) @ Admit-Not Enrolled (n=40) |
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What do potential students think about us?
How do we compare to competition?

Brand Tracking Study

Competitive Analysis for New Programs
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Brand Tracking Studies allow us to see how inquiries
compare us to peers on characteristics of our brand.

Freshman Inquiry Average Ratings: Differences between DePaul and Peer School

Attributes

DePaul > School*

DePaul < School*

Chicago access

Engaged learning environment

DePaul = School

Well-respected academics

Practical knowledge

Theoretical education

Strong academic rigor

Faculty focused on research

Overall Rating

X x x

&2 DEPAUL UNIVERSITY
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Perceptual maps help us understand our relative
position and attribute strengths in a visual display.

More Academic Strength

Less

Q School C

Well respected academics

Academic Rigor

Practical X

verall

DePaul

Theoretical

g Engaging learning
& Chicago Access

Experiential &
Personal

Research faculty

o @hool A

Q School B

Less Academic Strength
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Experiential &
Personal
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Competitive analysis offers basic understanding of
competition for new market.

Athletic Training Programs—Illinois
Size of 2005 Total
Enrollment % | Undergradua CAATE Tuition
School Type of CIP of UG te Enrollment Sports Accredit | (includes
Name Location Degree Code enroliment (2005 IMAT) Division ed R&B)
Aurora BSin NCAA
University | Aurora, IL Recreation 31.0101 NA 1907 Division IlI Yes $14,635
BAin
Athletic
Training &

Concordia | River Sportsmedici NCAA
University | Forest, IL ne 51.0913 2712.7% 1032 Division Il No $28,312
DePaul NCAA
University Chicago, IL -- -- -- 14,738 Division | -- $29,905

NCAA

BSin Division I; In
Eastern Recreation NCAA $17,388;
lllinois Charleston, | Administratio Division IAA in Out
University | IL n 31.0301 108/1.1% 10,375 Football Yes $27,758
BA and BS

Elmhurst in Athletic NCAA
College Elmhurst, IL Training 31.0504 69/2.6% 2691 Division Il No $29,922

Source: Athletic Training Program Analysis

0000000000000 ]
&2 DEPAUL UNIVERSITY
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Do our students cluster into meaningful groups?

Freshman Cluster Analysis
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Cluster analysis offers framework to shape segmented
marketing strategy and communications.

Percent of Enrolled Freshmen by Group

Important Variables in
Cluster Analysis of
05-07 Enrolled Freshmen:

by Order of Importance
Region
Prizm Code
Ethnicity
Family Income
1st Generation

Group 1:
Suburban
Chicago, 43%

ACT
GPA Group 2: Far
Initial Source Code from Home, 30%

*Note: 3% of records did not cluster with any group, primarily due to
unknown/blank input variables.
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Summary of Groups

Region

Group 1. Suburban

(47%)

Suburban Chi
(Large Growthin S &

Enrollment Trends

Largest segment, ste

Application Trends

Apply early, high % &

Decision to Attend DePaul

Make the decision to §
or at the point of ag
Confident once the

made.

Group 2: Far from Home
(32%)
. _ |

Knowledge about DePaul is

largely word-of-mouth prior to the

recruitment process. Need to
reach them early in the

recruitment cycle because they

make the decision on where to
attend early.

Financial Aid

Of those who filed for FA
likely to choose DPU as

Communication
Timing

Knowledge abg g
prior to

cycle because they
decision on where to af]

Communication Message

Focus on comfort/safe
close to home (near frig
while also having the p

career advantages o
Chicago.

&2 DEPAUL UNIVERSITY

is largely

process. Need to
reach them early in the recruitment

Group 3: Chicago
(21%)

Chicago
crease across all areas)

allest segment, declining
enrollment

iter and are the least likely to
apply online.

he decision to attend before
itance or after receiving FA
Confident once the decision
is made.

Least likely to file for FA,
and confident about paying for freshman
year and beyond.

lea

Most likely to file for FA,
st confident in ability to finance
freshman year and beyond.

Most likely to have DPU website as their
first contact. Communication prior to
acceptance need to sell DePaul vs all the
other schools they are applying to.

the

In recruitment process what
student needs to do, and more
personal contact from

admissions advisors before the

decision is made. Faster

Proprietary and Confidential

Need more communication early

response on financial aid letters.

ors before the
. Faster response
ial aid letters.

ation should be practical
bed on facts about financial
ourses/programs - with an
on how a DPU degree will
ong-term career success.




How can we get more of the students we have?

Geodemographic analysis using Claritas PRIZM data
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Geodemographic analysis helps fine-tune the freshman
SEARCH direct mail process.

e Are we buying the junior ACT and PSAT names that are most likely
to respond and enroll, given our historical patterns of conversion?

