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WHAT WE WILL COVER 
TODAY
1. What are the current market headwinds in recruiting SCNC/Transfer students today

2. What are students' expectations today? 

3. What does the data say students are seeking, and how bad is it when we don’t live up to their 
expectations?

4. How can credit transparency help? What do the results show?

5. What should you watch out for, and what are the typical things that make an institution fail at 
change management?



3

The big challenge
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High School Graduation Rates
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LOSS OF TRANSFER CREDITS
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Attainment Rates targets are not being met   
(From Lumina’s “Stronger Nation” report)

https://www.luminafoundation.org/stronger-nation/report/#/progress
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The Student Challenge:
Student Desires and 

Psychology
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Often, only certain faculty and staff can answer these questions, & 
they can’t meet the always-on, real-time demands of 
prospective students...

They need ways to streamline this process.

Citations:
Governmental  Sources (IPEDS), Etc.
https://hechingerreport.org/
http://learn.ruffalonl .com/rs/395-EOG-977/images/2018_RNL_E_Expectations_Report_no%20CTA.pdf
https://www.nacep.org/resource-center/nacep-fast-facts/

University operations can’t keep up 

1. Which of my credits will you accept?

2.How will those apply to my desired degree?

3.What do I still have to take to graduate?
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What percent of transfer credits are not 
accepted?

Some estimates put this at 
over $1.5 billion USD in lost credits 

every year.

These numbers are only scratching the surface. 
This doesn’t include how they apply to the degree...

% of Credits Not Accepted

2-year → 4-year institution transfer (-20%)

4-year → 4-year institution transfer (-35%)
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Core questions and the psychological 
drivers
o How will my credits transfer?

o How will those credits apply to my chosen degree?

o How much will it cost me for finish my degree?

o How long will it take to graduate, and where do I start?
Remember! - Transfer students are uniquely dealing with more pain than a traditional student. So, direct your focus on 
removing their pain before selling them on the reward!

PAIN
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Supporting Data

Transfer credit acceptance is seen as highly important to transfer students, 
even when building consideration sets.  

• 97 percent of students indicated that knowing the amount of credit that would 
transfer BEFORE applying was at least somewhat important,

• 67 percent who indicated it was very important. 

• 93 percent of students indicated that they would not enroll at an institution 
before learning how much of their transfer credits would apply to their new 
program.  

• 50 percent who would not even apply if they did not know how much credit 
would transfer.

Source: 2024 EducationDynamics SCNC Re-engagement report 

PAIN
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Core questions and the psychological 
drivers

o What will I get out of my investment? ROI?

o Can you help me pay for it?

o What job/career does this lead to? (short and long-term)

REWARD
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Supporting Data

REWARDSchools seeking to enroll transfer students should ensure that direct 
credit transfer for degree programs.  

o When reenrolling in undergraduate study, 84 percent of 
respondents indicated that they would enroll in the same subject 
field as their previous study.  

o Credits for courses should be utilized to allow students to complete 
these degree programs

o 82 percent of respondents are aware that schools may not allow 
for this type of credit transfer, but

o 97 percent indicate that this is important in their enrollment 
decision.

Source: 2024 EducationDynamics SCNC Re-engagement report 
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What do transfer students need?

To simplify it down to strategy…

1. Answer a few core questions

2. Provide a “frictionless” experience (an obvious path)

3. Be flexible with your communication options, and timely with your responses

4. Be transparent

How do you buy a car nowadays? A house?
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What do students 
want?

Where is the data pointing? 

What are the effects of not meeting the student’s needs?
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Research and Market Trends

https://files.eric.ed.gov/fulltext/ED608078.pdfhttps://www.acenet.edu/News-Room/Pages/Transfer-
Task-Force-Releases-Report.aspx

https://www.degreesight.com/news/inspiring-
reenrollment-in-some-college-no-credential-

students/
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Student primary complaints
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Why Credit 
Transparency Matters
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What’s been done historically
Pre-enrollment tends to be very manual, and slow…



22

o Transfer students that yield at greater than 50% & guaranteed ROI on investment in a 
product. 

o An intuitive self-service credit evaluation tool that allows prospective students to input or 
upload their previous 
coursework and immediately receive a report showing them 
what credits may be awarded, before ever speaking with anyone.  

o Admissions staff  capture every prospective transfer student’s contact information and 
immediately engage them with both CRM communications and staff outreach  

o The Registrar’s Office has reduced workload around transfer credit through high levels of 
automation, embedded transcript OCR, and an engine that learns over time.

Imagine – The Solution
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The Impact You Can Make
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More Inquiries, Time Savings, Higher Yield 
and Increased Enrollment
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o Averaging more than 35 leads/week

o 79 leads within first 24 hours of going live

o 520 organic leads since going live (mid October)

o More than 82,000 additional equivalencies created 
since

o Increase from 50% to 61% automation rate since Oct 24’    

o Averaging 30 leads/week

o77% automation rate for courses, 91% 
automation for exams

o Up 20% in Fall enrollment Fall 2024

o $580K in net tuition revenue lift /29X ROI

“The admissions team has immediately had a major 
weight lifted from their shoulders. Transfer counselors 
can actually focus on their job and recruitment besides 
just evaluating credits.”

  -Seth Lane, AD, Transfer Admissions 
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Inbound
Module I: Showing Students How Their Credits Will Transfer
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Insight
Module II: Articulating Degree Completion
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Reach me at...
Drew.melendres@degreesight.com

Drew Melendres
Cofounder 
Recovering SVP Enrollment Management 
and Student Affairs
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