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The student
decision journey

Modern students no longer move through a linear
funnel. They orbit — and most of the decision
happens before a university ever sees them.

Eight stages. Six of them invisible to your CRM.

U UpperClass A work in progress — open for input



The high-stakes filtering happens
before the inquiry

We set out to map how students actually choose a university. The funnel metaphor
broke almost immediately. Students don't descend a tidy line from awareness to
application — they orbit, circling a decision through algorithms, Al, peers, and self-
audited research long before they identify themselves.

The consequence is uncomfortable for anyone who lives in a CRM: the decisive
filtering — cost, fit, career, belonging — occurs while the student is still invisible to
your institution. By the time someone clicks "apply," the choice is largely made.
The application is the receipt, not the starting point.

"You can't remarket to a lead you never captured.
Winning applications means winning the invisible
Stages."

This document lays out all eight stages of the model — what the student is doing,
the data behind it, what it means for an institution, and where authentic student
content changes the outcome. Two stages, discovery and peer trust, are the
highest-value battlegrounds and are marked as such.

STAGE GROUPS

Spark & Al — internal triggers, invisible

@ , @ Discovery — algorithmic, pre-inquiry
synthesis

@ Filter & friction — the threshold tests @® Trust & peer — where curiosity converts

® \Website & program — the last stealth step ® Commitment — apply, offer, enroll
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PRE-INQUIRY ORBIT — THE STUDENT IS INVISIBLE TO YOUR CRM

1 "Iwantto study abroad" — the spark

NEUTRAL - INTERNAL TRIGGER

WHAT'S HAPPENING

The journey begins with an internal trigger, not a university touchpoint. The
student has decided to explore but has told no one — least of all any institution.
From this first moment they operate in a fluid, fragmented, self-audited
environment mediated by algorithms, Al, and peers, not by admissions timelines.

THE DATA

This is the entry point to the "orbital" decision environment — the student is a free-
moving body, and a university's digital presence is the gravity that keeps them
from drifting away.

WHAT IT MEANS FOR YOU

You have no way to know this student exists yet. Everything that follows is your
chance to enter their orbit — or to be filtered out of it silently.

WHERE STUDENT CONTENT HELPS

Nothing to place yet — but this is why a standing catalog of student content
matters. The spark can strike any day, in any market. Only institutions with
content already live and compounding are in orbit when it happens; you
can't produce it reactively once the student is already searching.
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2 Algorithmic discovery

DISCOVERY - PRE-INQUIRY

WHAT'S HAPPENING

The student discovers institutions through two engines at once. Active search:
roughly half of younger users bypass Google entirely, typing queries like "study in
the UK" or a specific major directly into TikTok and Instagram to find honest
campus tours, dorm reviews, and student life. Passive delivery: platforms push
high-performing organic student videos into their feed based on relevance and
engagement, not follower count — letting any institution reach hundreds of
thousands with a single relatable post.

THE DATA

Short-form video holds attention at roughly 3x the recall of text and is heavily
favored by feed algorithms. Exposing prospects to organic social content alongside
paid ads drives a 61% lift in conversion versus paid ads alone. "Quality" here
means authentic and lo-fi, not polished — Gen Z is skeptical of anything that looks
like an advertisement.

WHAT IT MEANS FOR YOU

Discovery is now won by volume and authenticity of student content, not by ad
spend. If your students aren't the ones telling the story, you're invisible at the very
first step.

WHERE STUDENT CONTENT HELPS

This stage is won or lost on student content directly. Lo-fi, phone-filmed
student videos are exactly what the algorithm surfaces and what students
search for — polished brand video gets scrolled past. A student creator
program supplies the volume of authentic short-form content needed to
capture search terms and earn passive feed distribution. Lead with the
program; the content it generates is what puts you in the feed.
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3 The Three Cs filter

FILTER & FRICTION - PRE-INQUIRY

WHAT'S HAPPENING

Before inquiring, the student applies three non-negotiable threshold filters. Fail any
one and you're quietly removed from consideration. Cost: the primary gatekeeper
— if financial clarity, scholarships, and work options aren't presented early, the
student drifts out immediately. Convenience: is the program feasible? Modality,
credit transfer, scheduling flexibility. Career: the anchor that prevents second-
guessing — visible outcomes and employment metrics.

