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Emerging Trends — Technology

* Are print publications still relevant?
* Is the Internet nothing but hype?

* How are candidates reaching us today?

— Internet touch points 47%
— Recruiting method touch points 24%
— External touch points 17%

— Already attending parent institution 12%

TODAY’S AGENDA

Publications in a Digital World

This session will focus on different strategies for effectively developing and
using print publications and electronic media in your law school recruitment
efforts. How do you most effectively use both means of communication?

« section one why? EMERGING TRENDS
- Technology & People Trends
- Content Trends

« section two who? AUDIENCE MANAGEMENT

« section three what? PRINT? DIGITAL?

section four how? IMPLEMENTATION

Emerging Trends — Technology

Computer Ownership: 100
—  In1998 - 87.97%
—  In 1999 — 98.00%
0

— In2000 - 98.63% 1998 1999 2000 2001
— In2001-96.17%

Internet Access: 100
— In1998 - 80.25%
- In 1999 —90.00%
- In2000 - 97.26% 0

—  In2001 — 90.43% - ISP Service 1998 1999 2000 2001

*  Access to Personal E-Mail:
—  In 1998 - 68.10% 100
—  In 1999 — 98.00%
- In 2000 - 96.58% 0

— In 2001 - 96.65% 1998 1999 2000 2001

Emerging Trends — Technology
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Emerging Trends — Technology

» How often do you use the Internet?

« Once or more per day: 78%
« Every few days: 19%
* Once a week: 2%
* Hardly ever: 1%

» What are the primary reasons you use the Internet?
+ Check E-Mail: 1 177 of 206
» School Related Research: 2 91 of 206
* Recreation/Entertainment: 3 74 of 206
* On-Line Shopping: 4 40 of 206
» Work Related: 5 26 of 206
+ Other Reason(s) Stated: 6 17 of 206




Emerging Trends — Content

» Ubiquitous digital content is rapidly transforming
the information and business landscape in a
wide range of industries — including the legal
education field.

j \ + Every enterprise should consider digital content
% a strategic business asset that must be
preserved, monitored, and maintained as closely
%,‘ ! as any other financial or physical asset.

%
\ Source: John Noon, CEO Content Magazine, in remarks to the Content World Conference, 2001.

Emerging Trends — Content

» By 2005, 70% of customer-service interactions for
information and remote transactions will be automated.

* How about Admissions Offices?
kN — Prospect Support
%“ « Information requests
J’ { « Appointment and visitation scheduling
}S; « Frequently asked questions support
j{' — Applicant Support
4 - Application Submittal
‘é,‘ ! « Application Status

« Applicant Acceptance and Processing

Y
\ Source: Gartner Group, 2002 as published in 1 to 1 Magazine, July/August 2002, pg. 54, Cococcia, Laura.

Stakeholders (or Audience?)

* Internal Users of Content
— Administration (institutional message / vision)
— Staff / Departments (development, fundraising, p.r.)
- Faculty (publicity of their programs to peers)
— Parent Institution (institutional message / vision, p.r.)

» External Users of Content
— Prospective Students
— Media
— Alumni of the School
— General Public

Emerging Trends — Content

 Information should be
— Current
— Consistent
— Accessible
— Redundant

+ Information should have the same look and feel
regardless of where it is accessed

+ Information should be targeted to the end ser
and formatted to reflect that targeting

|| TODAY'S AGENDA

Publications in a Digital World

This session will focus on different strategies for effectively developing and
using print publications and electronic media in your law school recruitment
efforts. How do you most effectively use both means of communication?

section one why? EMERGING TRENDS
« section two who? AUDIENCE MANAGEMENT
- Audience or Stakeholder
- Decision Making Model
- Lifecycle Management
section three what? PRINT? DIGITAL?
« section four how? IMPLEMENTATION

Audience Management

» Targeting the right audience is critical
— “Guiding the User Experience”

+ Specific targeting allows...
— Clarity in your mission and objective
— Communicate a specific image of your school
— Communicate the benefits of your programs

— Ability to develop supporting proof
» Testimonials, photos, statistics




When? — Decision Making Model

* When should we reach out to the individual prospect?

