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Auckland University of Technology

= Student Services and Administration sit within 1 portfolio

= Mainly centralised admission process — Undergraduate and
Postgraduate Taught (Domestic)

= Large portion of first in family students

" Priority targets are Maori and Pacific students and our South campus
4000+ commencements each year

= Sector is partially funded by student outcomes through Education

Performance Indicators (EPIs). Parity targets for Maori and Pacific
students to be reached in 2018



“The only way to beat the competition
is to stop trying to beat the
competition”

Brian Halligan, 2006




2014/2015 Conversion Project: Goals

Increase the rate of conversion from Application to Enrolment through:

= the generation and delivery of prospective student and influencer
communications and activities

= identifying and removing barriers within the Admission process

Respond to Faculty requirements in a planned approach to deliver
campaigns to Applicants throughout the season:

= eDM (electronic direct marketing) activity and print material
= On campus events
= Qutbound phone calls



Why?

2014 Season Admission Report:

The rate at which applicants accept an offer and ultimately enrol
In a programme of study has continued to decline from 65% In
2012, 62% in 2013 to 61% In 2014.




Strategies in 2015 season

= Case manage priority applicant cohorts

" Increase the conversion rate of those who have accepted offer to
enrolment

" Improve the rate at of completion of applications to assessment
outcome

Our commitment to the academic community:
= To deliver engaged ready to learn students on Day 1




Domestic Conversion Activity, Semester 1, 2015
February 2015 (DRAFT) ALL

. Activity from here on for all new
| students

For School Leavers on following
programmes only:

AKIECS [BBus)

AKI5Z1 (BSR)

HALO4 ] [BEci)

AKITOS [BA]

AKITE] (BEng Honowurs)
AKITOE [BIHM]
ARIZTT (BT

AKIECT (BLIS)

“Fa Dee 5 2018 mban speakiog with

O

Applicatien TARGET: Appication Co=ghts
: Applicants with an :
Imco e or Lapsed
application

Dutbound phaone call from
= Student Centre to offer
- assistance in completing
application®

(& Onaralling basis forupto 2
oontact attempts per applicant
wiith follores up email

. Scuth Campus only: &dmissions

evening on campus with faculty
ard central admission staff ta
assist with completing
applications

I{:E Once, 27" Mow

@ Auvtomatic ARIOM communication

Coem prass: gl cants. askiog i1
it v coedd on decision

el Lz
sestifiction

Student Centre to offer
assistaroes re-activating offer™

@ Owutbownd phone call fram

On a redling basis forup to 2
@ contact attempss per applicant
with follow up =mail

TARGET:
Oiffer ired [if @ icant
has no other live offers or
accepted offers in system)

Inwestigating options for nan-
MCEA related contact here wo
keep AUT front of mind

Crentation EDR 1 to 2l new
confirmed students. Informs
them of Oriemtation date and
how to find their Student
Aedvizor

Weekly from 27 Jan onwards

Ticket 1 EDM comtaining
arientstion tickst

Sart on 107 Fel, agsin on 17"

i of Cfler Fab. Follow up if received bue
. naot cpened by 18" Feb.
Oftar Exzirad .
@ NCEA EMBARGD @

Clar | TARGET: Acciptad TARGET: Bratoamials M TARGET:

— Dol of M ———— w2 5K SLatus Ll l—LL}
Applicants that hawve at . Applicants that have ' ' Students Confinmed [SM
least one offer but hawe SCCe thieir provisional but with no enrclmment

not accepted any offer offer

“Save your place’ -Digital =mail
with call to action: accept ar
decline offer

On = rolling basis from 2B Mo
until 13" December

Folloes-up sent to unopened
after 10 days

Faoebook adwertisng targeted at
applicants that hawve nat
=ccepted amy offer

(D TED {Potentially sbaays-on)

. Welcome Pack sent via physical mail.