THE DATA

About 60% of students eliminate institutions on cost before ever inquiring. 73% of
modern learners rank post-graduation career outcomes as the most important
factor in their final choice.

WHAT IT MEANS FOR YOU

Move all three answers upstream and ungated — into program pages, content, and
peer conversations — so the student clears the threshold while still anonymous.
Gating these details behind a "Request Information" form is now active friction that
drives students to clearer alternatives.

WHERE STUDENT CONTENT HELPS

Student content answers the Three Cs in the register students trust —
especially cost and career. A creator talking candidly about real living costs,
part-time work, and budgeting clears the cost filter; a graduate talking
about where their degree led clears the career filter. Because it's honest and
specific, it also drives genuine self-selection: right-fit students lean in
while poor-fit students opt out early — valuable for oversubscribed
programs that want better-matched applicants, not just more of them.
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4 Al: the invisible front door

NEUTRAL - PRE-INQUIRY SYNTHESIS

WHAT'S HAPPENING

Increasingly, the student runs the Three Cs check through conversational Al before
ever touching your website. They ask ChatGPT or Gemini to synthesize details,
compare program costs, and calculate the ROl of a major. Their first real
impression of you is a summary assembled by a model — without your
involvement.

THE DATA

Al tool usage among prospective students surged from 68% to 88% in a single
year, and now functions as the first filter students apply. The most influential
decisions are made based on how Al interprets your public-facing digital footprint
— long before an inquiry reaches your CRM.

WHAT IT MEANS FOR YOU

"Invisible" cuts both ways: you can't see the student, and you can't directly control
what's said about you. If your cost, modality, and outcome data are buried or
gated, the model can't surface them — and the student drifts out having never
landed on your page. A rich, honest public footprint is now what feeds the Al's
answer.

WHERE STUDENT CONTENT HELPS

You can't edit what the Al says, but you can feed it better source material. A
high volume of public, honest student content across platforms becomes
the footprint the model reads and summarizes — so authentic student
voices, not just your marketing, shape the synthesis. The wider your student
content is distributed across the open web, the more likely it is to inform the
answer the student sees before they ever reach your front door.
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D The peer trust layer

TRUST & PEER - PRE-INQUIRY

WHAT'S HAPPENING

If discovery is the engine, peer-to-peer interaction is the trust layer that converts
curiosity into an application. The student is asking emotive questions a brochure

can't answer: "Is this place for me?" "Will | fit in?" "Can | see myself living there?"
These require a current peer, not administrative copy — which younger prospects
increasingly distrust.

THE DATA

Analysis of 100,000+ peer messages shows students seek reassurance, not policy
— "my grades are slightly low, can | still get in?" In Europe, 58% rate peer chats as
very helpful versus only 37% for their own family and friends. Embedded peer chat
drove a 75% website-to-application conversion at one university, and a 50%
application rate among first-contact users at another. Concerns are regional:
Europe - academic workload; the Americas — social integration; Asia - part-time
work and careers; Africa - cost and financial aid.

WHAT IT MEANS FOR YOU

The person best positioned to convert a prospect isn't your admissions team — it's
a recent student who was in their shoes. Peer content does double duty: it earns
the application here, and later holds the student against competitor pull after the
offer.

WHERE STUDENT CONTENT HELPS

The emotive "is this place for me?" questions are answered by real
students — and student creators are exactly that peer voice. A diverse
roster lets content speak to regionally specific concerns: academic
workload for Europe, social life for the Americas, part-time work for Asia,
financial aid for Africa — so the reassurance actually matches the student.
This is the moment authentic content turns curiosity into an application.
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O The program page

WEBSITE & PROGRAM - PRE-INQUIRY (STEALTH)

WHAT'S HAPPENING

The student finally lands on your site — usually on a specific program page via
search, not the homepage — and explores in "stealth" mode, gathering everything
and deciding entirely on their own without ever identifying themselves.

