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Legal Caveat

EAB Global, Inc. ("EAB") has made efforts to verify the accuracy
of the information it provides to partners. This report relies on
data obtained from many sources, however, and EAB cannot
guarantee the accuracy of the information provided or any
analysis based thereon. In addition, neither EAB nor any of

its affiliates (each, an "EAB Organization”) is in the business

of giving legal, accounting, or other professional advice, and
its reports should not be construed as professional advice. In
particular, partners should not rely on any legal commentary

in this report as a basis for action, or assume that any tactics
described herein would be permitted by applicable law or
appropriate for a given partner’s situation. Partners are advised
to consult with appropriate professionals concerning legal, tax,
or accounting issues, before implementing any of these tactics.
No EAB Organization or any of its respective officers, directors,
employees, or agents shall be liable for any claims, liabilities, or
expenses relating to (a) any errors or omissions in this report,
whether caused by any EAB Organization, or any of their
respective employees or agents, or sources or other third parties,
(b) any recommendation by any EAB Organization, or (c) failure
of partner and its employees and agents to abide by the terms
set forth herein.

EAB is a registered trademark of EAB Global, Inc. in the United
States and other countries. Partners are not permitted to use
these trademarks, or any other trademark, product name,
service name, trade name, and logo of any EAB Organization
without prior written consent of EAB. Other trademarks,
product names, service names, trade names, and logos used
within these pages are the property of their respective holders.
Use of other company trademarks, product names, service
names, trade names, and logos or images of the same does not
necessarily constitute (a) an endorsement by such company

of an EAB Organization and its products and services, or (b) an
endorsement of the company or its products or services by an
EAB Organization. No EAB Organization is affiliated with any
such company.

IMPORTANT: Please read the following.

EAB has prepared this report for the exclusive use of its partners.
Each partner acknowledges and agrees that this report and the
information contained herein (collectively, the "Report”) are
confidential and proprietary to EAB. By accepting delivery of
this Report, each partner agrees to abide by the terms as stated
herein, including the following:

1. Allright, title, and interest in and to this Report is owned by an
EAB Organization. Except as stated herein, no right, license,
permission, or interest of any kind in this Report is intended
to be given, transferred to, or acquired by a partner. Each
partner is authorized to use this Report only to the extent
expressly authorized herein

2. Each partner shall not sell, license, republish, distribute, or
post online or otherwise this Report, in part or in whole. Each
partner shall not disseminate or permit the use of, and shall
take reasonable precautions to prevent such dissemination
or use of, this Report by (a) any of its employees and agents
(except as stated below), or (b) any third party.

3. Each partner may make this Report available solely to
those of its employees and agents who (a) are registered
for the workshop or program of which this Report is a part,
(b) require access to this Report in order to learn from the
information described herein, and (c) agree not to disclose
this Report to other employees or agents or any third party.
Each partner shall use, and shall ensure that its employees
and agents use, this Report for its internal use only. Each
partner may make a limited number of copies, solely as
adequate for use by its employees and agents in accordance
with the terms herein

4. Each partner shall not remove from this Report any
confidential markings, copyright notices, and/or other similar
indicia herein.

5. Each partner is responsible for any breach of its obligations as
stated herein by any of its employees or agents.

6. Ifa partneris unwilling to abide by any of the foregoing
obligations, then such partner shall promptly return this
Report and all copies thereof to EAB.
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Students want more personal interactions
while enrolling at community colleges

Students are requesting help through
labor-intensive means

Students want answers faster than colleges
provide them

Many community college students are one
obstacle away from opting out entirely

Many new students feel uncertain about choosing
a major and how it connects to future careers

Onboarding efforts overserve some students
and under-serve others



Overview

Community colleges help students build better futures, but the recruitment and
onboarding process is often too complicated, creating barriers before students
even arrive on campus. Prospective students may find themselves wondering what
to do next, waiting for responses that never come, or overwhelmed by what it takes
to start their college journey. These problems persist because staff are stretched
too thin, juggling manual tasks and fragmented workflows that leave little time for
the personal engagement many students need.

