N
@) NKUSLIT

Nkululeko Silimela
Founding Partner
NKUSIIT

September 2024



Journey Map

The Typical Touch Points during
student engagement cycle and
how technology can transform the
interaction between student and
institution.

Themes Identified

North Star/Vision Statement
The challenge(s)/Opportunity(ies)

Stakeholder Map
Prioritization

Top Initiatives
Visual storyboard
Concept testing

Value Map




Parent & Product Journey Map

BRENT THE PARENT

This is a typical journey map a parent goes through and how Products map to this.
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MNOIIVGMREN | Ayareness campaigns such as with automated portals for this could be utilized alongside sales capabilities. Student support portals &
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2. Event & Attendee Management of Parents/Students such as extra classes. be used internally for a help desk.
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and the power platform creating an applying ML & Al models to marks own homes

end-to-end customer journey and finances.



Themes Identified

Onboarding and
Orientation

S

Career services and
professional
development

Academic Advising Student

and Support engagement and
Campus
Involvement

Graduation and Alumni Relations
commencement and Engagement

Student Success
and Retention

Student Lifecycle
Management



Prioritization
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Value Map

Grow revenue through... IDEA
* Order size (up-sell) * Make it easier for students to obtain tuition fees
* New acquisitions + Student Enrollment must be easier
* Wallet share (cross-sell) * Upsell Pre/Postgraduates
* New markets * Upsell Doctorates and Masters
Reduce costs through... IDEA
» Technology spend * Do not Invest In Hardware
» Marketing activities * Hyper-Personalization
» Payroll (headcount) » Self Service Enrollment

* Student Dashboards

Maintain market through... IDEA
» Competitive differentiation » Student Portals
» Brand perception + Student Dashboards, semester results assignment
» Student retention progress tracking, marks, etc.
+ Student mix * Rate Tutors / Lecturers
Mitigate risk through... IDEA
* Legal exposure POPIA compliance
* Regulatory compliance Verification
* Investor confidence Recording student grievances and following up on

* Business predictability complaints and cases to “avoid protests”
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