THE DATA

~90% of undergraduate and 94% of graduate prospects say a site's design and
usability directly shapes their opinion of the institution. Program pages must show
credit requirements, real costs, delivery formats, time-to-completion, and career
placement — and must not gate any of it behind inquiry forms. Static text should
give way to video profiles of students, faculty, and alumni, plus localized labor-
market data.

WHAT IT MEANS FOR YOU

This is the last stealth step before conversion. Every gated field is a reason to
leave; every honest, self-service answer is a reason to stay and apply.

WHERE STUDENT CONTENT HELPS

Embed student content directly on program and admissions pages so the
stealth visitor sees real students without leaving or identifying themselves.
Inline and corner embeds place authentic video and posts right beside the
program details, replacing static text with the peer proof these pages need.
A content hub lets the same approved content be distributed everywhere
it's relevant — including partner and aggregator pages where your
programs are listed — as branded, honest proof of visibility.

OUTSIDE THE ORBIT — THE STUDENT ENTERS YOUR CRM
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7/ Click apply

COMMITMENT - CONVERSION LINE

WHAT'S HAPPENING

The student self-identifies for the first time. This is the conversion line — the moment
they cross out of the invisible orbit and into your CRM. By now, the decision has largely
already been made in the stages above.

THE DATA

Everything before this point happened without your visibility. The application is the result
of discovery, filtering, Al synthesis, peer trust, and a frictionless program page — not the
start of the journey.

WHAT IT MEANS FOR YOU

You can't remarket to a lead you never captured. Winning applications means winning the
invisible stages, so that clicking apply is a formality rather than a first contact.

WHERE STUDENT CONTENT HELPS

By this point the work is done — the application is the payoff of every earlier stage
of student content. What the platform adds here is attribution: because embeds
and hub links are tracked, the silent visitors that student content pulled through
the orbit surface as qualified, story-driven leads you can measure and credit back
to the content that created them.
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3 oOffer - pay tuition (and the melt loop)

COMMITMENT - THE MELT-RISK LOOP

WHAT'S HAPPENING

In the modern model, an offer is a conditional commitment, not a win. Acceptance is
merely an invitation for the student to intensify competitor research. Until tuition is paid,
the student keeps orbiting back into peer validation and rival comparison — this is the
melt-risk loop.

THE DATA

About 72% of learners enroll at the institution that admits them first, but loyalty is brittle:
more than half expect classes to begin within a month of acceptance, and prolonged
silence or weak post-acceptance engagement pulls them toward competing offers.
Embedded peer communities have driven a 34.8% increase in registration by converting
accepted applicants into enrolled students.

WHAT IT MEANS FOR YOU

The journey doesn't end at the offer. Pre-arrival peer communities, personal outreach,
and continued honest content bridge the high-risk window between acceptance and the
first tuition payment — turning a conditional yes into an enrolled student.

WHERE STUDENT CONTENT HELPS

The same student voices that earned the application now hold it. Content
answering "did | choose right?" — current students on arrival, housing, first weeks,
and belonging — keeps the accepted student engaged through the melt window
and anchored against competitor pull. This is the second half of peer content's
double duty: convert at apply, reassure at offer, all the way to the tuition payment.

The melt loop: even after an offer, the student orbits
back into peer trust and rival comparison. The decision
isn't final until tuition is paid.
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From linear funnel to orbital loop

The old model assumed a student entered a funnel and moved steadily toward
you, visible the whole way down. The reality is an orbit: the student circles a
decision through discovery, filtering, Al synthesis, peer trust, and stealth research
— and only becomes visible to you at the very end, if at all.

The single practical implication: move your honest answers upstream and
ungated. Cost, career, fit, and belonging need to be answered where the student
actually is — in the feed, in Al's summary, in a peer's video — because the decisive
filtering happens before you can see them. The institutions that win aren't the ones
with the best inquiry form. They're the ones already in orbit when the spark strikes.

LJ UpperClass

"The student decision journey" is a work in progress.

This is an evolving study, and we're open to comments from experts who want to
contribute. If you research higher-ed recruitment, enrollment, or student behavior —
or you've lived this journey from the other side — we'd love your input.

The model gets sharper every time someone who does this work for real tells us

where it's wrong. That's the point of sharing it openly.

Share your input -
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