As a result, prospective students can easily fall through the cracks during
admissions and onboarding, despite the time and energy staff invest in recruiting
them. More importantly, these missed connections can derail students from
reaching their personal and career goals. When that happens, both colleges and
students may not see the results they worked so hard to achieve.

Disconnected Recruitment and Retention Efforts Leave Students Behind

Retained

. Completed
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cause data loss the cracks and why
from application
Inefficient. manual to enropllpment x Staff lack the capacity to support students
processes 'lead to with increasingly complex and varied needs
) " Confusing
missed opportunities X onboarding process I Unclear pathways and uncoordinated
and poor prospect places burden on support offices disrupt student progress
experience student to navigate
Ineffective SEM plan unclear steps, with
offers ambitious goals no point of contact

without tangible
recruitment strategies

Students are lost at each stage of the funnel, dragging down
key outcomes from enrollment to retention to completion

This challenge of fixing leaks in the onboarding pipeline is more urgent than

ever as community colleges face both immediate and long-term pressures on
enrollment. In the near term, fewer high school graduates are choosing to attend
college. Only 63% of recent graduates enrolled in college, down from 66% in 2019,
signaling growing disengagement with higher education and a shrinking pool of
prospective students.
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Looking further ahead, the future student base is narrowing even more. Most U.S.
counties are seeing declines in young children,? raising concerns about the future
college-going population. Fifty-eight percent of counties have experienced a drop in
their under-five population in 2023, and since 2020, two-thirds of all counties in the
United States have seen similar declines.

Complicating that thinning enrollment pipeline is competition with other higher
education providers. Prospective community college students now submit applications
to as many as five colleges,* which means they are actively shopping around for the
right fit, best value, and strongest overall student experience. Many are also questioning
whether college is worth the cost at all,* making the work of admissions teams even
more important. This growing competition and declining trust means that community
colleges must work harder to demonstrate their value and ensure that once students
show interest, the path to starting and staying enrolled is clear and supportive.

It might be easy to look at this problem and
think the solution is simply to hire more

recruitment and admissions staff. But for many
community colleges, that's not realistic—and it
doesn't fully address the root issue.

It's clear that staff are leaving. Voluntary turnover in higher education reached its highest
level during the 2022-23 academic year.> And too often it's because they are exhausted
by manual, repetitive tasks such as sending emails, answering phone calls, and pulling
reports, which takes time away from what they want to do most: Build relationships
with students. To improve the student experience, we also need to focus on the staff
experience. That starts with giving them the tools they need to succeed.

At EAB, we often ask the community colleges that we work with: If your recruitment
and admissions teams had more time, where would you invest it? To best answer that
question, we first need to understand what students are experiencing, what they expect
from their college, and what challenges are most likely to throw them off track.

To better understand the student perspective on the admissions and onboarding
process, EAB surveyed 1,000 community college students. Students were asked to share
their expectations of college staff, the barriers they faced when enrolling, and which

of those barriers threatened to throw them off track. Community colleges can use this
data to think about where they can invest more human capital and where they can use
technology and Al to build more capacity.

Break Through The Enrollment Bottleneck 5



What is holding admissions teams back?

Community colleges today face a challenging combination of rising staff strain,
changing student expectations, and shrinking recruitment pools. Today's learners
expect more personalized support and faster responses than many colleges are
equipped to deliver. What makes this moment unique is the scale of these pressures,
with applicant-to-admissions staff ratios sometimes exceeding 1,000:1, making it urgent
for colleges to rethink how they manage and support the enrollment process.

Here's what's draining staff capacity and taking time away from building student relationships:

Application and Inquiry Volume

Despite a national decline in overall interest in college, many community colleges are
receiving more applications and inquiries than they can manage, especially in states
with free college programs or other initiatives driving up demand. Even at colleges
where prospective student interest has remained flat or declined, the volume still
exceeds what small admissions teams can realistically respond to. Limited staff are
often managing hundreds or even thousands of incoming prospects.

Increased Expectations for Personalization and Speed

Students expect fast, relevant communication. Gen Z, with an average attention
span of eight seconds,® has grown up with tailored digital content and is less likely
to engage with generic or delayed outreach.