* In managing our budget, are we mailing pieces to the group of
students who are most likely to convert?
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High

Low

04 Young Digerati

07 Money & Brains

16 Bohemian Mix

26 The Cosmopolitans
29 American Dreams

sl
B

T Ry, W
=

01 Upper Crust

02 Blue Blood Estates
03 Movers & Shakers
06 Winner's Circle

31 Urban Achievers
40 Close-In Couples
54 Multi-Culti Mosaic

08 Executive Suites
14 New Empty Nests
15 Pools & Patios

17 Beltway Boomers
18 Kids & Cul-de-Sacs
19 Home Sweet Home

10 Second City Elite
12 Brite Lites, Li'l City
13 Upward Bound

66 Segments, and each U.S. zip code is assighed a PRIZM cluster
Clusters are in 14 Social Groups, 4 Urbanization Classes
Town & Country

1 d's Céunty
20 Fast-Track Families
25 Country Casuals

59 Urban Elders
61 City Roots

65 Big City Blues
66 Low-Rise Living

&2 DEPAUL UNIVERSITY

21 Gray Power

22 Young Influentials
30 Suburban Sprawl
36 Blue-Chip Blues
39 Domestic Duos

24 Up-and-Comers

27 Middleburg Managers
34 White Picket Fences
35 Boomtown Singles
41 Sunset City Blues

23 Greenbelt Sports
28 Traditional Times
32 New Homesteaders
33 Big Sky Families
37 Mayberry-ville

38 Simple Pleasures
42 Red, White & Blues
43 Heartlanders

45 Blue Highways

50 Kid Country, USA
51 Shotguns & Pickups

44 New Beginnings
46 Old Glories

49 American Classics
52 Suburban Pioneers

47 City Startups

53 Mobility Blues

60 Park Bench Seniors
62 Hometown Retired
63 Family Thrifts

Proprietary and Confidential

48 Young & Rustic

55 Golden Ponds

56 Crossroads Villagers
57 Old Milltowns

58 Back Country Folks
64 Bedrock America

Source: Claritas PRIZM NE 2005




The personification of the cluster includes demographic,
geographic and behavioral information.

Young Digerati are the nation’s tech-savvy singles and couples living in fashionable neighborhoods
on the urban fringe. Affluent, highly educated and ethnically mixed, Young Digerati communities
are typically filled with trendy apartments and condos, fitness clubs, clothing boutiques, casual
restaurants and all types of bars—from juice to coffee to microbrew.

Source: Claritas PRIZM NE 2005
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The state-level analysis identifies counties to focus on for
direct mail campaign purchase.

Recommended ACT Purchase in Actual Penetration Index (API)
MA: P00+
Bristol, Essex, Hampden % Invest — Dominate —
Middlesex, Norfolk, Plymouth < There is market There is market
Worcester g potential, but we are potential, and we are
£ currently performing currently performing
© below potential. above potential.
§ H=86 2O+
g Innovate — There is Maintain — There is
E limited market limited market
= potential, and we are potential, but we are
- = currently not performing better than
performing well. expected.

Massachusetts Actual vs.
Potential Map

/

M
s s
Note: ACT does not have established regions for this state, s0 counties shou e used for the purchase.

Source: Claritas PRIZM NE 2005, Fall 2004-2007 Freshmen Applications.
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What is marketing research?
What is the content?
What are the technigues?

How does all this apply to what | do?
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What is Marketing Research?
15t Face of SEM — Operational Support

Inquir application admission new enrollment continued enrollment raduation alumni
y

T 1T 1t

What management level information can we provide to
Support decision-making and operations for:
Recruitment & admission staff

Marketing Communications

Marketing Strategy and Graduate Recruitment Directors
Financial Aid

Questions focus on information to help us effectively communicate:
Who are the potential students? What do they need?

Who is the competition? What is our relative position?

Who are our student segments?
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What is Marketing Research?
2"d Face of SEM — Planning Function

Inquiry application admission new enrollment  continued enrollment graduation alumni

tT1T 1t 1

What information can we provide for university enrollment
and strategic planning:

Academic Program Market Position

New Program Market Research

Student Profile and Market Segmentation Studies

Awareness and Perceptions of University Brand

University Market Position

Questions focus on information to help us understand market position:
What is our student profile? Who are our student segments?

Who is the competition? What is our relative position?
.
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How does this apply to what | do?
Broader Context, Expanded Student Flow, New Techniques

Inquiry application admission new enrollment  continued enrollment graduation alumni

Tt 1 © 1 T4

What management level information can we provide for IR to

Support decision-making for:

Program’s Position in the Market - Program Review

New Program Market Research - Academic Planning

Pre-College Indicators and Recruitment Factors - Retention Research

New Student Profile, Wants and Needs - Student Life Program Development
Alumni Segmentation - Alumni Research

Market Position - Institutional Benchmarking

Enrollment Projection Models from Applicant to Alumni

-
DEPAULUNIVERSITY Sy e




Thank You!

For comments or questions, contact

Liz Sanders
Asst VP, Enrollment & Marketing Research
DePaul University
Chicago, IL 60604
Ph: 312-362-5289
Email: Isander3@depaul.edu

For additional information on using PRIZM,
see Karolynn Horan'’s table topic Tuesday

-
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