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Meet Me

Michael Koppenheffer

Vice President of Enroll360 
Marketing, Innovation, 

and AI Strategy

mkoppenheffe@eab.com

Follow on LinkedIn

Follow on 
LinkedIn

https://www.eab.com/
http://www.linkedin.com/comm/mynetwork/discovery-see-all?usecase=PEOPLE_FOLLOWS&followMember=michaelkoppenheffer
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Refer to the webinar 
confirmation email you 
received in your inbox. 

Three Reminders About How We’re Using Zoom

Type your question here

Connecting 
to Audio

Asking 
a Question

Brief 
Exit Survey

We’d appreciate your 
feedback on today’s 

presentation.

https://www.eab.com/


Education’s Trusted Partner to 

Help Schools and Students Thrive

Insight-Powered Solutions for Your Top Priorities and Toughest Challenges

Institutional 
Strategy

Future-proof your institution 
by addressing immediate and 

long-term opportunities and threats 

Undergraduate
Marketing and 

Enrollment 

Reach, engage, and enroll future 
classes in a dynamic market with 
demographic headwinds 

Graduate 
Marketing

 and 
Enrollment 

Secure enrollments and 
revenue in an evolving 
graduate, online, and 
adult learner market 

Student 
Success

Support, retain, and 
empower students in 
college and beyond 

Data and 
Analytics 

Improve decision-making and 
accelerate innovation with a modern 

data and analytics infrastructure 

Advancement 

Meet aspirational giving 
goals in an era of competing 

fundraising priorities and 
shifting donor interest

We partner with 2,800+ institutions to accelerate 

progress, deliver results, and enable lasting change.

95%+ of our partners return to us year after 

year because of results we achieve, together.

K12 • Community Colleges • Four-Year Colleges and Universities • Graduate, Professional, and Adult Programs • Employers eab.com

About EAB
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ROADMAP

1
What Hyper-Personalization Means, 
and Why It Matters Now

2 The Four Stages of Hyper-Personalization

3 How to Assess Your Strategy

https://www.eab.com/
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6Hyper-Personalization in Mainstream Marketing

Actual Hyper-Personalized Email Outreach I Received

Assessment of the Execution

• My name isn’t David

• The Royall & Company brand 
was retired in 2019

• I’m pretty sure I’m not allowed 
to sell EAB’s enrollment 
division

• I don’t live in Richmond

Negative

• I’m told Bottom’s Up Pizza is 
actually good!

Positive

https://www.eab.com/
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Type One-Size-Fits-All Personalized Versioned Hyper-Personalized

Example

Dear Student,

We think you’d be a 
great fit at Bear 
University.

Dear Hope,

We think you’d be a 
great fit at Bear 
University.

Dear Hope,

As a Louisiana 
resident, we think 
you’d be a great fit 
at Bear University. 
People love our 
friendly community!

Dear Hope,

Your excellent score in 
AP Latin tells me that 
you could be a great fit 
for the Classics Club at 
Bear University. Plus, 
have you checked out 
our club tennis 
program?

Data 
Elements 
Utilized

None Name Name

State

Gender

Names

Test scores

Majors

Interests

Virtual tour behavior

Bolded text Personal element Variable element

Starting Down the Long Path to Hyper-Personal

Degrees of Marketing Personalization

https://www.eab.com/
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4.07%

50.93%

56.00%

0%

10%

20%

30%

40%

50%

60%

Not Previously Engaged Audiences

Email 1 Email 2 Email 3

Individualized Content Increases Engagement

Lessons From EAB’s Testing

08:56.0 08:58.2 09:00.5

06:07.1 06:18.4
05:57.4

Month 1 Month 2 Month 3

Personalized Non-Personalized

Email Hyper-Personalization Test
(% Increase in Engagement) 

Virtual Tour Personalization Test
(Average Time on Tour) 

https://www.eab.com/
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9How to Personalize Enrollment Marketing at Scale

