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Session Description
Age. Interests. Location. Your CRM 
captures endless details about your 
prospective students. But, do you know 
how to really leverage this priceless 
information to your marketing and 
admissions advantage? Do your teams 
talk to each other and share this data?

From initial engagement at the top of the 
funnel all the way down to your cost of 
acquisition and beyond, this session will 
help you leverage that important 
enrollment data, and help your institution 
capitalize on the robust data found within 
your CRM.



What’s the Challenge?



Enrollment and Marketing 
in a perfect world…



VS. Enrollment and 
Marketing teams 
reality…



Marketing
Enrollment and 

Admissions
“No Man’s 

Land”
➔ Lead-focused
➔ Applications and deposits
➔ Question marketing spend
➔ Handle all leads through CRM

➔ Usually majority budget holders
➔ Marketing metrics-focused
➔ Lead-focused
➔ Lose visibility of leads in CRM



Integrated Tools

SEPARATE EMAIL 
MARKETING*

CRM
● Industry dashboards

● Competitive Analysis

● Market Research

● Website 
engagement

● Traffic sources

● Visitor behavior

● Need to create 
custom dashboards

● Application and 
lead dashboards

● AIl leads and 
apps live in here

● Digital 
campaign 
dashboards

● Pre-implementation or 
early adopters of Slate

● Separate ROI and 
cost-per-enrollment 
tracking

BETWEEN ENROLLMENT AND 
MARKETING, HOW MANY TOOLS 
ARE YOU USING?



ALL THESE TOOLS…BUT THERE ARE STILL GAPS

90% 
Said that higher ed needs to better use 
data and analytics to make strategic 

decisions

40% 
Said they disagree that their institution 
does a good job using data to inform 

decision making

50% 
Said they disagree that their institution 

does a good job sharing data 
between departments

According to a survey by the Chronicle of Higher Ed. July 2023



Increased 
enrollment targets 
but no increase in 

budget

Decentralized and 
siloed data 
collection

Turning data into 
action

Top Three Biggest 
Barriers identified



3 issues: Manual Doesn’t split paid 
and organic 
effectively with 
UTMs

Doesn’t segment by channel, so 
attributing media and making 
decisions on spend allocation can 
be challenging 

This is what The tracking and cost modelling looks like for most institutions…
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“We can no longer act out the archaic funnel metaphor that 
centers on the idea that if you begin with enough prospects at the 
broad end of the funnel, enough matriculants will dribble out the 
narrow end” (Bob Sevier 2000). 



What the Funnel REALLY Looks Like! 

Students do not 
follow a linear path 
to enrollment and 
are entering the 
funnel from various 
places now.



 What’s the Solution?



Built with passion and a ongoing desire to help our education partners, our team of 
more than 24 developers has worked the past 12 years to create Akero.

What is Akero?

Student Database  
 1 million+ registered 
prospective students

Industry Benchmarks
For every campaign, know 

how your campaigns 
perform vs. the sector

Student Hut: 
1 million+ visitors

Student Marketplace:           
2,000+ specialist-curated 

media

Advertising Reports:
3+ billion tracked digital 

adverts

Student Hut Pulse:                         
1 million+ student survey 

responses 

➔ Houses all data in one 
place

➔ Specifically built for 
higher ed based on 
client feedback

➔ Proprietary to Net 
Natives

➔ Most comprehensive 
and robust reporting 
tool in the industry



Its role throughout the cycle — Aligning 
Inquiry, Application, and Admissions 
Processes 

Slate’s Platinum Preferred 
Partner program

Is the prospect on the right 
enrollment pathway?

Are our communications aligned 
across institutions?

Are we experiencing summer melt?

Landing Pages
and Forms

Advertising infrastructure

Inquiry 
management

Email nurture 
automation 

Application
systems/CRM

Admissions 
platforms

Enrollment systems

Go beyond just  tracking clicks and leads!!

ENROLLED



Akero is Your very own Akero Performance Platform



Brief

Media plan
Assets



Full funnel view



Build multi-part forms and landing pages including Adding Common App links to second-part 
forms to attribute media. 



Introducing New pop up forms

Pop up forms create a student 
focused, personalized element to 
the student  journey.

