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EMS 2023 overview




TO USE DATA, TECHNOLOGY AND CREATIVITY
TO TRANSFORM THE WAY STUDENTS CONNECT
WITH EDUCATION OPPORTUNITIES

OUR MISSION
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Purpose of the Research

To bring a global community of HE marketers
together to:

-> uncover the priorities and challenges for higher
education marketing professionals in 2023

- enable benchmarking on budgets and targets across
the sector

- compare approaches globally and nationally
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https://docs.google.com/spreadsheets/d/1umWTVAW_M7I-zse4aEU4TV8fR26ZkoyUwiZjdhXYabI/edit#gid=0
https://docs.google.com/spreadsheets/d/1JbRGyk9BYvl4iGAwASXpWyKG5z7t7eer8rVaLb87Z9A/edit#gid=0

Key Themes

US Marketers' focus remains
on growth from existing
markets despite market
decline

Conversion is a key priority in
the US, and proving ROl is very
important here

There's a mismatch between
what marketers believe is the
priority and what students
think is important

Pressure is rising on budgets
and teams
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HEMS 2023 Respondents: Global @

HEMS 2023 Respondents United
Location Kingdom Turkey

1

RoW
578
(68%)

Nigeria
43

Pakistan
P

India
42

Created with Datawrapper
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https://docs.google.com/spreadsheets/d/1umWTVAW_M7I-zse4aEU4TV8fR26ZkoyUwiZjdhXYabI/edit#gid=0
https://docs.google.com/spreadsheets/d/1JbRGyk9BYvl4iGAwASXpWyKG5z7t7eer8rVaLb87Z9A/edit#gid=0

HEMS 2023 Respondents

US institutions
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Scope of recruitment
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44%
Domestic and
international

36%

Domestic

15%,
International

34%

Domestic and
international

\
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33%

Domestic

16%

International



Global findings
Priorities & Challenges
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Global 2023: Priorities & Challenges

Keeping quality staff
Increase diversity in student
body

Measure and improve
brand positioning/appeal

Increase outreach

Reduce administrative
tasks through technology

Meet/exceed recruitment

targets

Having sufficient budgets to

meet targets

m New creative concepts

A Improve conversion rates
omm

leasure and improve

] M d impi

o market share
omm

_ Introduce more innovation

in advertising

Review and enhance
portfolio

In-house more skills

Measure and improve
advertising ROI

Define student
segments/personas

Meet access agreement
targets

Invest in influencers

0% 10% 20% 30% 40% 50%

Challenges

Keeping quality staff

Having sufficient budgets
to meet targets

Reduce administrative
tasks through technology

Meet/exceed recruitment
targets

Measure and improve
brand positioning/appeal

Increase diversity in
student body

Increase outreach

New creative concepts
Improve conversion
rates

Measure and improve
market share

Introduce more
innovation in advertising

In-house more skills

Review and enhance
portfolio

Measure and improve
advertising ROI

Define student
segments/personas

Meet access agreement
rgets

Invest in influencers

0% 10% 20% 30%

40%

50%

Q. Of these factors, which would you describe as your top five priorities?
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Q. Of these factors, which would you describe as your top five challenges?




Global 2023: Keeping quality staff
B We have this in-house [ We are looking to bring in-house We use an agency [l We don't need/want this

Social media content
Web content/development
PR

Design

Marketing strategy

Video

Social media advertising
Campaign planning
Copywriting

Analytics

Branding

Creative strategy
Conversion

Market analysis

CRM

Programmatic advertising
Media buying/direct marketing
Audience research
Search advertising

SEO

0% 25% 50% 75% 100%

Times
Higher
N[I an"“[s X m Education Q. Which of the following skills do you have within your team?



Global 2023: Keeping quality staff

'.‘ Team size

Decreased

Increased

Stayed the same

Q. In the last year, has the number of people in your team...
NET NATIVES (3 =
Higher
Education

AN

W Barriers to in-housin g

1. Cost to hire specialist staff 65%
2. Availability of staff 35%

3. Unable to attract specialist staff 31%

Q. What, if anything, would prevent you from bringing skills in-house?



Global 2023: Reduce administration through technology

Student information system
Application portal

Email marketing tool (CRM)
Social media monitoring tool
Student enquiry system
Virtual events platform
Application management platform
Data visualisation tool
Event/open day booking tool
Student ambassador platform
Project management tool
Recruitment chatbot
Campaign management tool
Landing page form builder
None of the above