Institutional Uncertainty

Concerns about the future of higher education, shrinking state funding
resources, and high turnover of executive leadership’ can slow down institutional
responsiveness to enrollment challenges.

Widespread Staff Fatigue

Admissions and recruitment teams are overextended and burdened by off-campus
events in addition to their administrative responsibilities. Many institutions are
seeing increased turnover, particularly among part-time staff, who decreased by
8% nationally in 2024 according to CUPA-HR.8 At community colleges, cost-saving
efforts often rely on part-time roles, but high turnover means remaining staff are
left to absorb the extra workload.

Students Are Struggling with Readiness

Academically and socially underprepared students may feel overwhelmed by the
enrollment process. In one recent survey, 48%° of respondents reported heightened
anxiety, nervousness, or stress about planning for college. This puts increased stress on
admissions teams, who need capacity to work with nervous students.
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Why do prospective students fall through the cracks?

Even students who are eager to enroll in college often face a series of avoidable
roadblocks, some of which stem from lack of staff capacity. From delayed
communication to unclear next steps, these friction points create confusion and
frustration, leading some students to abandon the process altogether. By identifying
the common breakdowns, colleges can better understand where intervention or
automation is most needed.

Here are common prospective student friction points that community colleges and
students report:

Students cannot reach staff during off-hours

Many prospective students are working, parenting, or attending high school during
business hours. If they need help in the evening or on weekends, they often hit a
wall, which delays decision-making and derails their enrollment momentum.

Students are bounced from office to office

Without coordinated systems, students are frequently passed between admissions,
advising, and financial aid with little continuity or context. Each handoff increases
the chance that a student gets lost in the shuffle or receives conflicting guidance.

Students must repeat their stories

As students connect with new staff members, they often have to re-explain their
backgrounds, goals, and challenges. This necessary repetition of information can be
exhausting for students and can make them feel like they are wasting time instead of
making progress.

It is unclear which steps to take and in what order

Students are often left guessing about how to move forward—what form to submit,
when to register, or which office to contact next. Without a clear, step-by-step
roadmap, many stall out before they ever step on campus.

Students face long wait times to access help

Whether trying to speak with an advisor or get a question answered about financial
aid, wait times for appointments can stretch into days or weeks. These delays can
lead students to make the wrong decisions or simply give up.

Multiple student types face different hurdles

Returning students, transfer students, and first time in college (FTIC) students all
enter through different pathways but encounter similar confusion. Without systems
that recognize and support their unique needs, they may end up on the wrong
onboarding pathway.

Break Through The Enrollment Bottleneck
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Community college students become tangled in a web of enrollment steps that
are rarely linear:

pply to Accepted Advising Testing

college center center
Parking
services

Orientation
. . Bookstore
Financial
Aid
Registrar Payment First Day

center of class

These examples highlight just a few of the reasons why students often feel frustrated
during the enrollment process. This paper outlines six key challenges identified by 1,000
community college students based on their admissions and onboarding experiences.

It also explores how technology and Al can help make the process more personalized,
more human, and more efficient for both students and staff.

Ready to address gaps in your
recruitment and onboarding process?

@ Explore EAB’'s new Navigate360 Advantage
for Community Colleges



https://eab.com/solutions/navigate360-advantage-for-community-colleges/

Six challenges students
face during admissions
and onboarding:

1 Students want more personal interactions
while enrolling at community colleges

Students are requesting help through
labor-intensive means

Students want answers faster than colleges
provide them

Many community college students are one
obstacle away from opting out entirely

Many new students feel uncertain about choosing
a major and how it connects to future careers

Onboarding efforts overserve some students
and under-serve others
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Students want more personal

interactions while enrolling
at community college

Across the onboarding process, How important was it to you to have personal
students are clear about one interactions with college staff when you first enrolled?
thing: They want meaningful, N=1,001

personal interactions with
admissions and enrollment
staff. When asked directly,
nearly three-quarters (73%) of
students said having personal
interaction while navigating
enrollment was either
extremely important (38%) or
very important (35%).

