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Who Are They?
•	� Term coined in 2000 by Neil 

Howe & William Strauss

•	� Born between 1980 – 1996  
Now ages 20 – 36

•	 86 million strong

•	� $2.45 trillion annual spending 
power – and they are investing 
in Master’s – EAB expects the 
market for master’s will grow 
faster than any other degree over 
the next decade
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Can 86 million people really be  
a homogenous group?!

Howe & Strauss’ “generations” is based on two fundamental 
assumptions:

	 •	�Tens of millions of people born over a 20-year period, are 
fundamentally different than people from other age groups

	 •	�Those tens of millions of people are similar to each other

H&S “research” based on surveys of teachers and about 600 high school  
seniors in Fairfax County, VA
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Millennials have also 
been called...
•	 Generation 9-11

•	 Generation Me 

•	 The Dumbest Generation

•	 The Plugged-In Generation

•	 Digital Natives

•	� Internet Generation  
(iGeneration or ‘Nets)

•	 On-Demand Generation

•	� Gen Y (Born late 70’s –  
mid-nineties) 
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What are the characteristics and behaviors 
behind the many Millennial names?

They believe they are special  
(Generation Me)
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What are the characteristics and behaviors 
behind the many Millennial names?

They’ve been sheltered  
(Generation 9-11)
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What are the characteristics and behaviors 
behind the many Millennial names?

They’re connected 24/7   
(The Plugged-In Generation)
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What are the characteristics and behaviors 
behind the many Millennial names?

They’re community-oriented (Internet Generation)

	 •	Enjoy working in teams

	 •	Tolerant of others 

	 •	�Constantly sharing 

	 •	�Value influencers’ opinions  
(peers, friends, family, “experts”) 
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What are the characteristics and behaviors 
behind the many Millennial names?

They’re multi-taskers (On-Demand Generation)

	 •	�Developed an ability to use multiple 
devices concurrently

	 •	�2.5x more likely to be early adapters 
of new digital tools

	 •	�Expect high levels of customer service 
(Amazon, Zappos)

	 •	�Constant innovations are the norm 
(upgrades, Uber, delivery by drone)
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What are the characteristics and behaviors 
behind the many Millennial names?

They neither like, nor trust,  
traditional marketing  
(The Dumbest Generation?)
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The Millennial decision-making process  
is not a straight line

They’ll conduct  
online research  

(website,  
social media)

They’ll check out  
online reviews 

They’ll ask friends,  
coworkers, alumni

They will likely know  
a lot before engaging  

with Admissions… 
IF they engage  
with you at all!
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Tips for making your website  
Millennial-friendly

•	� Make sure it’s responsive – 93% prefer browsing on  
smartphones or tablets
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Tips for making your website  
Millennial-friendly

•	 Think instant gratification –

	 -	�Include calculators that enable prospects to compare your  
program vs. competitors

	 -	Incorporate live-chat functionality

	 -	�Provide interactive forms and 
electronic signature opportunities

	 -	�Ask them to opt-in to text  
messaging - 52% of Millennials say  
they would rather text than talk
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Tips for making your website  
Millennial-friendly

•	� Conduct usability studies with undergraduates – you’ll be surprised 
by what you can learn for the price of a pizza
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Defend your institution’s online reputation

•	� Use Google Alerts or Adobe Cloud’s Social Alerts to stay  
on top of comments

	� - Respond immediately, factually & humanly – not emotionally
	 - �Use graduate work study students  

if you have the positions
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Defend your institution’s online reputation

•	 Contract with outside reputation defense service providers

	 -	Sayles Industries, Erie, PA

	 -	SEO Brand, Philadelphia, PA

	 -	�Kafe Digital Marketing, Bushkill, PA 

	 -	�ProFromGo,  
Pittsburgh, PA
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Be socially conversational

•	 Use social media to drive awareness

	 - Include current students to build sharing and likes
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Be More Social

•	� Make a connection - present an issue important to your  
institution and ask for their opinion
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Be More Social

•	� Remind people (dates, deadlines, events, activities, etc.)



Marketing to Millennials

Be More Social

•	� Have a point of view – they certainly do, and  
being neutral means being invisible 
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Be More Social

•	� Account for family influencers – and message to them accordingly
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Sell hope, and what your school  
is doing to create it.

•	 Emphasize campus sustainability initiatives
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Sell hope, and what your school  
is doing to create it.

•	 Tout volunteer days/total hours contributed
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Sell hope, and what your school  
is doing to create it.

•	 Promote research and end benefits of new knowledge
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Sell hope, and what your school  
is doing to create it.

•	 Communicate each program’s societal benefits 
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Encourage user-generated content

86% of Millennials say user-generated content is a good indication 
of an organization’s quality. 

86%
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Use the power of the hashtag
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Encourage user-generated content

Ask current students to give advice to future students
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Encourage user-generated content

Create a contest
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Encourage user-
generated content

Create a student run website
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Encourage user-generated content

Try

CollegeTimes

StudentsReview

GetEducated.com (online)

Avoid

CampusExplorer

CollegeProwler

StudentAdvisor

https://collegetimes.co/college-review-websites/

Mine review sites and share the reviews that work best for you



Marketing to Millennials

Don’t talk, txt

•	 Signal Vine, Campus Cloud
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Don’t talk, txt

•	� CRM-like features (audience targets, automation for events, 
deadlines)

•	� Can be personalized; must  
always include opt outs

•	 Avoid marketing-speak at all costs

•	 FERPA-compliant

•	� Tool can be used – and funded  
– by multiple departments
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Emailing is okay, too

•	 Perceived as more official

•	� Better for “longer” messages (best 
performing emails are 65 words  
or less)

•	 More effective for yield messaging

•	� Test subject lines, time of day for  
best results

3

Launch new programs
Both Boston University and MIT have turned to EPS to help launch new programs, with 
initial efforts focused on identifying the best program prospects. Enrollments in MIT’s 
campus-based, full-time Master’s of Finance program quadrupled during the first 3 
years we worked together.

Communicate more persuasively
Online, in print, via email or social media, EPS has helped  
colleges and universities shape their identity, and clearly  
communicate their value and benefits to prospective students. 

Why Schools Choose EPS 
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Print is (almost) dead

•	� May be important for parents or 
spouses (financial contributors)

•	� Less is more - stick to key points  
and facts

•	� Minimize $ investment  
and shift spending to  
txt tool or dedicated  
social media staffer/grad 
student workers

The Low-Residency MFA Program in Creative Writing 

Write from the Heart of Writing

Your first step to 

U.S. university success
through the State University 
of New York

2015

ONCAMPUS
SUNY
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A quick, Gen Y Sidebar (The Entitled Generation?)

Children of baby boomer parents who worked hard (once they stopped 
being hippies) to achieve financial security

Were told they could be whatever they wanted to be – they were special
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Gen Y (The Entitled Generation?)

Optimistic, hopeful outlooks evolved into delusional 
expectations of life always being easy for them

Then reality hits..
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Gen Y (The Entitled Generation?)

College is hard. Why aren’t my professors and the support 
staff solving my problems?
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Gen Y (The Entitled Generation?)

Work is harder. I don’t seem to be special at all. And 
everyone I see on Facebook seems to be doing great.
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Gen Y is unhappy

Is it your (school’s) job to make them happy?
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Create rewards programs

Incentivize sharing, liking, reviewing and referring

SWAG

Decals

Tuition discounts, free books
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Thank you!

epscomm.com/PaGAP


