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SOLVING THE STUDENT
ENROLLMENT CRISIS

IN HIGHER EDUCATION

Over the past few years, institutions of higher education have had to grapple with a bleak fact:

ENROLLMENT RATES ARE FALLING.

This decline has been steady since the pandemic. Since 2020:
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Community College Four-year institutions
enrollment has have experienced

DROPPED BY 167% A DECLINE OF 4%

And on top of all this?

EXPERTS AGREE, IT COULD GET WORSE.

The Agile College
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So is higher education’s fate sealed? We don’t think so — and smart observers like Grawe himself don'’t either.

THE KEY TO BEATING THE STATISTICS? A SEAMLESS STUDENT EXPERIENCE.

Student Experience / sti-dent ik-speer-ee-uhns / noun

Describing the overall standard of a student's life while enrolled in a
higher education program. This can encompass everything from the

quality of courses and instruction to the level of support the student
receives from various on-campus resources, to the sense of community
a student feels at their college or university.

o Currently, only half of current college
@ 55 students (55%) agree the education
o they’re receiving is worth their tuition.
? o And 45% of students say their
O 45 / institution doesn’t understand
N o what's important to them.

In order to emerge from the student enroliment crisis successfully,
institutions need to improve these statistics.

BUT WHERE DO YOU START?

When we look at the perspectives at the heart of students’ dissatisfaction, there are two clear sentiments:

“My college/university “My college/university
experience isn’t isn’t meeting my
measuring up to the cost.” individual needs.”
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And the fact of the matter is that if students don’t see the value in their education or feel
like their needs aren’t being met, they are less likely to apply, re-enroll, or graduate.

That’s the bad news. The good news is that your institution already has almost
everything you need to turn those student perspectives around.

HERE’S WHAT YOU NEED:

Proactive Communications

You need to proactively communicate with students and share the resources you have
available to them in the application phase, as an active student, and even post
graduation fo prove to them that their education is more than worth it in the long run.

Student-Specific Information

You need to customize the communications you send with personal information mined
from the back-office systems you use across campus to ensure that the messages you
send are relevant and actionable.

Al-Powered Student Communications Technology

Cutting-edge technology leverages the power of artificial intelligence to help
institutions deliver communications that are proactive and personalized, connecting
students with the information they need to make the most of their student journey.

They do this through a combination of:

Student-Preferred Higher Education- Integrations with Back-Office
Communication Channels Specific Solutions from Across Campus
(Chatbot, Texting, Live Chat) Al Knowledge Base (CRM, SIS, & Beyond)

HERE’S THE EVIDENCE:

Without Al-Powered Agent Al-Powered Agent

OK. Reaching out to remind you that Hi Mia, Did you know we need your
you haven't completed your official high school transcript to

admissions application. The deadline complete your admissions
to apply to be considered for application? The deadline to apply

financial assistance is April 15th. and be considered for financial
assistance for next semester is April

15th. Reply to this message if you
have any questions!
-Cassie, your admissions counselor

CAN YOU SEE THE DIFFERENCE?

Q The first fext message is just a nofification, while the personalized one not only mentions the student's
name but also details on the specific application elements they need to tackle, and where to find
them. That's why Al-powered messages get a much higher student response!

Q Message one could be to any student, whereas message two include personal details — not only the
student’s name, but also what application elements they need to complete and where they can do so.
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https://www.insidehighered.com/news/business/revenue-strategies/2023/05/12/grasping-foothold-enrollment-cliff
https://ngrawe.sites.carleton.edu/the-agile-college/
https://www.qualtrics.com/blog/college-experience/
https://info.ocelotbot.com/demo?utm_campaign=ocelot-general&utm_source=pdf&utm_medium=[%E2%80%A6]graphic-demo&utm_content=enrollment-crisis-infographic-demo
http://www.ocelotbot.com/
https://www.linkedin.com/company/ocelotbot/
https://www.facebook.com/ocelotchatbot/
https://twitter.com/ocelotchatbot?s=20
http://www.ocelotbot.com/