5% | Slightly important

4% | Not at all important
B 37% | Extremely important
B 35% | Very Important

[l 19% | Moderately Important

Which of the following did you do before applying to your college? (Select all that apply.)
N= 1,001

Did research on the
college's website 34%

Toured the college

Spoke with my high school

guidance counselor Face-to-face

Spoke with a college recruiter or interactions

a member of the admissions staff
. Tech-enabled
Attended an online interactions

information session

Requested information from
the school (Email, RFI, etc)

Attended an information
session at my high school

This expectation shows up not just in what students say but also in what they do. Many
choose human-centered ways to get the help they need. Before applying to their college,
23% attended an on-campus information session, 27% toured the college, and 21%
attended an information session at their high school.

The preference for face-to-face connection stands out. For example, more than half (55%)
said the level of interaction at open houses felt just right, while nearly one in five (19%)
wished they'd had more opportunities to connect with staff on campus.

Taken together, these insights show that community colleges need to create more time
for personal connections, which likely means reducing the time spent on time-consuming
and repetitive tasks that keep staff behind a desk instead of engaging directly with students.



Students are requesting help
through labor-intensive means

One reason staff may be stuck behind their desks is that, in addition to engaging

with students at events, they often must respond to information requests through
time-consuming methods such as email and phone calls, mainly because these are the
primary options students are given.

Of students who said they requested information before applying, half of students
(51%) said they completed an online interest form, 45% emailed the college, and
36% called the college. All of these intake methods can take significant bandwidth
for staff to manage, especially emails and phone calls.

How did you request information from your college before applying? (Select all that apply.)
N= 247

51%

Completed Emailed the Talked to a college  Asked my high Called the Through a
an online college admissions school guidance college chatbot/live chat
interest form representative counselor
in person

In contrast, only 28% used a chatbot or live chat option, indicating that many colleges
either don't offer robust self-service tools or students aren’t aware they exist. This reliance
on manual channels places strain on already overextended enrollment staff, who must
manage overflowing inboxes, phone calls, and one-on-one conversations to answer
questions that could often be resolved more efficiently through Al-powered tools.

As an example, EAB’s Al Knowledge Agent offers students

24/7, multilingual support through a conversational € Ak Woodtey
interface that mimics a live chat experience. It not only @ Hey thre What can we
answers frequently asked questions about topics such

as admissions, financial aid, and registration but also o
takes action, helping students schedule appointments, (2X Beth Atten. Email her at

. . . ballen@woodley.edu or
look up their advisor, access key forms, or even receive schedule an

appointment at this ink
personalized next steps based on where they are in the

enrollment process. The tool is designed to recognize
intent, respond in a student-friendly tone, and escalate
more complex issues to a human when needed, ensuring
students feel supported any time they reach out.

Break Through The Enrollment Bottleneck 11



Students want answers faster
than colleges provide them

When we look at the ways in which students are communicating with colleges, it's easy
to understand how admissions and recruitment staff could experience backlogs in their
duties. Our survey shows that response times to questions don't meet expectations for

many students, and that gap can weaken trust and slow momentum during onboarding.

When asked how long it took to hear back when they first requested information, more
than a third of students (35%) said they received a response within three days, but 27%
waited over a week, and 7% said they never heard back at all. Yet when asked how
quickly they expected a college to reply if they had a question about the enrollment
process, the expectations were clear and far more immediate: 17% said they expected
a response immediately, 27% wanted one within a few hours, and 29% expected an
answer within 24 hours.

Altogether, nearly three-quarters of students (73%) expected a response within a
day—far faster than what many colleges are delivering.