Other

1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
I
1
1
1
1
1
1
1
1

50%

0% 20% 40%

N[T N n‘""[g X m ,T,'Ig‘,f:r Q. Which of these technology solutions does your institution use?
Education



Global 2023: Reduce administration through technology

[l Currently track and use [l Currently track but don't use Don't track but wish you could

Enroliments
Applications
Leads/enquiries

Clicks/Impressions

Performance against
competitors

Click Through Rate
Cost per enroliment

Market share

Cost per application

Cost per lead

Lead time (lead to enroliment)
CPC/CPM

0% 25% 50% 75% 100%

ﬁlZ‘ﬁir Q. Which of these metrics do you...
Education



Global 2023: Increasing diversity in the student body

Detailed program information is key for students

78% o

80% 76% 25% Students rate a
factor higher
than HEMS

68%
60% — 0%
Student Pulse %
HEMS %

Students rate
a factor lower

40% -25% than HEMS

== Difference
20%

-50%

0%

-75%

N['Il N n‘""[g X m ,T,',g‘,f:, Q. HEMS: Please rate these factors based on what you think students who choose your institution think is
Education important when deciding on a university place

Q. Student Pulse: How important are these factors when deciding on an undergraduate university place




Global 2023: Increasing diversity in the student body

0000
@ Strategies to ....... Target groups
.... '@ increase diversity ..... for recruitment
TP
1. Additional scholarships 67% 1. Hispanic/Latino 69%
2. Additional support 2. African American 64%

structures for American Indian/

underrepresented students 60% ek ative 54%
3. Increased flexibility in program 4. TWwWO Or more races 45%
delivery 42%

4. Adjusting entry requirements 39%

Q. Which, if any, of the following strategies have you Q. Which populations are you looking to increase within
considered or implemented to increase student diversity? your student body? [US only]
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US findings
lorities & Challenges




US 2023 VS Global 2023: Priorities in detail

The US is focused on recruitment, conversion and RO

W us ° 46% |45%
40% 40% b
Rest of world (excl. 2 ° 39%
us) 40%
50%
== Diff. US vs RoW
TH B I'R B B ¥ 1B ' B B—BH B & —mmommmyymmmmmmmmTEEET Q%’_ Relevant
= for US
-50%
-100

0% %

Times
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NEI an""[s X m Education Q. Of these factors, which would you describe as your top five priorities?




US 2023 VS Global 2023: Challenges in detail
Budgets remain the biggest challenge

60%
W us

Rest of world (excl. US)
40%
== Diff. US vs RoW

20%

0%

<&
xO
X2
qug
0 O
X 5
\,0\00 Q‘,Qe‘
S
N
Q\'b

NET NATIVES ' (03 2

52%

42%

Higher
Education

42 %

5%

26% "

Relevant
for US

Q. Of these factors, which would you describe as your top five challenges?




US Marketers

PRIORITIES 1=

> 49% Meet / exceed
recruitment targets

> 46% Improve

conversion rates

=> 33% Measure &

improve advertising
ROI
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llll

\Z

52% Having

sufficient budgets

42% Improve

conversion rates

26% Measure &

improve advertising
ROI



US findings
Meeting recruitment targets
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US 2023 VS Global 2023: Key growth areas for recruitment
Postgraduate degrees and Online degrees are more important in the US

60%
40%
Graduate degrees
20% Foundation
Adult degrees
learners ’
T More important for US
Cert.if.icates/micro- s O EES marketers
certificates
0%

10% 15% 20% 25% 30% 35%

Times
Higher
N[T an""[s X m Education Q. Which of these are key recruitment growth areas for your institution?



US 2023: Targets
Growth anticipated in recruitment, but not in retention

B Current targets Anticipated targets

80%

60%

0,
40% 32%

30%
26%

20%

0%
Inquiry to application US Application to acceptance US Changes in student enroliment US

Times
Higher
N[I N‘“W[s X m Education Q. Where known, please detail targets (current and anticipated)



US 2023 VS Global 2023: Expected growth areas
US mainly reliant on existing markets for growth

@ US B Rest of world (excl. US)

Existing markets (domestic)

Existing Markets (International) New markets (domestic)

New Markets (International) New Programs

Times
Higher
N[T an""Es X m Education Q. Where do you expect growth to come from in the next 12 months?



