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Meet your presenters

Jeff Kallay Emily Smith

Over 25 years enrollment 22 years in higher ed
marketing experience consulting and technology
Jeff has worked with more than Collaborated with over 500 +
300 college and university colleges and universities

campuses nationwide.
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25 years sales and
admissions experience

Concordia University, Pittsburgh
Technical Institute , New York
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Timeline of campus visit consulting
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Capabilities & Partners

Marketing Services Enrollment Services Industry Partners
Brand Strategy &) Enrollment Consulting Services .
a -
2/
Creative Campaigns [E;D Campus Visit Consulting

Media Planning and Buying Y Admissions Representative <2 enrollml HubSpyt

Sales Training

8 & J 2 &

Email & Marketing Automation 00 Meta G
=R Hyper-Targeted Name Buys Google Partner
Web Design & Development ARKET RESEARCH
ADV | tsase slate
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Three Takeaways

01 02 03
Embrace the Fourth Turning Rethink the campus visit Craft a holistic campus visit
enrollment funnel experience

(online + on campus)
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Enrollment Campus
Visit Data
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Why students choose

Affordability
It offers my desired program

Reputation / academic quality

Career outcomes / job opportunities for graduates 80%
Value of education for the cost of attending
The feeling | would fit in

Close to home

Hands-on learning/real-world experience in curriculum
Sense of community on campus
Location

Campus and off-campus environment
My family wants me to go here

Flexibility of schedule

o
R
)
X

10% 15% 20%

Eduventures, Encoura
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Remember the funnel

Admissions Funnel - responsibility of the admissions unit

Broad \'\ e

Leads/Prospects Marketing and
recruitment emphasis

Inquiries

Applicants

N Applicants
(Did Not Identify)

Operational and
follow-up emphasis

Enrolled

Individual

Matriculated

AACRAO
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s o 2024 High School
R N L Student College
B/

AL Ul Goals for College

A study of college-bound student search behaviors and preferences

PRIORITIES (ALL STUDENTS:

2022 2024
Co-sponsored by: LIAL )A STUDENTS PICKED TOP 2 PRIORITIES)
A job offer upon graduation 49% 63%
Specific skills for the workplace 65% 59%
To have fun on campus 28% 31%
Networking abilities 18% 23%
I'm doing this because it is expected of me 6% 6%

SPECIFIC A JOB I'M DOING
2024 STUDENT SKILLS NETWORKING TO HAVE FUN OFFER UPON THIS BECAUSE
POPULATION FOR THE ABILITIES ON CAMPUS GRADUATION IT IS EXPECTED
WORKPLACE OF ME

£ontineing 48% 25% 40% 60% 4%

generation

First generation 69% 20% 25% 70% 9%

RNL 2024
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COLLEGE TOURS
INFLUENCERS Students who have taken a college tour

Who are influencers for students?

22%

COLLEGE VIRTUAL IN-PERSON
GRADE

ADMISSIONS TOUR TOUR

27% REPRESENTATIVES sth 25% 42%

3 10th 37% 25%

FRIENDS 680/ 2 : LI e Tith 36% 48%

g . (+] ) oo 12th 57% 73%

i es e - PARENTS
26 (] 2 ) I Where students signed up for a college tour

HIGH SCHOOL
COUNSELORS ON THE COLLEGE OR

UNIVERSITY WEBSITE

THROUGH AN EMAIL
INFLUENCERS BY GRADE LEVEL

INFLUENCERS o 10™ ™ J2n

Satisfaction with college tours

Parents 66% 68% 69% 68%
High school counselors 28% 29% 24% 24%
College admissions representatives 19% 26% 23% 19%
Teachers 13% 27% 2% 18% SRTISERETION VIRTUAL IN-PERSON
Friends 44% 23% 30% 25% TOUR TOUR
Very satisfled 25% 52%
Parents remain important throughout high school, with nearly seven out of ten students saying their Somewhat satisfied 46% 34%
parents/guardians are enrollment influencers. Friends are more important in freshman year, while teachers, Nelther satisfied nor dissatisfied 18% 9%
counselors, and college representatives are most influential during the middle years of high school. Somewhat dissatisfied 8% 4%
Very dissatisfied 3% 2%

RNL 2022
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Planning for College

When it comes to planning for college we found very few substantive differences across segments. Most
parents report discussing or having discussed college at least weekly. I this area, Invested parents were
significantly more likely to report discussing college daily than other segments. Regarding when parents
start planning, 62% report planning for college before the junior year. Concerning who leads the research
and decision-making process, parents report sharing responsibilities. The largest share report their child
taking the lead,