How long after the first time you If you have a question about the
requested information from your enrollment process, how quickly do
college did you receive a response? you expect your college to respond?
N= 1,001 N= 1,001
Within .
a day Immediately
Within ° Within a o
35% 27%
three days few hours
More than Within 29%
a week a day
| never received Within
follow-up three days
I don't Within
remember a week

73% of prospective students expect follow-up within a day,
but only 21% are receiving it

When students do not receive timely responses, especially during key decision-making
moments, they can feel ignored or anxious at a time when they need clarity to move
forward. Colleges can close this response gap by using Al-driven tools to deliver faster and
more consistent communication. For example, Navigate360’s Content Creation Agent
can generate personalized emails in seconds, helping staff respond quickly and effectively.
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CASE STUDY

Coordinating Student Engagement
Across Recruitment and Retention at
Central Virginia Community College

Central Virginia Community College uses Navigate360 to transform how
they track prospects and current students, conduct outreach, manage
onboarding, and support progress toward completion. By moving from a
manual, makeshift system to an integrated, automated workflow, CVCC staff
dramatically expanded their reach—managing up to 1,000 prospects in the
time it once took to handle just 5. Thanks to Navigate360’'s automation,
the manual processing time for advisor assignments was also cut in half.

As a result, CVCC achieved a 56% yield from inquiry to application and a
30% yield from inquiry to enrollment and generated $8.8 million in tuition
revenue from 1,680 enrolled students in the first two years. They also saw a
25% increase in likelihood to enroll when an inquiry was submitted through
the new system and improved student retention, responsiveness, and
advisor efficiency through proactive messaging and automation.

56% 30% $8.8M 25%

yield from inquiry yield from inquiry generated in increase in
to application to enrollment tuition revenue likelihood to enroll

PrAS SR N

Central Virginia
COMMUNITY COLLEGE

Break Through The Enrollment Bottleneck
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Many community college

students are one obstacle away
from opting out entirely

Many community college prospects are on the edge of opting out of community
college entirely—and the reasons they hesitate reveal how fragile the enrollment
process can feel for them. More than half of students surveyed (56%) said they
considered not attending community college at all.

When asked why, their reasons highlight a mix of financial strain, confusion, and a lack
of personal connection that together can push students away before they even begin.
About one in four (24%) said they were frustrated by the enrollment process itself,

while 14% said no one followed up with their questions, and 13% didn't know whom to
contact for help. Uncertainty about choosing a major (24%) and concerns about how to
pay for college (19%) were also significant barriers, alongside personal responsibilities:
23% cited work or family obligations and 21% needed to focus on their mental health.
Also of concern is the fact that nearly 18% said they simply didn't feel like they would
belong in college at all.

Why did you consider not attending? (Select all that apply.)

N= 562
| wasn't sure what | 24%
wanted to major in °
| was unsure how | o
would pay for college 23%
| have work or o
family responsibilities 23%
| wasn't sure if college would 22%
help me reach my goals °
| need to focus on o
my mental health 22%
| was frustrated by the 22%

enrollment process

| didn't think |
could afford it

| didn't feel like | would
belong in college

20%

18%

No one followed up

with my questions 14%

| didnt know whom
to contact for help

13%

These numbers make it clear that every step of the onboarding journey must be as
simple, supportive, and responsive as possible. If colleges want to keep students from
slipping away, they must address these stress points with clear guidance, proactive
outreach, and tools that make help feel immediate and personal.



CASE STUDY

Eliminating Barriers to Onboarding
at Germanna Community College

Germanna Community College improved its onboarding and academic
planning process by implementing EAB’s Navigate360. Previously,
students were confused by a disjointed onboarding experience and
lacked long-term academic guidance. Now, all applicants receive an
onboarding checklist through Navigate360, and academic planning
is embedded in the freshman orientation course.

As a result, the college saw a 14.5% increase in applicant-to-enrollee
conversion. Students with academic plans in Navigate360 enroll in 3.4
more credit hours per semester on average and are 12.7 percentage
points more likely to persist.

14.5% 3.4 12.7

increase in applicant-to- more credit hours per percentage points
enrollee conversion semester per student more likely to persist

GEMANNA

COMMUNITY COLLEGE

Break Through The Enrollment Bottleneck
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Many new students feel uncertain

about choosing a major and how
it connects to future careers

Many community college students arrive unsure about what to study or how it
connects to their career goals, and they want more help figuring it out during
onboarding. Nearly one in four students (24%) who considered not enrolling
said they didn't know what they wanted to major in, and 23% named choosing a
program or major as one of the most confusing parts of the enrollment process.
About one in five students (21%) also felt they didn't get enough support when
selecting a major or talking through their career goals.