The Three Components of Hyper-Personalization

Inputs

Comprehensive 
Student Data 

Points

• Demographics

• Academics

• Finances

• Interests

• Psychographics

• Behavior

• Context

Methods

AI-Driven 
Personalization 

Methods

• Multichannel 
Orchestration

• Sentiment Analysis

• Behavioral 
Inference

• Predictive Analysis

• Real-Time 
Adaptation

• Generative AI for 
Content Creation

Outputs

Individualized 
Content

• The right message 
for their priorities

• The right tone for 
their mindset

• Delivered at the 
right moment

• Sent through the 
channel they prefer

https://www.eab.com/


©2025 by EAB. All Rights Reserved. eab.com

©2025 by EAB. All Rights Reserved. eab.com

10Now is the Moment for Hyper-Personalization

Three Factors that Tell us that the Time is Right

1) Personalization in College Recruitment Marketing: The Student's Perspective | EAB

2) Students Pour Their Hearts Into College Admissions. Do Schools Care? | Forbes

93% of students 

say personalized messages 
increase their interest1

64% of students

say college outreach lacks 
personalization2 

AI-powered personalization

is already transforming retail and 
entertainment—higher ed is next

Student preferences

A gap in 
performance

New tools that can 
fill that gap

https://www.eab.com/
https://pages.eab.com/Hyper-Personalization-Insight-Brief-Download.html?x_id=0036R00003o1RLZQA2&utm_source=eabdb&utm_medium=email&utm_campaign=eabdb-personalizedoutreachiplongform-0525&utm_term=&utm_content=header
https://www.forbes.com/sites/vinaybhaskara/2025/02/04/students-pour-their-hearts-into-college-admissions-do-schools-care/
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11Four Stages for Hyper-Personalized Marketing

From Manual Personalization to Predictive Hyper-Personalization

Stage 4 
Predictive

Stage 3 
Dynamic

Stage 2 
Responsive

Stage 1 
Scalable

Baseline
Manual

What defines these stages?

Each stage is defined by a 
combination of the: 

1. types of data collected

2. the systems and logic used 
to act on those data 

3. the level of personalization 
and orchestration enabled 
across channels

https://www.eab.com/
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A Glimpse at the Data Dictionary Underpinning Our Longterm Strategy

https://www.eab.com/
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Key Data 
Categories

1 Demographics 2 Academics

3 Engagement 
Signals

4 Interests & 
Preferences

5 Environment 
& Context

6 Finances

7 Psychographics

The Types of Data Powering Hyper-Personalization

https://www.eab.com/
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ROADMAP

1 What Hyper-Personalization Means, 
and Why It Matters Now

2
The Four Stages of 
Hyper-Personalization

3 How to Assess Your Strategy

https://www.eab.com/
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Stage 1: Scalable

I got an email that mentioned 

my intended major, highlighted 

outcomes for students from my 

home state, and invited me to a 

virtual event for pre-health 

majors. It felt like they actually 

knew something about me—not 

just that I existed.

https://www.eab.com/
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First two paragraphs 
varied based on academic 
interest (biology in this 
case)

Honors College content 
provided to students in 
highest GPA band

Visit appeals – in-person 
and virtual – tailored to 
student’s distance from 
campus

First two paragraphs 
varied based on academic 
interest (biology in this 
case)

Highly Personal “I heard…” Email

Scalable

https://www.eab.com/
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Scalable

Stage 1 Capabilities

Hyper-Personalization Begins with Key Student Attributes and Preferences

New Capability How It Lands with Students

Trait-Driven Content 
Blocks

“Instead of a generic email, I got one that 
called out my intended major and shared 
outcomes from students in my region.”

Improved Segmentation 
and Journey Logic

“When I indicated I was test-optional, they 
didn’t send me test prep resources. Instead, 
they focused on essays and timelines.”

https://www.eab.com/
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Scalable

Which Data Points Power Stage 1?

Commonly Available Student Traits, Currently Underused in Messaging

1) Data requirement reflects the extent to which each category 
must be available and usable to support hyper-personalization 
at this stage: empty = not needed, full = essential.

