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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

Strategies and Tactics for Recruit Back and Gap Year

Leverage Campus Partners
Identified two key segments, added in parent contactinformation from Slate and
developed drip campaigns

Outcomes and Takeaways

Time for Q&A (because sometimes | talk fast)



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

( NACAC, 2023).

University of the Pacific Admitted Freshmen Pool

year)

Status Fall 2023 Fall 2024
Total Admitted Freshmen 5494 8085
Attended Other 4 Year Institution 714 3993
Did not attend any institution (gap 1286 3371




GOAL: Identify Parent Records and Append to Student Data
|Identified using NSCH + Slate data.

- Created dedicated parent communities in CampusESP.

|dentified populations in Slate.
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Who Are Gap Year Students and Their Families?
Admitted to Pacific but never attended another institution

Rachel Parent
Modesto, CA Concerned about loss of
e Gap year student momentum during the
e Focusing on mental health gap yea
and part-time work e Hopes Rachel will soon
e Has a strong connection feel ready to take her
to family next steps, possibly Pacific
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Jack Parent

Bellevue, WA Supportive of Jack’s

« Gap year student educational journey

« Worked as an intern * High-income family
during COVID

 Taking time to gain
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MNumber of Nen-Consumers, by Household Income, United States
High School Graduates Aged 1% bo 200 Not Enrolled at Any College

Mumber of
Househaold MON-CONFUMers Change,
Income I 2012-2021
2012 2021
18,216 42,425 +133%
123,420 256,020 +107%
253,522 349,289 +38%
£50K to $100K 513,586 516,502 +1%
= 550K 573,248 C5B,550 -3%

Non-consumption is growing most quickly among students i

from households earing more than $100K annually—a group
that accounts for more than a third of all nonconsumers.

Mixed Opportunity on Late Enroliments

Parcentages of Tatal College-Goers Envaling in & Four-Yaar
Institution a Year or Twa After Graduating fram High Schoal!
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Parent Messaging focused on:

* Affordability

*Support services

* Reactivation without reapplying

e Emotional reassurance

PACIFIC

Is your student thinking about ther next sleps for coliege? As you
consider what's next, we want 10 reassure you that an education at
Pacific is both valuable and within reach —and we're here 10 help
make that happen,

Why Pacific?

v Exceptional Value ~ 89% of Pacific students receive financial
assistance, with an average award of $27,929 per year. Many
students pay significantly less than the listed tuition

v Proven Career Outcomes — 90% of graduates are employed or in
graduate school within six months of graduation.

v Small Class Sizes, Big Opportunities - A 14:1 student-to-faculty
ratio means your student gets personalized attention and strong
mentorship

v High Return on Investment - Pacific ranks #12 In the nation for
alumni earnings potential among private universities

Clearinghouse: Drip #1

Subject:

¥ Your Stuent Reconsderng College!

Pacilic Can Ml

Type:
orip

Schedule:

Send el Dhe Siy MRt wier ok wleCied

ommuntel

Audience:

Users who join communties Cear
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Inquiry
Stage

Application ? . . 745 families

Complete 9 Admitted

' 6 families

9 families

Confirmed

3 families




THE TRANSFER SWIRL

Community 4-Year
College University

4-Year
University




City

Stockton
Sacramento
Modesto
Elk Grove
Manteca
Tracy

Lodi
Antioch
Folsom
Roseville
Fairfield
Concord
Vacaville
Davis
Yuba City
Woodland
Chico
Redding

Accepted Not Attended Transfer Students by City (Northern California)

75 100 125 150
Number of Students

175



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



Natalie R.
CSU East Bay

e From Stockton, CA

Applied to Pacific
because it was close
to home

¢ Has decided she doesn't
like it and wants to live at
home

Marisol
Mother

e Wants Natalie to feel
supported

¢ Also liked Pacific when
they visited

e Unsure of the process
for reapplying



Same Core
Strategy as

Gap Year but
with Tailored
Call-to-Action

e Transitioned parents into a transfer-specific
community.

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



Same Core
Strategy as Recruit
Back but included

additional

messaging around

scholarships and

transferability of
units

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

parents
e 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



Connecting the Parents

7%

Schedule:
Send emall immediately after user joins
selected communities

Audience:
Users who join communities Previous
admits who are transfer inquiries (Fall

2024 -> Fall 2025), CleaningHouse -
Transfer Inquiry

TOTAL SENDS
TOTAL OPENS
UNIQUE OPENS
TOTAL CLICKS

: UNIQUE CLICKS
2 (] First Name detautt: from Univarsity of the Pacinic |
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Unique Clicks 7
Bounces 23
_\\\ 1 .gﬂ-"—,ﬂ
Opt Outs / Spam Complaints 5
\ 0.4%
Skipped 312

\

Open rates are no longer a reliable measure of
engagement due to industry-wide privacy
protections. Reliable measures of engagement
include clicks and conversion events.

Opens

Unigue Opens

TOTAL SENDS

TOTAL OPENS

UNIQUE OPENS

TOTAL CLICKS

UNIQUE CLICKS

OPEN RATE

CLICK RATE

3,593

3,016

1,830

35

25

51%

1.4%

Download
EdVisorly to map
your transfer units

& FDVISORLY

Campus@



Transfer Student Outcomes

Inquiry

Applicatio “ W oo ¥
Comple 2,882 families , ¢ A/ |

Stage

’ ) ‘_;-;- : I
27 families “' 3 Admitted THE ROARI ‘g |

16 families

Confirmed

4 families



What’s Next

Planning for Future Enrollment

Build Infrastructure

Create subpopulationsin
Slate with prior data and
NSCH

Build out student
communications and
landing page specificto
populations

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

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

Submit prior year data to

NSCH more than once



Key Take Aways

This is the Proverbial Low Hanging Fruit
(Seriously)

- 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 engag_e_with your content at higher rates
than your traditional student-even transfer

students

- Thisis along game strategy but with real yield
potential




Mary Beth Marks

Executive Director for Enrollment Marketing and
Campus Events
Associate Consultant, RNL

Add me on LinkedIn:
MBAMInHigherEd
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