» By understanding how they make a decision and in turn,
understanding what information they need at each step

» By targeting your audience, you can provide “just-in-
time” resources to meet each candidate’s needs based
on their unique decision making model

Problem Information! Alternative Make the L
o : i decision

recognition search evaluation decision )
behavior
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Publications in a Digital World

This session will focus on different strategies for effectively developing and
using print publications and electronic media in your law school recruitment
efforts. How do you most effectively use both means of communication?

why? EMERGING TRENDS

« section two who? AUDIENCE MANAGEMENT

« section three what? PRINT? DIGITAL?
- Some Definitions
- Blending: A Better Approach

- Guidelines for Choice

| When? — Lifecycle Model

» When should we reach out to the prospect pool?

» By understanding where they are as a group in the
admissions lifecycle, you can concentrate your efforts on
distributing general information resources and content

» By using lifecycles to understand where your prospects
are, you can also determine what method of content
delivery is best suited to their needs

Waiting for
Decisions

Acceptance

Information Applying to
or Denial

Gathering Schools

]

Accepts
Offer

Print? or Digital?

» Content Distribution Formats
— Publication / Hard:
* Viewbooks
* Brochures
* Letters (Correspondence)

— Digital / Soft:
* Websites
* Electronic Mail & Web Forms

 section four how? IMPLEMENTATION
I
* Print » Digital

— Attributes — Attributes
« Permanent « Flexible
« Controlled Experience * Immediacy / Anytime
« Controlled Distribution « Real Time

— Issues — Issues
« Dated / Currency « Outages
« Initial Cost — high « Initial Cost — high

+ Maintenance Cost — high « Maintenance Cost — low
— Expectations — Expectations
« “Glossy” / High Quality « Current/ Up To Date

« The more you include, the  The more you build, the more
more that you have to detail that will be expected

— Staffing — Staffing
« Typically a once-a-year * Must have someone to keep
endeavor; but doesn’t diminish the media current
the amount of time needed « Can be outsourced - but this
gets costly

— Blended
* CD-ROM / DVD (Interactive Viewbooks)

|, Blending

» Takes the best from both formats, while
reducing their costs and minimizing their
negative attributes

Cost S e = PRINT

BLENDED

DIGITAL

Number of Transactions




Audience
+ Purpose
+ Content
Media Choice

|| TODAY'S AGENDA

Publications in a Digital World

This session will focus on different strategies for effectively developing and
using print publications and electronic media in your law school recruitment
efforts. How do you most effectively use both means of communication?

Stakeholder Buy-In
Cost Constraints
Time Constraints
Staffing Constraints

section one why? EMERGING TRENDS
section two who? AUDIENCE MANAGEMENT
section three what? PRINT? DIGITAL?

B section four how? IMPLEMENTATION

- A Basic Process
- Print Guidelines
- Digital Guidelines

« Step 1:
» Step 2:
» Step 3:
» Step 4:
« Step 5:
» Step 6:
» Step 8:
» Step 9:

Identify the audience

Gather content

Storyboard the “publication”

Map the structure

Medium check

Create the working prototype
Apply good design techniques
Take the prototype into production

« Step 10: Evaluate and test

. General Guidelines

» Choose your strategy:
— Mostly print, mostly digital, blended

+ Outline your objectives:
— Capture attention
— Motivate to action
— Create an emotional bond or sense of belonging
— Enculturate institutional mission and message

||  General Guidelines

» Think about how they will interact and how they will
support and compliment each other

— Is there information that would be better suited to one place over
another?

— |Is some content more valuable when it is distributed in one
format over another?

» Consider operations benefits of using one media type
over another
— Staff can focus on other, value-added tasks

— Automation can reduce data entry errors and handle routine
tasks

— Overhead costs can be reduced — phone calls, postage, supplies

. General Guidelines

« Branding remains an important consideration regardless

of the format you choose to distribute your content in

— Develop a distinctive image — something that sets your school
apart

— Focus on strengths, success stories, and unique programs or
offerings

— Create a portfolio of publications and carry the themes across all
formats (web, viewbook, stationary, etc.)

— Be sure the brand reflects an accurate, reliable, and
understandable picture of your school

» Do not assume knowledge of your institutional language




Print Guidelines

+ Start planning a year in advance

» Decide what publications you will need
— Viewbook
— Search piece
— Program brochures
— Course bulletin
— Campus visit brochure
— Accepted student pieces

» Determine how long each piece will remain in print and
include a “reservation of rights”

Print Guidelines

» Choose pictures that tell a story & include captions
» Write from the student’s perspective
« Avoid visual and verbal clichés

» Provide a rich description and complete picture of
student life

Drive readers to your website for more info and include
detailed URL’s as needed

Web Guidelines

» Pretend you're in a shopping mall
— 3or4levels
— Major chain stores and specialty stores
— Restaurants and entertainment options
« 4 SECONDS to decide