Contains welcome from the Dean [ar
HOD| and other faculty information.
Some messages aimed at parents)’
caregneers. Semt toc Business,
Sciences, BA, BOE, Sport &
Recreation

Sent once, mid-Dec

Trfleencer’: Digital email to
kezp applicants engaged.
Celebrates acceptance of offer
and contains programme
specfic messages and employer
comiments. Can request @ call
back fram Student Centre

@ On a rolling basis from 3'" Dec
until 18" December

@ Congratulations Letter

Communications from faculties
regarding paper enrclment

Waries
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Il,-’i‘ll ”“'U’ Domestic Student Support Activity, Semester 1, 2015
it February 2015 (DRAFT)

Digital mmail sent [By

Buzzchannel] contsining Student Orientation & Information Sessions [AUT 101)
—  Readiness Sureey (sent to all 5N Evant deliversd by Student Services in partnership with

domestic & international UG . Farulties aom behalf of AUT. Formal welcoms= of new

studznts| © students and s=ssions to aid with their transition. Includes
. w=loome ta the faculty from Dean/Assodate Dean

{.9 Wieekly from 27" Jan to the 16™ : Response Response
Fab : SET Exit It rviesw [under review) Learning Contracts
Student Adwisor support

. Tertiary Readiness Programmes [AUT 102)

Outbaund phone call fram Student ~. Programmes for new MSaori, Padfic, Chinese, International,

Experizncs Team to welcame . LEATI, Athletes, part-time and mature studsnts. The

students and check the following: - sessicns provide information sbout key studemt support
+  services and provide opportunities to network with staff

&  Access to AUTOnlime & ARION : and pe=rs @ @

: z::nst::;:nfzt:;l';lem:lllmﬂﬂﬂ S e 'W:!u‘!llliwl Srudant |iIL-|Il Sgy ki

= Tertiary Resdiness Programmes © Student Ambassadors

=  Student Readiness Survey Student ambassadors volunteer their time Do welcoms pew

=  Metwaork lagin . AUT students amd help them settls in during their first

=  Enrolment into papsrs semester. They also wolunteer at events throughout the

=  Finances year

=  Student Sdvizor information

L, : A g, y. |

Lote Offer af Place Calls (SET) Envelbed It Cowrirvearvow Sauly € Far duratian of study 3 Eraduinion
Pazsars

Personal support Proactive monitoring Student life Learning support Health & wellbeing Career Services
Prw'bdin,altiilﬂrbd. Conmecting students at risk Activities, trips & events on Tutorials, seminars, paper & Working to care for mind, R=sources & support to help
indridualised support for of dis=ngaging to support and off-campus to support digital resources to assisk baody & spirit with medical, students develop skills,

our divers= student body sarvices erudant sarisfaotion B sudents with the counseliing & spiritual inwestigate caresr options &

engagement fundamerntals of study provision find employment
uni raichuste %

(Sarmral Suderd Advisors ﬂ Student Sxparience Taam Mohe Moree ﬁ SEE @ LGETI Support Carmerhub

Pmori Lisison Services Sparting svantz o Postgracuste 0 henital Hezith ﬁ Ingstry relstionships

g Stubents with impairments ﬂ Chaplsincy) Interfsith Support @ Digital rescurces
Faotic Student Support Services
@ English as & second language
Internaticral Shadent Support Service
Dissbility Studenk ort SErsice . _
m_».-. ) 5"]? Peer communities Accommodation Student Complaints & Feedback Student Centre
Student Finonoal Services Students helping studernts, in the form of Praviding an on-campus residentizl Responding ta formal student complaints Resohving student gueries and connecting
Atrilets Support subject-sp=cific Peer Tutars and more: sxperience for students against the unfeersty and providing Risk stud.znu with l.ln'h!r:'rt'(.gml.!p\s and
general Learning Mentors with built-in Assecsment Team support services. Imforms the university of

Ohimese Cerine

SupsEruisian apportunities far improvement




Personalisation

" Creation of new personalised digital communications
- those who haven’t accepted offers
- those who have accepted offer prior to enrolment

= Utilise new technology platforms and functionality
* Planned outbound calling campaigns for all

= South applicants



&@T Read this email online

SAVE YOUR PLACE
AT AUT FOR 2015

Hi Sophie, Your Arion Login ID is: 31624896

Are you ready to discover what's possible for you at AUT? You've been
offered a provisional place for 2015 and we're excited to have you join us!

