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The best way to
engage Gen Z is
through digital
tools. Whilst
teaching
methodologies
have seen a shift,
the admission
outreach is yet to
explore such
channels, says
VIKRAM KUMAR
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ulace. Lons;dfﬂd@-
tally savvy 5 generation is the first
to grow up in a complately advanced
environmenl, communicating fuidly
ower anling media and one that is total -
Iy reliant erer the internet. Almost sev-
enty five percent of themn prefer phones
over watching TV,

Similarly, as with previous gener-
ations, a school an:{‘:I post-graduate
training are well-respected; but, be that
as it may, the education industry i

watel: with r
dapt:.ﬂ\' m} f‘l‘:ﬁ% their u.nder—
studies, maore sadly, coming up
short on the devices to set them wp for
tech-driven professions.

In md:q.-i day and ape, undergrad
admission is expected to grow multi-
fold between 2020 and 2025, wet
advanced educational institutions have
significant making up for the lost
tirne. The challenge confronting edu-
catiomal set-ups are significant, however,
these foundations can utilise digital
strategies to readi their digi-
tally ﬁvy mﬂem?Hﬁdﬁ&uﬁhgm
one can push colleges to adopt d]BII::II
touls:

Make the enrollment process
completely digital

Keeping aside the advancements
that are being introduced in the edu-
catiomal space, the school enrollment
]:mms is still upaltered. Students can

ke at the university through its web-
site, and with fellow students or alum-

Th:pcn millr.'nrual agem Gen Z

)

/

"Take online route

ni through connections, but it is still
mmnci:, difficult for & student to nav-
bl ey

oy ol ital tech-
mﬂfwsm ﬁcmmmu?:hm g-mscan
imstitutions alleviate the differences
between the administrative side and the
students,

ke

h-"i'fnm-. i I better way o mpgr liu:
present generation than throu. ﬂgh
tal tools. Whilst teaching me
gies have still seen a shift, the admis.
sion omtreach is et to cxplau‘e such
channels. Aocor b & SUrvey, mone
than 80 per cent of the students visit the
school or university'’s website through
their phones. By having effective tools
and applications that will ease-out the
process to submit an applicatéon, umi-
versities can beonme digitally friendkier
drawing more applications.

Another missed opportunity that
many universities don't tap into is S5
muarketing, Mare than 70 per cent of the
sturdents would allow for texts from col-
m all it affered any substantial

ion that is beneficial for them.
S¢S marketing can also help out as

KEEPING ASIDE THE
ADVANCEMENTS THAT
ARE BEING
INTRODUGED IN THE
EDUCATIONAL SPACE,
THE SCHOOL
ENROLLMENT PROCESS
|5 STILL UNALTERED.
ONLY THROUGH DIGITAL
TECHNOLOGIES
INSTITUTES CAN
ALLEVIATE THE
DIFFERENCES BETWEEN
THE ADMINISTRATIVE
SIDE AND THE
STUDENTS

alerts for students to know when the last
day of the admission process could be.
Embrace new marketing tech-

wes

Amo the blic with
plenty &n&sﬂﬁa prﬁg;i;cmlmpu mast do
iu’l:-stanihﬂ\l.rmmou:bomda.dﬁtrﬁs-
ing than in the past decades. Colleges
are making jobs for advertising and
marking specialists to mﬁ“ the
market and develop me
much like costomary organisations dﬁ.

Acconding fo & recent survey, mmane
universitics are using social media
marketing than ever before. All this
while multi-channel advertising and
conmunication still hold a pivotal
e Students ane moee lidety mcumﬂcr
universities that use an
of digital with print and phone com-
munications.

Devising ised content

Today, practically all colleges are
ready for customised training. Virtual
learning situations can give under-
studies a modified learning experience,
that is versatile to their indvidoal
needs. These projects can also assist
understudies with keeping tabs on
their development and focus on their

scholardy goals. Thanks to these per-
sonalised ammes, students Pc:rn
furnish their minds with clear infor-
muticron what they need. Understudics
can without much of a stretch give feed-
back on what works for them and what
doesit, cﬁmlgonﬂcgumnppwmt}
o persistenthy rove

il.owm!“ persomalised isa.chlng
met pave way for the bet-
terment of 1.h|: students, colleges and
universities can also use personalised
digital strategies to target students with

t mindsets, While this allows for

halistic selection, it alsa encourages a
much diverse classreom makdng the
leaming richer and more versatile.

Owing to the plethora of advan-
tages, universities across the country
have numerous questions in their
minds. Is technalogy going to answer
every marketing question? Will digital
marketing render lower administrative
costs? Should we encourage diversity in

7 Whilst digital marketing in the

admission process doesn't guarantee the
answers to these questions, it sure does
help themn differentiate amongst a poal
of infinite universities.
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