* Pretend you're on the web
— 1 level (home page)
— Information/content specific
» 2 SECONDS to decide

» Pages need to be fast loading (the “30 second” rule)

. Source: Eric Schafer — “A Better Way for Web Design” 5/1/00 — Information Week

Web Guidelines

» Fundamentals in website design:
— The harder a site is to use = the longer the learning curve

— The longer the learning curve = shorter or infrequent visits by
end-users

« Ultilize colors, images, and other non-textual queues to
ease navigation and shorten the learning curve

» Develop one look and feel for the entire site - ensure that
it compliments the brand and the print materials

» Implement portals for each of your key targets - have a
logical flow of information

Multiple interfaces impede the learning curve and make
it harder to use your website

Web Guidelines

* Relevant & dynamic content
— Create a reason to bookmark your site
— Include “fun” content:
« Virtual Tours
« Webcasts or Archived Video Feeds
« Personalized Content

* Regularly updated with a “last updated” date on
every page

» Contact information readily available
— E-mail questions must be answered quickly

Web Guidelines

* But...don’t over do it!

+ How important was the use of graphics in the website’s design?
Specifically, the “look and feel” of the site, such as color, buttons, backgrounds.

— Very Important 15%
— Somewhat Important 60%
— Not Very Important 16%
— Not At All Important (Just Content) 9%

* How important was the use of images in the website’s design?
Specifically, the use of photographs to show students, buildings, events, etc.

— Very Important 14%
— Somewhat Important 59%
— Not Very Important 17%
— Not At All Important (Just Text) 10%




Print Publications in a Digital World
2002 LSAC Newcomers Workshop

Supplemental Materials

Print General Tips

- Leave sufficient lead times

- Think about postage costs when deciding on dimensions, number of
pages, paper weights, bindings, etc.

- Get quotes from printers early in the process so you know if you can afford
the type of publication you are considering

Photography Tips

- Clarify ownership of the photos in writing in advance

- Make sure that rights include both print and digital formats

- Plan the shots in advance and be clear on the type of shots that you want

- Be specific with subjects as to what to wear, when to show up, length of
the shoot, and other expectations

Tips for Working with a Consultant

- Look at examples of their past work

- Talk to other schools who have used them

- Clarify costs in writing, up front

- Find out if they have a team of people they normally work with — or if you
will need to find them (printers, photographers, web designers, etc.)

- Consider using a consultant who has done work for law schools — not just
with undergraduate institutions

- Ask to see progress at every step in the process

o Begin with broad concepts — you want to know early on if they are
on the right track

Web Evaluation Tips

- Keep track of the traffic on your site and learn as much as you can about
how students are using your site

- Search Google.com for an easy to use hit counter (which counts single
page views on one page) or

- Ask your server administrator for the web logs on a weekly basis — this will
list every page in your site and how many times they were viewed, where
the visitors went and where they came from



On-Line Application Considerations

- Ourresearch has shown that students do not apply on-line directly with us
for many reasons, including:
o If you did not apply on-line, why not?

= Used LSDAS to apply 42
= Easier to edit paper copies 37
= Paper looks more professional 23
= Other reasons 18
= Application to lengthy to do on-line 5

o Security concerns were mentioned most often in the “other”
category for this question.

o Issues surrounding the signature portion of our application also
sparked concern using the web enabled application systems.

E-Mail Recruiting Considerations

- E-mail is a good way to communicate with prospective students at very
little cost

- Don't just copy the text of a letter normally mailed — take advantage of the
resources’ ability to be customized

- Use hyperlinks within the text of the message to drive prospects to your
website

- ltis interactive in some aspects — allowing for an easy exchange between
you and the prospect

- Messages can easily be forwarded to subject matter experts for handling
and easily replied to as well

- Be sure to keep privacy rules and regulations (e.g. FERPA) in mind when
disclosing certain types of information via e-mail

Bulk E-Mail Considerations

- If you decide to do bulk e-mails, be sure to include:
o A working “reply-to” e-mail address
o Complete contact information for your school
= Name, address, phone, e-mail
o Description of how you got the person’s e-mail address
o A means for the prospect to “opt-out”
- You must designate someone on staff to reply to messages and manage
bounce backs and opt-out requests
- E-mail messages sent via this method should be relevant and as tailored
as possible
- Software and outsource providers are available to assist in the creation
and management of a bulk e-mail program