Here's how a provisional offer works: if you want us to reserve your

place, just use the 'I'm ready to accept' button below and, as long as you
achieve all the requirements set out in your Offer of Place, you'll be able to
officially enrol once you get your exam results in January. Your offer will
expire soon - so please be quick to accept it, as we may have to offer the
place to someone else if we don't hear from you in time

Would you like to accept your offer? Whichever option you choose, we'll
show you what you need to do next

I'M READY I"'VE DECIDED

TO ACCEPT TODECLINE

If you have any questions or concerns, please don't hesitate to call our team
at the Student Centre on 0800 AUT UNI (0800 288 864). We wish you all the
best for the rest of the year and hope you have a very happy holiday

Best regards
AUT Student Centre
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Hello <<First_Name>>,

bie 1o connect with leading INnovators, entrepreneurs

both on and off

your degree you gain mvaluablé work expenence in a

real-Ilfe business environment, which will give your CV the edge

among an elte

« You'll have the

view the Business Y e an

Would you like to speak to a

current student about their YES, CALLME >

experience at AUT?

AUT is known for its industry connections. Our graduates are
in demand and often employed before leaving university.

"A significant factor in Anna being successful in attaining her role was
the workplace experience that she gained, which not only increased her
business knowledge, but also exposed her to permanent employment
opportunities.” - P s, Ser Manager, Business Continuity, Westpa

player of Anna Stepher ichelor of Busin 1 r nformation Systan

Can't wait to get started?
» Sort your student loan

Student Centre
Call: (09) 921 - 9721
8am - 5pm

é Hi, I'm Sophie - your Student
mail:

Centre representative.

Contact me if you need help.

AUT Student Centre
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fullname
Add1
Add2

WELCOME TO THE -
AUT BUSINESS SCHOOL

Dear [firstname]

Congratulations on being accepted for the Bachelor of
Business (BBus) degree at the AUT Business School.
We are all looking forward to having you here with us
in 2015.

We can offer you a life-changing experience with
business education which has learning and teaching
at the forefront and with opportunities that take
wou into the real world of business both locally and
internationally. You can even study overseas on
exchange at one of our partner business schools if
you wish.

We're one of the largest providers of business

Professor Geoff Perry T
education in New Zealand, and are part of only

BAAuck., MA Auck., MPhil (Hens) Auck., PhD Auck., DipCom, R h
PGDipSoaSei (Dist) Massey, DipTahg. 5% of business schools worldwide that have been

PVC and Dean, Faculty of Business and Law, accredited by AASCB (the Association to Advance
Dean of the AUT Business School Collegiate Schools of Business).
To help you start building relationships and learn
from those in the know while you're still studying,
the Bachelor of Business contains a work placement
component in vour third vear, called

FIRSTNAME LASTNAM
WELCOMETO YOUR BUSINESS SCHOOL

MUNIVERSITY




Priority groups: South Campus

Target:

High volume of Applicants with Incomplete application or Lapsed
application (due to not submitting requirements for assessment)

Faculty representatives and Central Admissions collaboration
Admissions Evening: 27t" November 2014




Priority groups: Maori and Pacific

= Review Referral Pathways to ensure ALL Maori and Pacific applicants
who met UE offered a Bachelor programme of study

" OQutbound phone call follow up: How can we assist you with your
Application to study at AUT?




