Marketing to Enroll Military -
Connected Students and Veterans
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Where most colleges market




The Hidden Higher
Education Market Ffyer

A Many more adults than
high school grads

Adults with
Source for High School Graduates: National Center for Education Statistics. 2012- some college
2013 school .
school year and no degree,
36,011,451

Source for Adults with some college and no degree: Lumina Foundation.
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https://nces.ed.gov/programs/projections/projections2021/tables.asp
http://strongernation.luminafoundation.org/report/

Veterans are Adult Learners
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Why Focus on Student Veterans?

Based on 2017 NVEST research:

71% success rate*

493,000 degrees and certificates completed since
2009 under 9/11 Gl benefits

Project 1.4 million degrees in ten years
Over 38% have bachel ordos degree
Top concentrations are business, health and STEM

* persisting or completed

To To To To Do

Source: Cate, C.A,, Lyon, J.S., Schmeling, J., & Bogue, B.Y. (2017). National Veteran Education Success Tracker: A
Report on the Academic Success of Student Veterans Using the Post9/11 Gl Bill. Student Veterans of America,
Washington, D.C.
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™ | | "
Think (and Talk) Like a

Marketer
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Six Major Student Segments

Thinking About
Personas

Aspiring Academics ® Career Accelerator
Coming of Age ©® Industry Switcher

Career Starter ® Academic Wanderer

urce: The Parthenon Group, fAThe Differentiated
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Thinking About Personas

Career Accelerators

(Advancing) @

Typically older, Career Accelerators are going
to college with the aim of advancing their
career at their company or within their current industry. These are
primarily working adults with some prior college experience and
are likely to be most interested in institutions that award credit for

their previous academic experience, as well as their job experience.

Personas for most
adult learners.

Industry Switchers

These students value non-traditional delivery methods,
online courses. Career counseling and career placemel Academic Wanderers

are strongly desired by this group. (Seeking Degree)

Students attending college later in life,
Academic Wanderers don't know exactly what

(Changing Career)

While in many ways similar to Career

Accelerators, Industry ~ Switchers  have

a different motivation for going back to school to earn their
bachelor's degree. Often in more precarious financial positions
or unemployed, this segment is looking to start a career in a
completely different field. Industry Switchers place a high value
on an institution’s link to labor markets and its ability to put them
in touch with relevant employers and prepare them for their career
transition.

L € > CAEL

they want out of college, but believe that obtaining a colleg

credential will open doors for them. They are more likely to b
unemployed and potentially have lower incomes. Academic
Wanderers are the most “at risk” of the student segments. They
are the least satisfied with their college experience, do not place
high importance on their academic performance, and are the least

likely to believe they will complete their degree.

Source: The Parthenon

Group,
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You Know a
Someone Who
Needs a Degree

Exercise: Describe a vet or service member

you know. What is thi s=
background? Family situation? Work
experience?

4

10
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Who Do You Want to Target?

In marketing, there are endless ways to
spend money. To use resources wisely,
mar keters must oOotargeto ce
A Where are your best prospects?
I Some college no degree
I In certain local industries

I Distance from college
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Tables

How to Reach the
Target Audience

demographic data, 25,000
reds of profile reports, 40
elements and 335,000 variables

Start Now >

WedOre not | N SN tforkBmes - SSa010rd v Uiy ) @ TARGET
anymor ee

Outstanding F
Indard of Excellence Award A

eb Marketing Association The Reference

AWARDS Associat

Webby Award Honoree for Education

Using Social Explorer



Targeting Employers

Many veterans and adult
learners are already working at
a job that involves some
college-level learning.
Employers in these industries
can provide a pool of potential
students.

Which industries should you
target?
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Tough Choices

This is it.

This is what matters.

The experience of a product.
How it makes someone feel.

But what about PC
gamer s? |1 snot
market?

Ad answers:
If you are busy making everything,
How can you perfect anything?

If you are not sure about
your choice, test, test, test!
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Targeting the
Market

A How Do We Choose Who to
Target?
I College Mission
I Location
I Employers

Exercise: Choosing your target markets
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bme to Governors = x y X A University for the Milit X

Wh at Are YO' Ir Prospective Students Current Students | Administration | Partners | More + Events | News | Locations + | Transcrip

Prospective i
i % ‘ Studrits Apply Now o Request Info \. 877-275-UMUC | Search
C p . D . 7 .
O I I l ‘ !tlto r: ; O I I l ACADEMIC TRANSFERS COSTS MILITARY
g . PROGRAMS & CREDITS & FINANCIAL AID & VETERANS SEOUTEMEC ARNES DI

Home Military & Veterans

A What are competitors saying - Zm
to adults to enroll them? UMUC for Military S Miltary & Veterans

Servicemembers, Veterans, ) Steps to Apply

UMUC for Military &

A Do they use adult learner el & |

UMUC is a top-ranked military- and veteran-trusted school
Transfer Credits

messaging to attract them? .7

Aid

Careers

A Wh at C O m l I l u n I Catl 0 n Ve h I C I eS University of Maryland University College offers award-winning academic programs and services for active-duty military Frequently Asked Q

servicemembers, veterans, and military spouses and families.

are th ey u S I n g ) Study wherever service takes you: UMUC offers classes online or in a hybrid format.
.

Navigate your benefits: Our staff specializes in helping military and veteran students get started with education
benefits.

Fast-track your degree: Earn credit for military experience and training.

L A k — > Save money: UMUC offers reduced tuition rates for the military, and Tuition Assistance covers up to 100 percent
I n of undergraduate tuition.

h ttp . //WWW u m u C e d u / m i | itary an d UMUC is a state university with a rich history of educating the armed forces that dates back to World War Il. Today, we
. . .

offer classes and student services at 140+ worldwide locations and online.

Vete ra n S/i n d eX Cfm No college can match our experience and dedication in educating active-duty troops, reservists, members of the
.
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http://www.umuc.edu/military-and-veterans/index.cfm

Establishing a Niche

What do we do better than them?
Wh at do we have t he

Now put that in the context of what
adults are looking for.

Exercise: Crafting
marketing messages

Linking Learning and Work | www.cael.org © The Council for Adult and Experiential Learning, 2015



Communication Vehicles

Publicity &
Media Radio/Television
N Outreach _g Veteran or INewspaper Ads
Service N, ,
Member

Search Engine
Optimization and
Links

Entertainment
Venues

Keyword Search and
Online Display Ads
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Social Media, Advertising
& Tracking

Google analytics to track results

Google AdWords, Social Media
and Search Engine Optimization
to drive traffic

Direct mail, inserts and
advertising can direct to unique
urls

Landing pages for ads
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