Students who feel like they are in the right major and that it connects to their long-

Apps

term goals are more likely to persist.° In today’s social and political climate, where
there are growing doubts about the value of college, it's unsurprising that students
want to “get it right” when it comes to their major.

Al tools can help bridge this gap by / \
guiding students through interest and < i et
skills assessments, suggesting career Ex— "
pathways, and matching those pathways H o Il
to the programs the college offers. Smart g
self-service tools like those available S

in the Navigate360 student app can )

recommend courses and programs that

align with a student’s goals—freeing advisors

Career Tools (1 A

Academics (4) A
to spend more time on deeper, one-on- ‘
one conversations that help students feel = O @ » 26
confident they're on the right track. e e

®@0© @0
&

All (16) v

\\G}D@EEE@//



https://eab.com/resources/blog/student-success-blog/students-career-support-earlier/
https://eab.com/resources/blog/student-success-blog/students-career-support-earlier/
https://eab.com/resources/blog/student-success-blog/students-career-support-earlier/

Onboarding efforts ' |

overserve some students
and under-serve others .

Every student is different and needs a different level of guidance during the
onboarding process. Some students can navigate the process on their own, while
others may need step-by-step support. When we treat all students the same

way, providing identical communications, instructions, and nudges, we miss
opportunities to engage more deeply with students who need extra help and end
up misallocating time to those who are managing well with minimal support.

Our research shows that one in five students felt they needed more support during
key enrollment milestones such as advising, placement testing, and completing
the FAFSA, while another roughly one in five felt they received too much help with
these tasks.

How would you rank the amount of personalized support you received during
each one of these interactions when you first enrolled at the college?

N= 1,001

Attending new

student orientation | 26% . S T
Understanding my o
payment options | 21% 2%
cialaid forme T T T
financial aid forms 21% 22% Support
Building 3 o The Right Amount
my scheauie | 28% NN T W o
lacement test |1 21% ST g oo Much
Support
T rear gonls 117203 ] 2% |
career goals 20% 22%

Attending an

open house | 19% NS

0% 50% 100%

The challenge, then, is how we can strike a better balance between students who
need more from us and students who need less. Some students may feel overwhelmed
by excessive outreach, while others are falling through the cracks because they need more
help than they're getting. For example, one student might need only a quick text message
or brief check-in, while another might benefit from a longer, in-depth conversation.

By offering self-service options such as Al-enabled chat agents and automated messaging
for students who need minimal guidance, colleges can free up staff time to focus on
students who require more personal assistance. In this way, support can be reallocated to
reach students who need it most.

Break Through The Enrollment Bottleneck 17
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How can a recruitment CRM with built-in Al increase
the capacity of recruiting and admissions staff?

A purpose-built CRM powered by Al can increase the capacity of community
college admissions staff by automating repetitive tasks such as sending reminders,
helping to draft communications, and answering frequently asked questions through
chat agents. The hours saved by using Al and enrollment management support
tools not only can help meet students’ expectations for speed and personalization
but also can free up time for what they value most: personal interactions.

Appointment Campaigns

Navigate360 Recruitment Success, part of EAB's
comprehensive recruitment and retention CRM,

helps colleges manage every step of the student
recruitment journey in one integrated system. It
7 ‘ tracks prospects from inquiry through enrollment,
Envollment ' Y automates targeted communications, and
P l’ | coordinates campus events and appointments.

xxxxx

Woodley Community College

Navigate360's Student-Centric Al tools also help
move students from interested to enrolled by
streamlining processes for both staff and students.
By unifying recruitment and retention workflows,
the platform reduces manual tasks and gives staff
more time to build meaningful connections with
students. Community colleges using Navigate360
see higher enrollment yields and a smoother
handoff from applicant to enrolled student.

Engage students in
L the application portal

[@] Application Portal LG

Welcome, Laura!