Data Pillars Data Required1 Essential Data Points

Demographics 3 Gender, race, first-gen

Academics 2 GPA, test scores

Engagement Signals 1 Funnel status

Interests & Preferences 1 Intended major, career interest

Environment & Context 1 State, region

Finances 0 NA

Psychographics 0 NA

https://www.eab.com/
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Scalable

What Infrastructure and Tools Are Needed?

Even Basic Personalization Needs a Foundation in Order to Scale

Systems You’ll Need

• Marketing-capable CRM 

• Integrated marketing 
automation system

Tools to Make it Work

• Generative AI

• Variable content blocks

https://www.eab.com/
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A Clear Improvement Over the Current Baseline

Personalization is driven by a 
few key traits (e.g., major, 
GPA, and geography). 

Messaging is highly 
segmented, with AI helping 
scale content variation.

Stage 4 
Predictive

Stage 3 
Dynamic

Stage 2 
Responsive

Stage 1 
Scalable

Baseline
Manual

https://www.eab.com/
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Stage 2: Responsive

After I said I preferred a small 

school, their next email talked 

about community and student 

support, not rankings or 

prestige. The web page it linked 

also showed outcomes for 

students in my program, and it 

even mentioned events near 

my hometown!

https://www.eab.com/
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22Going From Static Traits to Smart Inputs

PersonalizedDefault

Responsive

https://www.eab.com/
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PersonalizedDefault

Image also tailored 
to the student’s 
field of interest

Responsive

https://www.eab.com/
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Responsive

Stage 2 Capabilities

Messaging Gets Smarter with Student Input

New Capability How It Lands with Students

Responsive Messaging
“After I said I preferred a small school, the next 
email focused on community, not just rankings.”

Dynamic Landing Pages
“Instead of a generic page, I landed on one showing 
outcomes for students in the exact program I’d been 
researching.”

Smart Form Optimization
“They didn’t ask me the same questions again and 
again. It felt like the school remembered me.”

Early Multichannel 
Coordination

“When I said I preferred quick updates, they started 
using text for nudges and email for detailed info.”

https://www.eab.com/
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Responsive

Which Data Points Power Stage 2?

Form Inputs, Preferences, and Declared Goals

1) Data requirement reflects the extent to which each category 
must be available and usable to support hyper-personalization 
at this stage: empty = not needed, full = essential.

Data Pillars
Data 

Required1 Essential Data Points

Demographics 3 Gender (preferred), race/ethnicity, first-gen

Academics 2 GPA, test scores

Engagement Signals 1 Funnel status, preferred communication channels

Interests & Preferences 3
Intended major, campus preferences, learning 

style, etc.

Environment & Context 2 State, region, address, distance from campus, etc.

Finances 1 FAFSA status, family income

Psychographics 1
Obstacles, educational goals, willingness to travel 

for school

https://www.eab.com/
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Responsive

What Infrastructure and Tools Are Needed?

Turning Input Signals into Personalized Journeys

• Marketing-capable CRM 

• Integrated marketing 
automation system

• Integrated form platform

• Dynamic landing pages

• Generative AI

• Variable content blocks

• Smart forms

• Input-based branching

Systems You’ll Need Tools to Make it Work

https://www.eab.com/
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A Clear Improvement Over Stage 1

Conditional logic enables 
branching messages across 
channels. 

Smart forms, along with more 
data points, drive variation 
and routing.

Stage 4 
Predictive

Stage 3 
Dynamic

Stage 2 
Responsive

Stage 1 
Scalable

Baseline
Manual

https://www.eab.com/


©2025 by EAB. All Rights Reserved. eab.com

©2025 by EAB. All Rights Reserved. eab.com

28

Stage 3: Dynamic

I hadn’t responded to anything 

in a few weeks while I was 

looking into how much I can 

afford. Then I got a text about 

financial aid and an email 

showing a cost breakdown for 

my program. I never said I was 

worried about money, but it 

was exactly what I needed.

https://www.eab.com/
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Dynamic

When Outreach Responds to Behavior

Default Test

Relevant content 
more likely to 
resonate with 

students based on 
interests

https://www.eab.com/
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Dynamic

Stage 3 Capabilities

Messaging That Continually Adapts to Student Engagement

New Capability How It Lands with Students

Behavior-Shaped Content
“When I kept looking at scholarship info but didn’t 
apply, they focused messaging on affordability tips, 
not just deadlines.”