Anxious
8% of Parents
How often do you talk with your child about their upcoming college

or university experience?
The lrgest segment of parents we uncovered is define

college. They cite a variety of worries from campus safe Weay

the Skeptical segment, Anxious parents are less conflicl iy o
education. Instead, they're deeply concerned about the e -

successfully into college lfe. They're considerably more Yoy

their child's mental health will decline. Theyre also con 1 donalk with mychid about thei

Prior Experiences wi i st thowore e it v T O
e

ety exprience

H igher Ed Unsurprisingly, they prefer that their child stays closer | e

o what extent do parents’ own experiences with higher edi When do you believe it's best to start planning for college?
b ECHO DELTA inlence therviews o higher education today? o underst (Identifying schools, going on tours, etc.)
better, we asked our respondents a range of questions abou " S
In Their Words
college experience from the highest level of education they 0%

and the type of institution they attended to how far they tré

college and how likely they are to recommend college today 0% M
Py their own experience with higher education.
“My child is in I thi | 2%
While we saw litle difference among segments for many of your hands” 1 think iy
about parents v
questions, we discovered a handful of noteworthy points of oy
divergence that appear to correlate with differing views on | be frustrated I \ I
Z memerwea [ L Le .
) errasat s S 2l LI
“FEMALE STUDENTS o ore ity o
responibi e frame
uaes or 10aay s oo B | ==
ST T PROTECTED MORE ON gy
What type of college or university did you atte i

Gen X Parents

Prte he 4 Parent Segments | 08

Getting to Know the Segments | 11
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Uncovering the Attitude of Today’s Gen X Parents

1. Invested: Committed to higher education and

ensuring their child has a good experience. Inclusive
22.0%

Skeptical

2. Skeptical: Believe higher education isn’t worth the
cost and doesn’t guarantee career success. Think
the industry is corrupt.

3. Anxious: Concerned about safety, mental health,
and their student’s ability to live independently.

Anxious
28.0%

Invested

4. Inclusive: Believe higher ed should be more
accessible and provide better options.

Echo Delta 2023
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Uncovering the Attitude of Today’s Gen X Parents

Concerns about the College Experience

Parents’ biggest concerns about their child’s higher education experience
include cost of living while attending school (57%), their child’s ability to

ECHO DELTA

Uncovering the

: : i child’e ahili Attitudes of Today"
keep up with the academic pressure (54%), and their child’s ability to stay pspeibigmid

motivated and focused on their education (52%).

Cost of living ‘ 57%

My child’s ability to keep up with the academic pressure . 54%

My child’s ability to stay motivated and focused on their education . 52%

My child’s ability to cope with stress ‘ 45%

My child’s mental health . 43%

My child’s ability to get a job following graduation . 38%

My child’s ability to cope with change . 36% Download the
Homesickness/adjustment issues . 36% Report Echo Delta 2023
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American Generational Cycles

1943-1962 1963-1981 1982-2000 1997,2001-2010-?

Millennial Baby Boomers Generation X Millennials Generation Z
ealis eactive ivic aptive
(Idealist) (Reactive) (Civic) (Adaptive)
72 million 62 million 82 million 67 million
Great Power Missionary Lost Gl/Greatest Silent .
Civil War Transcendental Gilded Progressn{e
Revolutionary Awakening Liberty Republican Compromise

Life Course Associates - Neil Howe and William Strauss
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Gen X Lawn Mower/Snow Plow Parents
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What high school students want to NICHE®=

experience on a visit

0/
57%
Talk to current

Talk to staff

5 896 students

See academic
buildings

5 5 0/ ‘ Hear from / Less than 25% were
/0 dry J interested in: meeting
Time to ask other prospective
questions students, sittinginon a
class, eating on campus,

and having 1:1 meetings.

Talk to faculty
niche.bz/research
Niche 2023

Impact of Recruiting and Visit
Experiences in 2023 Survey
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Best Sources of Information When Narrowing Your
Application List, 2023 vs. 2019

Which of these were the best sources of information when you were
narrowing your list of schools to apply to?

Preferred Features for On-Campus Visits

Please select which of these you prefer to do on-campus or virtually.