US 2023 VS Global 2023: Key growth areas international markets
Reliance on Asia greater for the US than RowW

78%
80%

W us
Rest of world (excl. US)

60%

40%

20%

0%

Asia South America Europe United Kingdom Africa North America

Times
Higher
NEI an"“[s X m Education Q. What do you anticipate to be your top three new countries for recruitment?
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US 2023: In-house Skills

US marketing teams more likely to use agencies for search advertising, media buying
and programmatic

B We have this in-house [l We are looking to bring in-house [l We use an agency We don't need/want this

Marketing strategy

Social media content

Web content/development

Design

Copywriting

CRM

PR

Campaign planning

Creative strategy

Social media advertising
Rr i

Skills

Conversion

Al
Video
Programmatic advertising
Market analysis
Search advertising
Media buying/direct marketing
SEO
Audience research

0% 25% 50% 75% 100%

NET NATIVES | @0 ...



US 2023 VS Global 2023: Technology solutions
US marketers most likely to be using CRM/email marketing

60%

Email marketing tool (CRM)

40% ‘

Application management
platform

Data visualization tool
20% .
Project

management tool .
More important for US

Landing page form
marketers

builder

0%

20% 30% 40% 50% 60%

-
NET NATIVES /¢ (3 &=
Educatics Q. Which of these technology solutions does your institution use?



US findings
Measuring & improving RO
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US 2023 VS Global 2023: Measure & improve advertising ROI
Strong use of data to measure RO

= 64% 65%
Rest of world 60% =
(excl. US) o 57% 56% 57%

=] i

40%

20%

0%

Times
N[I N nI"“[s X m E:jgl:::eartion Q. Which of these data sources do you currently use to inform your advertising
campaigns?
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US 2023 Budgets & plans
Variation in budgets across the sector

<$100k

$100,000-299k

$300,000-499k

$500,000-749k

$750,000-999k

Annual advertising budget

$1million+

0% 5%

NET NATIVES . 3
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10%

15%

Decreased by
10%+

Decreased by

1-10% Ul

Remained the
same

Increased by
1-10%

Increased by
10%+

20% 25%

Q. Excluding staff salaries/costs, what is your annual budget for advertising?

Q. How has your annual advertising budget changed in the last year?

44%



Global 2023: Budgets splits 2023

Majority spent on digital advertising E%g/io

Audience
Research

Social advertising
(Facebook/Snap
Tik Tok, etc) 25.4%

TV/Cinema
6.2%

University marketing teams are : N Szamh- :
spending over 55% of their ¢ Advertising
marketing budget on digital tactics (e.g. Google/

Bing) 18.4%

Other Digital
Advertising
11.3%

o
NEI N nI"“[s X m Eijgjz‘iion Q. Roughly, what percentage of your annual advertising budget go toward...
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HEMS 2023 Summary: Key Findings

-> US Marketers' focus N - Conversion is a key
remains on growth @D priority in the US, and
from existing markets u proving ROI is very

despite market decline important here

-> There's a mismatch
between what
marketers believe is the
priority and what
students think is
important

. >2023

-> Pressure is rising on
budgets and teams

\V/ Times
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Investigate
opportunities for
innovation and
diversification: new
markets, new
programs

HEMS 2023 Summary: Recommendations

Invest in the right tech
to measure ROl and
support the strongest
possible conversion

- Review messaging
through the
recruitment funnel to
make sure you cover a
range of topics and
cater for diverse
audience needs

. >2023

- Use HEMS data to
benchmark your
department and
budget, and make a
business case for
greater investment
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Find out more...

- Higher Education
Marketing Survey (HEMS)
interactive dashboards
are available to you free
of charge.

If you do not already have a login
for Akero please contact
marketing@netnatives.com and

we can set up access for YOU.
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Higher Education
Marketing
Surve!

Budgets Data &
Technology

Priorities
& Challenges
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Marceliited Knacon Responses in this section

145

Year: 2023

Priorities

Top priorities & challenges
Respondents could select a maximum of 5 priorities and 5 challenges

Choose to show only priorities or
challenges using the filter below:

Sort by priorities or challenges using the filter
below:

Sort by priorities or challenges: Priorities Priorities or challenges

M Friorities [ Challenges

Improve conversion rates (i.e.
application to

Sort by priorities or challenges using the filter

- Sort by priorities or challenges: Pria

Archived

Background
Questions

In-house Student
Skills Engagement

Responses in this section

192

Choose to show only priorities or

below: challenges using the filter below:

Priorities or challenges

I Priorities M Challenges

Increase diversity in student body

Measure and improve brand|
positionin al|

38


mailto:marketing@netnatives.co.uk

Thank you

research@netnatives.co.uk
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- Questions for us?