Dynamic Segmentation
“Because I downloaded a nursing program guide, I 
started receiving nursing-specific events and 
deadlines instead of general messages.”

Timing & Channel 
Adaptation

“I usually look at schools late in the afternoon on my 
phone—and they started texting me links around 4 
p.m. with more info. It actually fit my rhythm.”

Engagement-Based 
Prioritization

“A counselor reached out right after I checked out 
their virtual tour—it felt like they were ready for 
me.”

Early Stealth Detection
“Before I ever filled out a form, their site started 
showing stories from students in the exact major I’d 
been researching.”

https://www.eab.com/
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Dynamic

Which Data Points Power Stage 3?

Behavioral Data That’s Captured, Integrated, and Actionable

1) Data requirement reflects the extent to which each category 
must be available and usable to support hyper-personalization 
at this stage: empty = not needed, full = essential.

Data Pillars
Data 

Required1 Essential Data Points

Demographics 3 Gender (preferred), race/ethnicity, first-gen

Academics 2 GPA, test scores

Engagement Signals 1
Web behavior, unknown audience activity, visits, 
events, funnel status, preferred channels, etc.

Interests & Preferences 3
Interest level, intended major, campus 

preferences, learning style, etc.

Environment & Context 2 State, region, address, distance from campus, etc.

Finances 1
Loans, awards, grants, work-study, unmet need, 

FAFSA status, family income

Psychographics 1
Cost sensitivity, engagement, preparedness, 

obstacles, goals, willingness to travel

https://www.eab.com/
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Dynamic

What Infrastructure and Tools Are Needed?

Engagement Signals Must Be Derived from Multitudes of Data 

Integrated Systems 
You’ll Need

• Marketing-capable CRM 

• Integrated marketing 
automation system

• Integrated form platform

• Dynamic landing pages

• Multitudes of web 
behavioral tracking

• Campaign platform with 
adaptive sequencing

Tools Need to Make it 
All Work

• Generative AI

• Variable content blocks

• Smart forms

• Input-based branching

• Engagement score models

• Behavioral triggers

https://www.eab.com/
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A Clear Improvement Over Stage 2

Behavior data shape content, 
timing, and message flow. 

Journeys adapt as students 
engage. AI begins scoring and 
triggering actions.

Stage 4 
Predictive

Stage 3 
Dynamic

Stage 2 
Responsive

Stage 1 
Scalable

Baseline
Manual

https://www.eab.com/


©2025 by EAB. All Rights Reserved. eab.com

©2025 by EAB. All Rights Reserved. eab.com

34

Stage 4: Predictive

I kept clicking around their site 

late at night. Mostly on student 

life stuff. Then I got a text the 

next evening about a virtual 

tour and an email that was way 

more casual than the others. 

That was something I actually 

wanted to reply to.

Predictive and Seamless

https://www.eab.com/
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Your future in 
engineering at 
[School] email

(doesn’t click)

Scholarships for 
engineers guide 
responsive SMS

(doesn’t click)

AI-enabled search 
on .edu previews 
dorm tour stop

(searches, clicks)

Personal outreach 
from student about 

residential life

(clicks to chat)

Suggested URL to 
apply for financial aid

(visits, doesn’t finish)

SMS nudge to 
complete process

(asks questions, finishes)

Financial aid estimates 
and personalized next 
steps to apply checklist 

(opens, clicks, applies)

Continues with 
responsive 
topics on 
preferred 

channels until 
Alex shows up 

on campus

Voice chat answers 
questions about 
dorms and cost

(chats for 3 minutes)

Predictive

A Campaign Just for Alex

Seamless Ecosystem Integration in Action

https://www.eab.com/
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Predictive

Stage 4 Capabilities

Prediction and Omni-Channel Orchestration

New Capability How It Lands with Students

Predictive Targeting
“They sent me an affordability planner right as I was 
starting to question if I could make it work.”