See what the campus looks like 88% {052 2%

College website IEG—— Eocieathaueig and deing Ik 85% R 4%

Email from the college EEEEEE— Explore the location of the campus 84% EXA2%

Campus tours, open houses IEEEEE—_———_— n See the campus community 82% 13% A

Printed material from the college EE———8

Communication with admissions staff IE——— Lookcat - s andlabs e K 6%

College comparison websites  I—_ Sitin on a class 71% 14% 0

College fairs E———_u Talk to current students 69% 23% 34

. The scfgolts sou:l ;pllatforrn R B Talk to faculty 69% S 6%
missions visits at your high school IEE— L

Text from a college  mmm— Lasm ahciiacias 06% EAR 4%

Virtual events by the college = Leam about academics 65% 32%  pas

Events for admitted students mm—— n Ask questions of admissions officers 57% 38% 4%

Live chat with a college Wl Adk soris of finandial aid officors 56% 0% 4%

0% 10% 20% 30% 40% 50% 60% 70%

2019 W2023 M On-campus m Virtual W Not interested

1201
Source: Eduventures’ 2019 and 2023 Student Sentiment Research Source: Eduventures 2023 Student Sentiment Research

encoura
Eduventures Research

encoura’
Eduventures Research

Encoura 2023
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https://encoura.org/the-state-of-college-campus-visits/

Campus visits: the quick facts

® Campusvisits have rebounded, but have ~ ® Only 28% scheduled a visit through E“R“‘.‘.ME“T

still not reached pre-pandemic levels. athletics or arts programs but
76% found it influential.
® 89% of students visited a campus prior SUR VEY
to enrolling and 21% visited more ® 16% of students attended summer
than five. programs and 73% found them influential.
® Two-thirds of respondents took an ® High school group visits to campuses were
individual visit scheduled through the least influential with 32% having taken
admissions and 84% of those students one and 69% saying that it influenced their
said it influenced their decision. decision.

® Fewer students (54%) attended a group ® 83% of students who took a visit said they
visit day, but 82% found it influential. are enrolling at the college that offered
the best visit experience.

Niche 2024
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https://www.niche.com/about/wp-content/uploads/2024/09/2024-Niche-Enrollment-Survey.pdf
https://www.niche.com/about/wp-content/uploads/2024/09/2024-Niche-Enrollment-Survey.pdf

CAMPUS VISIT EXPERIENCE

Took a visit with
a school group

Attended a summer

57 o/ program or experience

took a visit
scheduled through o
admissions y 0 1 2 o /
Took an unofficial o

independent visit

Scheduled a visit
through a program
(e.g., Arts, Athletics, etc.)

Niche 2024
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https://www.niche.com/about/wp-content/uploads/2024/09/2024-Niche-Enrollment-Survey.pdf

9%

of families include a campus tour or
visit as part of their selection process

RNL & CampusESP 2024

Az SALES SUMMER SCHOOL



Parents need to be part of your enrollment strategy

Importance of Experiences

1. On-campus visit (96%)

DAY 2. Information about the school or program your student is
pil considering (95%)

3. The quality of the school’s communication with the
parents/family (94%)

4. Meeting a faculty member in the program your student is
considering (91%)

5. Meeting an admissions staff member (91%)

6. Meeting acoach (87%)

7. Information received from a high school counselor (75%)
8. Information received at a college fair (74%)

9. Virtual visit (69%)

10. Meeting a current student’s parent or family member (68%)
RNL & CampusESP 2024
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Put fun and engagement back in the funnel!

Prospect
Raise Awareness
Inqmry

Applicant
“ Increase Engagement

Create Excitement

Magellan Promotions 2024
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Flip the hierarchy

Self-fulfillment
needs

Psychological
needs

Belongingness and love needs:
intimate relationships, friends

Abraham Maslow
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The Fourth Turningis
Here and Alphas soon
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The Fourth Turning is Here

NEW YORK TIMES BESTSELLER

JHE
The Fourth Turning is a Crisis S

“A decisive era of secular upheaval,

TURNING

when the values regime propels the
replacement of old civic order with a
new one.”

lS HERE

NE LS OW E

Neil Howe
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American Generational Cycles

1943-1962 1963-1981 1982-2000 1997,2001-2010-?

Millennial Baby Boomers Generation X Millennials Generation Z
ealis eactive ivic aptive
(Idealist) (Reactive) (Civic) (Adaptive)
72 million 62 million 82 million 67 million
Great Power Missionary Lost Gl/Greatest Silent .
Civil War Transcendental Gilded Progressn{e
Revolutionary Awakening Liberty Republican Compromise

Life Course Associates - Neil Howe and William Strauss
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Alphas want to heal and fix

11-04-22 | WORKPLACE EVOLUTION

Generation Alpha is coming. Their

top career choices may surprise you

Hard to believe, but employers will have to make room for workers younger than Gen Z

sooner than they think.

