
 

 

 

 

 

 

 

 

 

  
Whitepaper  

{  Incorporating Texting into your Multichannel Communication Mix  

In October of 2009, St. Maryôs University (TX) offered 

prospective students the ability to sign up for ñText Updatesò 

(text messages) ï and realized the largest incoming class in the 

Universityôs 150 year history.  

These targeted text messages allow prospective students and 

their families to receive important text updates about 

admission deadlines and events directly on their mobile 

phones. 

The mobile phone is a very personal device (more wristwatch 

than computer).  For that reason, it is important that the 

updates are relevant, valuable and important to the recipient.  

 

Understand targeted 

texting and its affect on 

enrollment outcomes.    
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83% of U.S. mobile 

teens use text 

messaging. 

 

Mobile campaigns 

can push purchase 

intent among 18-24-

year-olds nine times 

more than online 

campaigns. 

Source: Marketing Profs, Insight Express  

Nearly 100% of 

text messages 

are read. 

 

{ Research 
The average teen now sends or receives 2,899 text messages per month compared to just 191 calls. Thatôs an 

average of nearly 100 text messages each day.  Moreover, 

texting has increased 566% in just two years.  

More than half of all U.S. teen mobile subscribers (66%) say 

they actually prefer text  messaging to calling. Thirty-four 

percent say itôs the reason they got their phone. 

 

 

 

 

 

The vast majority of prospective students utilize text messaging on a daily basis.  

Studies have shown that 97% of text messages are read (compare that to any other 

medium).   

The mobile phone provides unmistakable immediacy.  Texting does not rely on 

users going online, checking email, or sifting through the US Mail .  Targeted 

texting reaches prospective students wherever they are at any time. 
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Collect mobile number 

and opt-in on all  

first contact forms.  

 

{ How it works  
Prospective students and parents are presented with the option to receive text updates, regardless of how they 

initially contact the institution.  All inquiry forms and applications for admission include a mobile number field 

as well as an opt-in for text updates. 

 

 

Like many institutions, too many prospective students remain 

stealth (hidden) until they finally submit an application for 

admission.  Text Updates reduce the number of these stealth visitors to your Web site by giving them a ñhalf 

stepò to identify themselves prior to completing the application for admission.  

Your Admission Web site 

 

 

 

 

 

 

 

 

 

 

 

 

  

Students sign-up 

as they browse 

your admission 

Web site. 

Without leaving your Web 

page, prospect information is 

collected as students opt-in.   

 

No data entry is required!  

Prospect records are shared 

with your CRM or enterprise 

information system.  
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Messages provide 

value to the 

prospect student, 

and help them 

take the next step. 

{ Texting Campaigns 
Since October 2009, the admission office of St. Maryôs University has been sending text messages to announce 

events, confirm visits, track down missing documents, and remind students of  application and deposit 

deadlines.  

 

 

 

 

 

Example Messages 

Depending on the time of year and the prospective studentôs 

status, students will receive anywhere  

from 0 -5 messages a month  from St. Maryôs.  As messages are 

personal and immediate, it is important they truly provide value 

to the prospective student. 

Each message that a 

prospective student receives is 

tracked as a communication.  

Student records and activity 

information is shared with 

your CRM or enterprise 

information system.  

 

 

 

 

 

 

  

Messages are composed and sent via the Mongoose MobileÊ Platform. 
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Key Event Promotion 

"Sleeping Bag Weekend" is an event for prospective students of St. Mary's University.  Historically, the event is 

a key indicator of likelihood to enroll.  Text Updates were sent to bolster attendance and awareness.  Result: 

67% of attendees were text update subscribers. 

  Sent a week in advance: 

  

Sent less than a day in advance: 

 

 

 

  
Positive Brand Experience 

Imagine you are a prospective student packing and preparing for a weekend 

sleepover event.  New text message: it's the institution reminding you not to forget 

your toothbrush!  The powerful and personal nature of the mobile phone results in 

a positive and personal brand experience. 

67% of attendees at key 

event were active mobile 

update subscribers.  
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{ Results 
St. Maryôs goal was to carefully craft the brand of the Institution.  To St. Maryôs, branding is not just a logo or 

color palette.  The brand is comprised of a complete set of experiences related to the Institution.  To effectively 

cultivate that brand, all touch points must be carefully 

managed.  Imagine you are a prospective student 

packing and preparing for a weekend sleepover event.  

New text message: it's the institution reminding you 

not to forget your toothbrush!  The powerful and 

personal nature of the mobile phone results in a 

positive and personal brand experience. 

For Fall 2010, there were a total of 35,000 inquiries, 

of which 1685 proactively opted-in for Text Updates.  

That is a little less than 5%.  However, of those 1685 

students, 68% of them converted to an 

applic ant; compared to an overall conversion 

rate of 10.5%.    

Even more astounding, 47.4 % of students who 

enrolled at St. Maryôs were active Text Update 

subscribers.   Text Update subscribers either were or 

became highly interested. 

Conversion and Yield are key metrics for any 

institution.  First we look at application conversion 

(percent of inquiries who eventually apply for 

admission).  As mentioned above, 68% of Text Update 

subscribers converted to an applicant.  Much of that 

makes sense; if a student is more seriously interested 

in an institution, they would be more likely to opt -in 

for Text Updates and be more likely to apply. This is 

another measure that allows St. Maryôs to qualify the 

inquiry pool.   

St. Maryôs received 3736 applications for admissions.  

Like many institutions, applications are on the rise.  

St. Maryôs received 53% more applications for Fall 

2010 compared with Fall 2009.  Prospective students 

are applying to more institutions.  For that reason, the 

yield from ñacceptò to ñenrollò is a key metric.   Again 

we see that Text Update subscribers enrolled at 

a higher rate than non Text Update 

subscribers ( 35.4% compared to 20. 3% 

respectively).  
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Another measure of enrollment success is Deposit 

Yield.  In this case, we measure the percent of 

inquiries who eventually make a financial 

commitment to attend the institution.  For St. 

Maryôs 35,000 inquiries, only 1.6% of them 

eventually deposited  compar ed to 16.4%  of 

Text Update subscribers.  

 

 

 

 

How can text messaging increase your enrollment outcomes? 
Text Updates provides a distinctive component to institutionsô communication mix.  The unmistakable 

intimacy and immediacy of texting allowed for stronger  relationships with prospective students and 

outstanding enrollment outcomes for St. Maryôs University. 

For more information on ways to incorporate targeted text messaging at your institution contact: 

Marty Agius 

Mongoose Research, Inc. 

marty.agius@mongooseresearch.com 

mobile: 716.725.3738 

 

 

 

Mongoose helps colleges and universities communicate with prospective students using the mobile phones that 

Millennials carry with them every day.  The Mongoose MobileÊ Platform makes it easy for prospective 

students to receive personal text updates throughout the entire recruitment process.  For more information, 

please visit www.mongooseresearch.com.  
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