HOW VIRTUAL CAMPUS TOURS

CAN BOLSTER YOUR INSTITUTION’S BOTTOM LINE
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INTRODUCTION
College and university admissions professionals are tasked with increasing and enhancing the quality of student enrollment.
It’s challenging work conducted in a rapidly evolving, high-pressure landscape. It’s no wonder why those on the frontline are
continually searching for innovative strategies and solutions.
Uncertainty dominates a large swathe of the admissions industry. According to a 2015 Inside Higher Ed and Gallup survey of
admissions directors, 58 percent said that they had not filled their fall classes by the traditional May 1 deadline. Additionally,
more than half of the administrators stated that they were “very concerned” about meeting the year’s enrollment goals, while
almost another third stated that they were “moderately concerned.”
In a fast-paced and competitive environment, how do institutions of higher learning cut through the clutter to reach top
domestic and international students and meet institutional admissions goals?
In this eBook, we’ll offer tips on how to:
establish a digital strategy to engage sought-after students
help your institution stand out in the marketplace
increase conversion rates and yield
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OPPORTUNITY IN
CHANGING TIMES
The digital revolution made an indelible impact on our
lives. In turn, it’s required marketers to communicate
differently. As a result of the technological shift,
students searching for the school of their dreams are
using new tools to help make one of the biggest
decisions of their lives. If you look at key data points,
a pattern begins to emerge.
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The 2015 E-Expectations report from Ruffalo Noel
Levitz, OmniUpdate, CollegeWeekLive, and NRCCUA
looked at expectations of college-bound high school
students. The report concluded:
• 70 percent of students have looked at a college website
on a mobile device
• Prospective students are more drawn to images of a
campus than to photos of current students
• Nearly 80 percent said a campus website affected their
perception of an institution
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DEFINE YOUR AUDIENCE
A good place to begin is by creating personas,
which are especially vital in the acquisition stage.
By defining students by demographics (income,
age, gender, location) and psychographics (interests,
attitudes, personality), marketers can tailor specific
messages to help shepherd prospects into the funnel.
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THINK MOBILE,
ACT GLOBAL
A cohesive digital presence is not an option for a
college or university — it’s a necessity.
According to Fortune magazine, 76 percent of
teenagers have smartphones. They are never further
than arm’s length from their devices. A mobilefirst strategy considers devices such as smartphones
and tablets as the main communication tool and
engages at the correct moments.
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DEVELOP A HOLISTIC PLAN
Admissions and marketing departments that embrace
scalable digital strategies are seeing the needle move in
the right direction. To ensure that your institution is
engaging students in the most effective way, you’ll want
your plan to leverage mobility.
Whichever channels are used need to speak
authentically to the institution’s brand and with the
same voice. To do otherwise will send mixed messages
to a highly discerning audience of digital natives. The
following are 7 things you will want to consider.
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1. SEO
Use keywords and phrases that will be easy for users
and search engine robots to understand, helping your
site score highly on organic search.

6. WEBSITE
Ensure that your mobile-optimized site features videos,
photo galleries, and maps that capture the essence of
campus culture. Create helpful content that will deepen
engagement and show off your brand values.

2. EMAIL
Encourage website visitors to sign up for a
newsletter. It’s a simple, cost-effective way to
nurture leads and bolster applications that can be
segmented by interests.
3. PROMOTE
Launch paid social and pay-per-click (PPC) campaigns
to target students based on location and interests.
4. AUTOMATION
Use a CRM application to automate, manage and track
communications with prospective and current students and
score their lead quality.
5. ANALYZE
Data will help reveal where you are making inroads as
well as areas of improvement.
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7. SOCIAL
Identify relevant social channels and employ a robust,
ongoing social media practice that engages potential
and current students as well as alumni. Remember that
it should be a two-way conversation.

VIRTUAL CAMPUS TOURS

A new solution for a new era of college and university recruiting
A virtual campus tour includes 360° photos and videos, layered with
interactive elements that put students in control of their journey
through your campus. Virtual campus tours take uncertainty out of
enrollment season. Viewable across desktop, mobile and VR, tours
help schools decrease cost-per-enrollment while increasing the
likelihood an admitted student will enroll.
A virtual campus tour allows students and their families who
haven’t visited yet, and remind admitted students, what it’s like to
live on campus.
A tour’s utility extends offline. If you’re talking to an interested
prospective student at a college fair, show them what life is like at
your school by handing them a headset and watch a crowd gather.
Tours are proven to generate revenue and come complete with
analytics. In fact, students who visit a YouVisit virtual campus tour
are nearly twice as likely to enroll, and they’ve helped schools boost
yield rates by up to 28 percent.

9.

It is a crucial time to create an integrated branding and marketing strategy. And if your
institution has one, you’ll always want to explore new solutions that will provide value.
YouVisit virtual campus tours introduce colleges to prospective students. We’ve worked
with hundreds of colleges and universities to create 1,000+ experiences that establish a
sense of familiarity and belonging that increases physical campus visits, applications,
and yield rate.

THANK YOU
Interested in learning more about how YouVisit’s
campus tours can help you fully optimize your
institution’s lead-generation strategy?
Visit youvisit.com/education
inquiry@youvisit.com
866.585.7158
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