My Applications

( Track their progress

toward matriculation

Undergr:
Fall 2024
Form started. Missing 1 To-Do
Due 1/31/2024

uuuuuuuuu

100%

Al Assistant for Staff

Content Creation Agent: Instantly generate
and personalize outreach to prospective or =
enrolled students.

Student Insights Agent: Understand holistic Task Agent: Conquer your to-do list by

student performance with one click. prompting actions like alerts, notes, and more.
Report Agent: Find and create robust data Staff Knowledge Agent: Quickly access your
reports instantly. activity history, resources, and templates.
Course Planning Agent: Generate best-fit Campaign Agent: Launch smart enrollment and
course plans for students. advising campaigns in a fraction of the time.
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Woodley Community College

Al Navigator for Students

Student and Prospect Knowledge Agent: Support students 24/7
without any extra staff time. Guide prospective students through
the enrollment process and answer their questions around the

@ ' 9 clock. Provide instant responses—about applications, course
offerings, financial holds, parking, and more—on students'’
g 3 @ Uil phones and laptops in 90+ languages. Ensure trustworthy
| subiect: Getto know Woodiey Community College! and vetted answers, beginning as early as recruitment and

@ Woodiey Community Coliege orientation, with the option to escalate to human support.

Hi Tina!

Course Planning Agent: Give students the ability to generate
course plans and access 24/7 course planning guidance.

Impact on Enrollment Trends at \
Woodley Community College 4 N\

<506 Your institution’s greatest
: opportunities and areas
for concern:

How Navigate360's Student-Centric Al Saves
Staff Time to Focus on the Work That Matters

+600 Programs Poised for Growth
« Computer Graphics

+ Applied Technology .'
0

Programs Limited by Competition
- L] * Paramedicine
Reduced Manual Activities .. AW

2010 2012 2014 2016 2018 2020

Change in First-Time Students

Programs with Limited
Dem College- Market Intl. & Growth Opportunities

Setting up communications workflows | e Comfme TSha Other

« Athletic Training

« Athletic '
« Physical Therapy (

Drafting emails and communication campaigns \

Sending emails and text nudges Staf'f Has More Time For

Scheduling appointments

Manually tracking and following up on event 1:1 student appointments

attendance
Campus tours
Responding to student emails and phone calls
Open houses
Tracking where students are in the enrollment funnel
Hosting and attending college fairs
Submitting data requests
Parent and family events
Keeping track of outstanding tasks and “to-dos”
Small group workshops on financial aid, financial
Manually inviting prospective students to events, planning, and paying for college
such as tours and open houses
Major and career exploration initiatives
Staffing live chats
High school and guidance counselor partnerships
Building student knowledge bases
Dual enrollment partnerships

Translating messages into multiple languages

Community partnerships, i.e., nonprofits

Identifying students who need financial and basic
needs supports

Student belongingness initiatives
Student mentoring

Supporting mental health initiatives
Strategic planning

Faculty collaboration

Professional development

Break Through The Enrollment Bottleneck



Key Takeaways

Community colleges have an opportunity to rethink how they recruit and
onboard students by using Al to remove friction and free up staff to do what
they do best: Build relationships. By automating routine work such as responding
to common questions, generating reports, and sending personalized reminders,
Al gives staff the breathing room they need to focus on higher-value tasks, such
as helping students choose the right major, navigate financial barriers, or feel a
sense of belonging on campus.

Enrollment competition will increase over the next
several decades, but your staff size is unlikely to increase.

Admissions and enrollment teams spend too much

2 time on administrative tasks that take time away from
working directly with students, strategic planning, and
building partnerships outside of the college.

Students’ expectations of personalization, timeliness,
3 relationship building, and onboarding guidance exceed

what teams can offer. Sometimes, this can contribute to

students opting out of community college altogether.

student CRM can create easier, time-saving workflows

4 Using technology like an Al-powered prospect and
for both students and staff.

Learn how EAB’s Navigate360 can help
your community college engage more
meaningfully with students.

eab.com/solutions/navigate360-advantage-for-community-colleges @
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Navigate360 Advantage for Community Colleges

The Only CRM with Built-In Research, Insights, and Leads

Navigate360 Advantage for Community Colleges is a comprehensive enrollment growth solution

built on a decade of best-practice research and trusted by over 450 community and technical colleges
nationwide. It integrates the leading higher education CRM, Navigate360, with expert guidance,

access to a collaborative network of peer institutions, and high-intent student leads on day one.