[Photo: Getty Images]

0600

~ MORE LIKE THIS

These are the top skil

as a freelancer

BY SHALENE GUPTA 1 MINUTE READ

Marketers and advertisers still don’t have a great handle on

Gen Z, but never fear: The very forward-thinking have already

moved on. Now, market research firms are studying
Generation Alpha, children born in or after 2010. The Ellie
Sparkles Show, a YouTube show aimed at children, surveyed
1,000 five- to eight-year-olds in the United States and asked
them what they wanted to be when they grew up, proving it’s
never too early to ask children to start thinking about how to
be good capitalists.

o

¥ MORE LIKE THIS
These are the top skills you

need as a freelancer in 2023

Cognitive scientists may have
cuddly

t discovered the mos

y to protect your a:
brain

lebrate MLK and
ee on the same day.

>pi lawmaker wants

that

Here’s what the survey found:

They want to be healers: Generation Alpha has
already figured out that they need to step up and
fix our most broken and burnt-out industries.
According to the survey, 26.2% want to be a doctor
or nurse or a healthcare professional, and 16.5%
want to be teachers. Ah, to be young and fearless
again.

But they can’t resist the siren call of social
media: The fourth most popular career choice
was TikToker/YouTuber/Vlogger (12%).
Meanwhile, 5.6% wanted to be influencers, and
3.3% wanted to be professional gamers.

They make sensible choices: 73% wanted the
ability to choose between working from home and
an office. On average, they wanted five-hour work
days and four day work weeks. Don’t we all?

They have regional distinctions: In New Mexico,
the most popular career choice was spy or
detective. In Kansas, it was professional gamer. In
Iowa, Generation Alpha appears to have reached
enlightenment because they announced they
didn’t want any job at all.

But mostly they want to help others and have
fun: 35% said the most important part of a job
would be helping others, while 28% said it was
having fun (and 10% did admit their top priority
was working with animals.)

Fast Company 2022



https://www.fastcompany.com/90806197/generation-alpha-top-career-choices-post-gen-z

“Tri-purchasing” visiting your campus

Boomer Grandparents + Millennial Parents + Alpha Child/Grandchild
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The State of the
Campus Visit
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My account Become a Member \ Find Solutions

@ December 02, 2024

The Campus Visit Is Changing

W. Kent Barnds considers the implications of students deferring their campus visits until

after they receive offers of admission.

By W. Kent Barnds

0

FREE
Student
Success

=

&

Newsletter
Sign up now

Kirkikis/iStock Editorial/Getty Images Plus 7 R

Higher ed’s
leading news
source

Inside
Higher
Ed

I recently participated in a virtual meeting with about 20 vice presidents
of enroliment from across the country, and all but one were very worried
about campus visit trends. In short, campus visits seem to be decreasing,

and this is creating anxiety for all.

One of my colleagues shared that it seems as though “students no longer

Inside Higher Ed

visit to determine where to apply, but instead apply to determine where to

Az SALES SUMMER SCHOOL



https://www.insidehighered.com/opinion/views/2024/12/02/campus-visit-changing-opinion?utm_source=Inside+Higher+Ed&utm_campaign=723ae9d7ba-AdmissionsInsider_COPY_01&utm_medium=email&utm_term=0_1fcbc04421-723ae9d7ba-236636870&mc_cid=723ae9d7ba&mc_eid=166d3c94c7#

E EC H O D E LTA Capabilities Case Studies Insights Podcast About Contact

w PODCAST

How to Evolve Your Campus
Visitin 2025

A’ﬁf‘ Written by Jarrett Smith « Jan 19,2025 « <1

Higher Ed Marketing Lab FOLLOW SHARE ¢ XE

SUBSCRIBE How to Evolve Your Campus Visit in 2025
Keep ahead of the curve—get R
our latest insights and trends
sent straight to your inbox.
BESA Jan 20, 2025

Email*

jeff@echodelta.co o , A A o
W. Kent Barnds and Jeff Kallay join the show to discuss important behavioral shifts in how

prospective students approach college visits and implications for the year ahead. Along
m the way, they explore why it's time to treat campus visits as yield events, ways to integrate
digital and physical experiences, and the importance of providing more value than

students can find on social media.

