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This is what Business 

Intelligence looks likeé 
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But THIS is what SAS analytics can do for you now é 
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Why ñanalyticsò? 

 

What happened? 

How many, how often, where? 

Where exactly is the problem? 

What actions are needed? 

Why is this happening? 

What if these trends continue? 

What will happen next? 

Whatôs the best that can happen? 
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Three Use Cases 

ÁSAS Enterprise Miner 

ÁSAS Text Miner 

ÁSAS Forecast Studio 
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Analytics in Action using SAS® 

How can college admissions offices identify the best-matched 
student candidates while speeding response time to the most-
appropriate studentsé.and lower costs at the same time? 
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ÁFounded in 1973 

Á1,600 colleges and universities serve as customers  

ÁLeader in college and university enrollment management 
solutions 

ÁStudent recruitment 

ÁStudent retention 

ÁFinancial aid management 
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Critical Business Drivers  

Á  Provide intelligence to help colleges: 

ÅIdentify ñbest-matchedò prospective students 

ÅImprove academic profile 

ÅIncrease enrollment 

ÅMaintain and/or increase academic quality 

ÅIdentify students most likely to matriculate 

ÅIncrease net tuition 

 

Á Expedite pipeline timeframe from initial search to decision.   



10 

 

Copyright © 2011, SAS Institute Inc. All rights reserved. 

Potential student qualification 

ÁSaves money by eliminating the need to communicate 
equally with every prospect/inquiry/applicant 

ÁFacilitates better relationship-building by truly 
personalizing admissions process for those students 
with the greatest propensity to enroll 

ÁFocuses admissions outreach efforts (travel) 

ÁProvides a mechanism for enrollment forecasting 
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Traditional means of qualifying students 

ÁWritten communications (reply cards) 

ÁOne student at a time 

ÁPhone call to student 

ÁTrack student contactsé.manually 
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The Solution - Predictive modeling 

ÁStatistical analysis of past enrollment behavior to 
predict future enrollment behavior 
 

In this case, the likelihood that a student will enroll is 
determined by the degree to which the student shares 
the characteristics of the current student body (or a 
subset of the student body) 