Truly Individualized 
Messages

“Every message felt like it came from someone who 
actually knew me—what I care about, how I think, 
even when I needed it.”

Cross-Channel 
Orchestration

“They didn’t just repeat themselves on every 
channel. Each touchpoint added something new—
like it was all part of one conversation.”

Real-Time Web 
Adaptation

“When I searched their site again, the layout was 
different—it actually prioritized the pages I kept 
going back to.”

Mature Stealth Detection
“I never gave them my name, but every time I came 
back, the experience picked up where I left off—like 
the site remembered me.”

https://www.eab.com/
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Predictive

Which Data Points Power Stage 4?

Holistic, Integrated Data Fuels Predictive Algorithms

1) Data requirement reflects the extent to which each category 
must be available and usable to support hyper-personalization 
at this stage: empty = not needed, full = essential.

Data Pillars
Data 

Required1 Essential Data Points

Demographics 4 Religion, disability, accommodation, first-gen, etc.

Academics 4 Class rank, subject-specific GPA, course rigor, etc.

Engagement Signals 4
Seasonality, time of day/week, other web 

behavior, unknown audience activity, visits, etc.

Interests & Preferences 4 Interest level, major, campus type, modality, etc.

Environment & Context 4
High school traits (e.g., graduation rate), locale 

traits (e.g., local demographics, local politics), etc.

Finances 4
Scholarships, loan, grant, merit eligibility/awards, 

income, work-study, unmet need, FAFSA, etc.

Psychographics 4
Sentiment, values, cost sensitivity, engagement, 

preparedness, obstacles, goals, etc.

https://www.eab.com/
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Predictive

What Infrastructure and Tools Are Needed?

Fully Integrated Systems + Predictive Tools

Integrated Systems 
You’ll Need

• Marketing-capable CRM 

• Integrated marketing 
automation system

• Integrated form platform

• Dynamic landing pages

• Integrated web behavioral 
tracking

• Campaign platform with 
adaptive sequencing

• Unified data environment

• AI-enabled orchestration 
platform

Tools Need to Make it 
All Work

• Generative AI

• Variable content blocks

• Smart forms

• Input-based branching

• Engagement score models

• Behavioral triggers

• Predictive models

• Continually-updated 
student profiles

• Autonomous journey logic

https://www.eab.com/
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39Stage 4: Summary Assessment

The Culmination of Hyper-Personalization

AI predicts what students 
need, and when. Messaging 
tone, timing, and channel are 
optimized continuously across 
an orchestrated experience.

Stage 4 
Predictive

Stage 3 
Dynamic

Stage 2 
Responsive

Stage 1 
Scalable

Baseline
Manual

https://www.eab.com/
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ROADMAP

1 What Hyper-Personalization Means, 
and Why It Matters Now

2 The Four Stages of Hyper-Personalization

3 How to Assess Your Strategy

https://www.eab.com/
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41What Comes Next?

Use Our Readiness Checks to Assess Your Strategy

https://www.eab.com/
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42An Upcoming Insight Paper on Today’s Topic

This Session Consists of Highlights from a More Extensive Resource

https://www.eab.com/
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Before We Close, Two Quick Poll Questions

1 Please let us know the topics you would 
like to speak further about

2 Please rate the overall value of this session

https://www.eab.com/
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44Please Complete Our 1-Min Post-Webinar Survey

Request a copy of today’s presentation 

Subscribe to our Enrollment Blog 

Request a copy of the upcoming insight paper

Provide feedback on today’s webinar

https://www.eab.com/


202-747-1000 | eab.com

@eab @WeAreEAB@eab_ @eab.life

EAB Contact Info
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