Subscribe to the Higher Ed Marketing Lab
g 9 Echo Delta
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https://echodelta.co/insights/evolve-your-campus-visit/

Dead, Dying, or Reviving?

Q “Where are the students?” .‘(r')’_ Esthetic details
Brands are mirrors "Y' Senseof place
. Best fit
@)) “Do you have any questions?” @%] Stage for the manv. meat
Stories champion stats & Y y

middle

@ Give visitors tools to create

Not institution centric e .
their visit experiences
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Key takeaways

e Campus Visits are shifting in the funnel

e Don’t be boring or say the same thing

e Craft a holistic campus visit experience
(online+on campus)

B ecHo DELTA



Where in the funnel are families visiting?

Raise Awareness
Applicant
“ e

v Create Excitement
Magellan Promotions
2 SALES SUMMER SCHOOL




Don't be boring!

Visit Furman How to Apply Request Information Clearly Furman Search Q

YOUR DREAM COLLEGE WITH A VIEW

Get a tour from a current student, speak with an admissions counselor, and experience life as a Paladin. Visiting us in person is the best way
to get a feel for our campus and community!

ON-CAMPUS VISIT VIRTUAL TOUR

Sz SALES SUMMER SCHOOL


https://www.furman.edu/

Don’t be boring!

@FURMAN I

NIVERSITY

Admissions & Aid + Visit Furman

VISIT FURMAN

No matter how or when you visit Furman, you'll notice that there's something different about this campus nestled in the foothills of the Blue Ridge
Mountains. During your time with s, you'll see The Furman Advantage in action, our innovative approach to the liberal arts that prepares students
to leave their mark on the world. And you'll experience our residential campus that's as beautiful as it is welcoming. Are you ready to check out
the top private college in South Carolina?

Admissions & Aid Menu

P Experience Our Gampus

WEEKEND EVENTS ~ GRADUATE STUDIES  VIRTUAL VISITS

We haue so much to Showyou DAILY CAMPUS VISIT HIGHLIGHTS

4 Your visit will include a 30-minute group information session led by an Admissions Counselor, followed by a 90 minute
walking and riding tour of Furman’s campus led by one of our Student Ambassadors.

Enjoy a student-guided tour, hear from a panel of current students and lear more about the admissions process during our
daily campus visits, which are available Monday-Friday.

m 4 During your walking tour, you will experience our academic buildings, Trone Student Center, the Dining Hall and more.

Your riding tour includes the opportunity to see some of our residence options, Physical Activities Center, and more of
our 940 acre campus.

Az SALES SUMMER SCHOOL




Don'’t be boring!

Tcu TEXAS CHRISTIAN UNIVERSITY

Undergraduate Admissions > Visit

We’ve Done More Tours
Than The Rolling Stones.

We can introduce you to our beautiful campus in a number of ways, but the best (and most
popular) is to take a tour in person. Bring a guest or two and some comfy shoes.

(of o]

Visit In Person

Come see our campus and your future as a Horned Frog. You’ll experience a
dynamic tour with a small group led by a student and a 30-minute information
session hosted by an admission counselor. The inviting spirit of our team and
sparkling facilities will only confirm your feeling that TCU is where you’ll want to
spend your college years.

Campus Tours | I Monday at TCU

Az SALES SUMMER SCHOOL




Make their phones friend and ally

Create “Augmented Reality” an online
photo album to share with guests

College/University Admisions Offices & Welcome
Centers History

dmisions Off
A

I .
E-E , 7 , We created a “Sample Album” using

m v Nl R photos from our visit and tour of campus.

Consider using about 20 photos, not video

scanon Tour or audio,
e Support your stories This idea was presented during our
e Change of seasons ideation session.
e Inside buildings
e Behind the scenes Collaborate with Student Ambassadors to
e And more create images they need to expand stories.

Az SALES SUMMER SCHOOL



The State of the
Campus Visit
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Let’s Wrap Up




The Fourth Turning is Here

By Neil Howe

NEW YORK TIMES BESTSELLER

TURNING

[S HERE

NEIL HOWE

Sz SALES SUMMER SCHOOL

Summer Reading List

The Experience Economy

By Joe Pine and Jim Gilmore

EEEEN FETFYFTFTES
« TEXIITIX

w
. COMPETING FOR CUSTOMER /,
® TIME, ATTENTION,

|| AND MOKEY /.