Benefits Include: 
➔ Boosting Inquiries
➔ Reducing Bounce Rate
➔ Testing Efficiency of 

Landing Pages

Three Types: 
➔ Entry Pop-up
➔ Exit Pop-up
➔ Side Pop-up



Tracking at all stages of the funnel

COST PER IMPRESSIONS COST PER CLICK COST PER LEAD

COST PER APPLICATION COST PER ADMIT COST PER ENROLLMENT



Let’s talk about 
what’s new in Akero !!

Advanced Optimizations
What do we learn from it at every stage? 



The Net Natives Approach

Clean the data
Ensure the data we are working 

with is valid and robust.

Ensure the right data is 
being captured

Cancellation reasons, previous 
institution, contacted stages. All 

key to knowing your funnel.

Visualize 
We’ll create the visuals, so we can 
segment all of this data to get to 

the real reasons behind your 
challenges. 

Integrate the data
Ensure the data is flowing from 
media into Akero and back into 
Slate /Salesforce, so insights are 

live.

Step 1 Step 4Step 3Step 2



Now that all the data is in the system, we will use our custom built filters to see how 
activity is performing per program, term start, year, and even channel. 

How effective is your advertising…all the way down to the program level. 

How is your EMBA performing compared to your PMBA? Or your RN to BSN compared 
to your DNP??

Segment and filter… everything



Understand your pipeline for every program and intake by 
source- HOW MANY STUDENTS ARE AT EVERY STAGE…CURRENTLY

Understand your conversion rates at each stage and where 
your choke points are

Example:  150 deposits from Google…164 deposits at one point

●  14 deposits were canceled

We can dig into those 14 deposits that cancelled so we can understand why.

This helps with internal forecasting! 



Understand the channels, lead quality, 
and how they work in an ecosystem

● Holding the channels to account. Net 
Natives is platform agnostic, and if a 
channel isn’t working, we proactively 
see this down funnel, and take action. 

● Understanding  why leads or apps 
aren’t converting is key to adjusting 
our strategy. We pull this in 
real-time to take fast action and help 
you capture this data throughout the 
student journey.

Understand the ‘why’ behind leads and 
applicants not converting

Google

Facebook

Instagram

LinkedIn

Snapchat

SEO

YouTube

TikTok

Reddit



Understand your student 
demographics, where they come from, 
and barriers based on demographics

● Understand which institutions 
your students are coming 
from, so we can geotarget and 
implement on-campus 
strategies to leverage that 
brand presence further.

● Look at states where market 
potential is rising, and outbid 
competitors to grab market 
share.

● Identify ethnicity and age 
gaps, and leverage these 
insights to create a 
well-diversified student 
population. 

Institution A
Institution B
Institution A
Institution B
Institution A
Institution B
Institution A
Institution B
Institution A
Institution B
Institution B
Institution A
Institution B
Institution B



Understand the duration to apply 
and enroll, to better forecast your 
student numbers by channel

● Knowing how long it takes leads to 
apply, and eventually deposit, enables 
us to do more accurate forecasting 
when it comes to ROI from paid.

● Social will take significantly longer 
than search, yet some institutions will 
switch it off when they don’t see the 
matriculations within the first six 
months.

● This data will empower institutions to 
make more informed decisions on 
where to best invest their marketing 
dollars.  

Direct Inquiry  

Direct Applicant

Open House

SEO

LinkedIn



Impressions: 
137,000,000

Understanding the Cost of 
acquisition

Clicks
730,000

Leads
14,000

Applications
3500

Enroll
245

$25.50CPM

Understanding the Paid 
Conversion Rates 

$4.80CPC

$250CPL

$1000CPA

$14000CPA

Imp > Click
0.56%

Click >Lead
1.79%

Lead >App
25%

App >Enroll
7%

Please 
Select 
One



Enrollment and marketing moving forward…



Jennifer Lonchar
VP Strategy and Partnerships
jennifer.lonchar@netnatives.com

Thank You
We’d love to help you with

your marketing challenges.
Book a technology consultation

with our team.

Get in touch with us: 
marketing@netnatives.com

mailto:marketing@netnatives.com
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https://docs.google.com/file/d/1zSmhBb6_jfODHeFD_rk_N5OadCivn6MU/preview

