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Agenda

1. The enrollment cliff is here
Traditional pipelines are shrinking. Almost half of our admitted students did not 
attend a college or university.  Over a quarter attended a 2 year college and the 
rest went to another 4 year institution

2. Strategies and Tactics for Recruit Back and Gap Year

3. Leverage Campus Partners 
Identified two key segments, added in parent contact information from Slate and 
developed drip campaigns

4. Outcomes and Takeaways

5. Time for Q&A (because sometimes I talk fast)



What We’re Solving For

Status Fall 2023 Fall 2024

Total Admitted Freshmen 5494 8085
Attended Other 4 Year Institution 714 3993

Did not attend any institution (gap 
year)

1286 3371

In 2022, four-year public, not-for-profit institutions accepted 73% of their applicants but yielded, on 
average, 30% of their applicant pool and privates accepted 70% with a 33% yield rate.
( NACAC, 2023).

University of the Pacific Admitted Freshmen Pool 



Strategies, Goals, and Tactics

GOAL: Identify Parent Records and Append to Student Data 

• Identified using NSCH + Slate data.

• Created dedicated parent communities in CampusESP. 

• Identified populations in Slate. 



Understanding Gap Year Students and Their 
Supporters 

Who Are Gap Year Students and Their Families?
Admitted to Pacific but never attended another institution 



Higher Income Family Personas 



Traditional Gap Year Incomes are Shifting 



Developing Gap Year Messaging and 
Campaigns

Parent Messaging focused on: 

•Affordability

•Support services

•Reactivation without reapplying

•Emotional reassurance



Gap Year Outcomes 

2

4

3

1

Application 
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3 families

Inquiry 
Stage

745 families



Transfer Students- Recruit Back 



Know Your Market



Identifying the Transfer Student 

1. Students admitted to Pacific who chose to attend a 
community college instead or attended another private 
or public four-year institution 

2. Still interested in a 4-year degree, often for affordability 
or academic readiness reasons OR want/need to return 
closer to home. 

3. Majority are local and within our primary market 



Recruit Back Persona 



Tactics

• Transitioned parents into a transfer-specific 
community.

• Messaging included:
• Credit transfer support 
• Continued financial aid eligibility
• Degree completion value and career outcomes
• Schedule a meeting with your transfer counselor 

Same Core 
Strategy as 

Gap Year but 
with Tailored 

Call-to-Action 



Community College  Transfer Tactics

• These parents were in the same community as the recruit back 
parents 

• Messaging included:
Evaluation of transfer units 
Degree completion value and career   
outcomes

More opportunities to meet with a transfer
counselor 
Additional scholarship messaging 
Invites to events on the local community college campus 

Same Core 
Strategy as Recruit 
Back but included 

additional 
messaging around 
scholarships and 
transferability of 

units  



27% 
Connecting the Parents 

Click Thru Rate for Parents 



Same Call to Action- Different Audience

Download 
EdVisorly to map 
your transfer units



2

4

3

1

Application 
Complete

27 families Admitted

16 families
Confirmed

4 families

Inquiry 
Stage

2,882 families

Transfer Student  Outcomes



Planning for Future Enrollment 

What’s Next 

1

Build Infrastructure

Create subpopulations in 
Slate with prior data and 
NSCH

2

Build out student 
communications and 
landing page specific to 
populations 

3

Create internal operation 
process. Student does not 
need to re-apply.

4

Move data from NSCH 
results into Slate and 
CampusESP sooner to 
enable earlier 
engagement 

5

Submit prior year data to 
NSCH more than once 



This is the Proverbial Low Hanging Fruit 
(Seriously)

Key Take Aways

• Parents of gap year students are reachable and 
     influential

• Parents of transfer students at community
    colleges and other four- year institutions still
    want to hear from you

• Parents engage with your content at higher rates
     than your traditional student-even transfer 
     students

• This is a long game strategy but with real yield
     potential 



All material in this presentation, including text and images, is the property of RNL. Permission is required to reproduce information.

Thank you 

Mary Beth Marks 
Executive Director for Enrollment Marketing and 

Campus Events
Associate Consultant, RNL 

Add me on LinkedIn: 
MBAMInHigherEd
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