Benefits achieved

= Collaboration across Brand and Marketing Services, Student Services
and Administration and Faculties —a new way of working together

" Intersection with the Admission cycle to move Applicants forward

Results

= 5% growth across all Bachelors Offered to Enrolled
" 6% growth across Bachelor of Business Offered to Enrolled
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Step 1:
Student Journey Map




Generating value

= Mapping the journey —current and the future
= Development of personas — that align with strategic intentions

= Understanding how the generation of preference supports successful
on-boarding and engagement for learning

= Building operational structures and frameworks that capture
resources and responsibilities to deliver activities

= Development of customised service delivery and engagement tools to
reach individuals needs

= Alignment inspection




Visualising the future student lifecycle

Chance of advancing to applicant

We want prospects to move towards hot and on to applicant stage I

they will have the most impact

— ==z

We focus our resources where l

Info. Intensity & engagement

What we need to know about the
prospect increases during the lifecycle

Our engagement with the prospect -

- grows across the lifecycle




The future student pathway
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The consumer decision journey
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“The customer of 2020 will be more informed and in charge of the
experience they receive. They will expect companies to know their
individual needs and personalise the experience. Immediate resolution
will not be fast enough as customers will expect companies to pro-
active address their current and future needs”

Walker Information Inc, 2015




Personalisation: Cohort distinction

School Leavers:
Key issues affecting their engagement and first year
experience:

Feeling unprepared for university study

Anxiety about studies

No strong sense of purpose about why they were
attending university

Difficulty making friends with fellow students
Accommodation

Homesickness



Targeting applicant cohorts

School Leaver International Adult Students

e Student Life Student e Career Support

e Fun e Support e Industry connections
e Clubs + Societies scene e Accommodation e Flexible timetables

e Exchange experiences e Services e Support services

e Careers support e Peer mentoring

e Careers support




Step 2:
Developing Experiences




Applicant Experience

* | am able to complete the
admissions and enrolment process
and know what is expected of me

* AUT helps me to discover my
available options for academic
pathways

* | feel like an individual and not one
in a crowd

* |lam confident | have made the
right choice and am excited about
studying at AUT

. /




AUT Staff experience

ﬁknow our principles and values which
guide our service delivery.

* My colleagues and | are all working to the
same model and to the same standards.

* |l understand my responsibilities and I’'m
empowered to help applicants and
students to meet their needs. If | can’t
help, | will do everything | can to support
the applicant or student and follow up.

* | can see the positive impact of our way
of working on student satisfaction &

!ngagement. /




Governance experience

ﬁam confident that AUT’s admissions and
enrolment processes are designed to

meet EFTS targets

Admissions and enrolment processes
deliver organisational efficiencies

| am kept informed of how the University
is tracking to meet EFTS targets

| know applicants are satisfied with the
service they have received

* Staff have a common understanding and

!re jointly contributing to AUT’s strategy




Step 3:
Creating beautiful seams




The role of Analytics

Increasingly data and analytics are being used to support the
achievement of business outcomes

* Who are our applicants?
= What influences applicant choice?
= Who are our students?

= What factors influence their performance?




Generating preference: the role of positioning

Development of unique attributes that form your brand:

= Student experience and student support

" Infrastructure — the learning environment

= Deep industry engagements that lead to opportunities for students
= Rankings and world status

= Quality curriculum

= Research that matters




Removing barriers

Indicative time: August 2015 Indicative time: February 2016 Indicative time: March 2016

Application Submitted

Application process stops
' | e— Applicant verified? without verification of
applicant information

Yes

Firm offer

e

Application process stops

Enrolment
Application complete? without all application Provisional offer
: information (even if we
could assess without it) >
No offer

A
I
—@ |

l Long assessment times common in some programmes Short timeframe to

troubleshoot and enrol
Assessment - students because of long
assessment period

Time for engagement and
interventions (if required)

Time from submission to outcome




Collaboration