™ Jy
: gv‘uu.l-“
“V

THE
EXPERIENCE
ECONOMY

B. Joseph Pine Il
James H. Gilmore

With a New Preface by the Authors

Be Our Guest

By Disney Institute

REVISED AND UPDATED EDITION

BEQUR
GUEST

Perfecting the Art
of Customer Service

with Theodore Kini



https://www.amazon.com/Fourth-Turning-Here-Seasons-History/dp/1982173734
https://www.amazon.com/Experience-Economy-New-Preface-Authors/dp/1633697975/ref=sr_1_1?crid=2Y4JREJHJY8U2&dib=eyJ2IjoiMSJ9.iUKt98GvfDZOg4E0yCKv47zqg4AiOWa4k0hYlSwP0I7dqSAhM_5OuXEfAOpXKG7ypK0k0u20sBo7SERIDJVWiTm9JSfu6l8nX3Ws9itlpXw.dq9bH3mSM2hF-7_DXa7PqvvqeTJ_2Qzq7E-avCSFBts&dib_tag=se&keywords=the+experience+economy%2C+updated+edition&qid=1750524724&sprefix=the+experience+econ%2Caps%2C143&sr=8-1
https://www.amazon.com/Be-Our-Guest-Perfecting-Institute/dp/1423145844/ref=sr_1_1?crid=1YNTHQTSJVFW&dib=eyJ2IjoiMSJ9.qm2hUK2JQL9j073aBNI0MofACwlePTDf8PA3l2L73Fp1etT1FPN3hl8iZjn37zlm8JViWgNyFg_VQ0H0boTbHf2zya1tFm7ltm1MUEwVWfnKztA3DjdMcE6eVnDq_BJz6zv3HZUtFMAQ2IgHZ7wKqEKER7Bd8wv8F5alGm8HA7LQHdUMK5rhaBxV2NbTBTV6eTB5nMH2h_RAqc1-o6_QpOC3Qb0f6yWNNiG4lmKvjg-VtKUfV8Nv7bwH9PvtZr5eyw5UHMIOB9Cpm_nofVGRwrQHwz59FqMIh-ksrQhhj5A.tTI-nzNoU6jqMIYocycRf2ZUqYaH-k6ooU_1xJ-zxPA&dib_tag=se&keywords=be+our+guest&qid=1750524813&sprefix=be+our+guyest%2Caps%2C156&sr=8-1

Get Connected

Sign up to Echo Delta’s Insights for updates, white papers,
and the Higher Ed Marketing Lab podcasts.

Insights Research Report Podcast
echodelta.co/insights echodelta.co/politics echodelta.co/podcast

Higher Ed Marketing Lab
Echo Delta

ECHO DELTA  ADV | s aesearcn

Education

'CONSULTING i

Insights, Research, ai

News From Our Studig M Listen on Apple Podcasts 7 o)
SUBSCRIBE N s S——
Keep ahead of the curve—get
way 16, 2020
our latest insights and trends Apodisi®) Why Sales Shouldn’t Be a Dirty Word in... ¥
S e - podcast by Studot recrtment can any haganit yousell your nstaton
vvvvv well. Bt because higher edtypicaly avoids he word “sles”
How to Craft Clear Messages that - — iike the plague, admissions counselors miss out on key skils
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prospective students, but consistently executing relevant and
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http://echodelta.co/insights
http://echodelta.co/podcast
https://echodelta.co/politics
http://echodelta.co/insights
https://echodelta.co/politics
http://echodelta.co/podcast

Three Takeaways

01 02 03
Embrace the Fourth Turning Rethink the campus visit Craft a holistic campus visit
enrollment funnel experience

(online + on campus)
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Let’s Talk

JE EcHo DELTA



Meet with Jeff

Connect with Jeff Kallay for further campus visit consulting.

Book a Call Learn about Visit Consulting

echodelta.co/meet-jeff echodelta.co/capabilities/enrollment

-campus-visit-consulting
m jeffkallay
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http://echodelta.co/meet-jeff
http://echodelta.co/capabilities/enrollment-campus-visit-consulting
http://echodelta.co/capabilities/enrollment-campus-visit-consulting
https://www.linkedin.com/in/jeffkallay/

@) LIVE WEBINARS

The State of the Campus Visit —

Dead, Dying or Reviving?
with Jef
For Senior, Seasoned and Starting

= 3 2 SESSIO . S , JULY - 1P
Admissions Professionals il it

Avoiding Dead-End Recruitment
Convos — Ask Better Questions,
| Get Real Answers
N

f'«i LIVE Q&A included with Chris Lewis & Emily Smith




Thank you!




i

ECHO DELTA

3 Higher Education Marketing & Consulting
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