More than a CRM: A Partnership Designed Specifically for Community Colleges

Navigate360 CRM: Recruit, Retain, and Engage Students and Alumni
A suite of built-in Al agents saves your staff time and supports students 24/7
» Automated workflows as well as templated and custom reports

o Communication tools and mobile apps to engage students

Ready-for-Outreach Prospects

» Navigate360 Advantage comes equipped with Appily Leads,
specific to your institution and region

» Backed by predictive Al, making them more likely to convert
from inquiry to enrolled

» Robust information about students’ goals and interests, helping
you tailor communications

Enrollment Insights

« Strategic enrollment planning, guided by your EAB team

» “Secret Shopper” audit to understand barriers in the enrollment process

» Gain clarity on market forces shaping enrollment with the EAB Enrollment
Outlook report and peer benchmarks

Expert Guidance & Research

» Dedicated EAB team to guide you through your biggest challenges

» Best-practice templates, campaigns, surveys, and more

Nationwide Collaborative
» Learn and share best practices, research insights, and actionable strategies

* Annual CONNECTED conference and ongoing community forums

$728K 14.5% $8.8M

Additional tuition revenue Increase in applicant-to- Tuition revenue from

generated from a Navigate360 enrollee conversion rate after 1,680 students enrolled via
reenrollment campaign launching Navigate360 Navigate360 in two years

PORTLAND GERMANNA CENTRAL VIRGINIA
COMMUNITY COLLEGE COMMUNITY COLLEGE COMMUNITY COLLEGE

To learn more about Navigate360 for Community Colleges and request a demo, visit our website.

Break Through The Enrollment Bottleneck
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Research Overview

This report includes survey responses from EAB’s Community College Recruitment & Onboarding survey.
In June 2025 EAB collected responses from 1,001 community college students about their experiences
during the admissions process, what types of interactions they had with staff members, and what their

expectations were when being onboarded to the college.

Participant Profile

Enrollment status

College
GPA

Age

What is your
gender identity?

What is your
race/ethnicity?
(please select
one or more)

What is your
approximate
annual family/
household
income?

Are you the first
person in your
immediate family
to attend college?

Did you take
college classes
while in high
school (i.e., dual

enrollment)
EAB

LU |

62%
38%

35%
16%
25%
25%

20%
27%
53%

54%
42%
2%
1%
1%

27%
4%
2%

19%
2%
4%

50%
1%
2%

54%
42%
2%
1%
51%
49%

52%
42%
5%

| am currently enrolled

| will start classes this summer/fall

3.0-4.0
2.0-2.9

Under 2.0

I don't have a GPA yet because
| start this summer/fall

Under 22
22-29
30 or older

Female

Male

Nonbinary

Prefer to self-describe

Prefer not to respond

African/African American/Black

Asian (Central/South/East/Southeast)

Hawaiian Native/Pacific Islander
Hispanic or Latine

Middle Eastern or West Asian
Native American or Alaskan Native
White/Caucasian

Other

Prefer not to respond

I don't know

Less than $50,000
$50,000-5100,000
More than $100,000

Yes

No

Yes
No

Unsure
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ABOUT EAB

At EAB, our mission is to make education smarter and our communities stronger.
We work with more than 2,800 institutions to drive transformative change
through data-driven insights and best-in-class capabilities. From kindergarten

to college to career, EAB partners with leaders and practitioners to accelerate
progress and drive results across enrollment, student success, institutional
strategy, data analytics, and advancement. We work with each partner differently,
tailoring our portfolio of research, technology, and marketing and enrollment
solutions to meet the unique needs of every leadership team, as well as the
students and employees they serve. Learn more at eab.com.
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