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• Filled with confusing jargon.

• 70% of award letters do not explain difference between 
grants, scholarships, loans, and work- study.

• More than one-third do not include cost information for 
students to calculate cost of attendance.

• 50% do not provide action steps - specific suggestions 
for the student and family.

The Current 
Financial Aid Letter

College bound 
seniors rate video 
among the most 
influential 
resources for 
college search.

-RNL E-Expectations Report
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• Difficulty reaching students via phone.

• Inconsistent student experience.

• Not enough staff to personally connect with all students 
to explain their FA award package (FA offices not having 
enough resources to field questions).

• Inability to connect with students in a compelling and
individualized way regarding college finances.

Connecting with Students

Viewers retain 95% 
of a message when 
they watch it in a 
video, compared 
to 10% when 
reading it in text.

-Insivia
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72% of consumers 
would rather watch a 

video than read 
about it.



6

College Cost Transparency Initiative

Principles
• The primary purpose of student financial aid offers is to provide clear, accurate, consumer-

friendly information about college costs and financial aid eligibility.

• Financial aid offers should be transparent, ensuring that costs are understandable for 
students and their families. Financial aid offers should include the most accurate estimate 
possible of a student’s costs. 

• All types of aid offered should be described and explained using standardized, plain 
language.

• Colleges and universities should strive to embrace the use of innovative technologies to 
create financial offers in formats that best serve the needs of their unique student 
populations, which may include dynamic and interactive components.
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Communicate Each Piece of FA Offer
  (your data drives content of video)

Standard Scenes include:
• Premiere/Full Tuition scholarship
• Merit scholarship
• Talent scholarship
• Athletic scholarship
• Pell Grant
• FSEOG
• State Grant
• Institutional Grant
• Other scholarships (catch-all scene)
• Sub & Unsub Loan scenes
• PLUS/Alt Loan scene
• Work-Study scene

• Financial Aid Offer Details 

• Total package 

• Net cost calculation

• Custom Award Scenes (Up to 10)
(i.e. Sibling, Alumni, Military Scholarships etc.) 

• Payment Options 
(Payment Plans, PLUS, etc.)

• Value Proposition Scenes (up to 4)

• Counselor Scene/Contact Scene

• Next Steps—Call to Action Buttons

• Revised Videos



88

COASTAL CAROLINA  
CASE STUDY
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Coastal Carolina University

• 10,811 Undergraduate Students
• 537 Graduate Students
• Liberal Arts with Professional Programs
• NCAA Division I
• F25 Incoming Class

• 25% First Generation
• 25% Students of Color
• 90% receive financial aid
• National reach—students enrolled from 50 states 

and over 50 countries
• Fall 2026 Incoming Class

• 71% Acceptance Rate (lowered from 75%)
• Increased GPA and test score averages

Conway, SC













Customized Scholarship                &           Value Proposition 
        Scenes                    Scenes
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CCU Financial Aid Strategy
How does a Personalized Financial Aid Video fit in?

• Financial Aid is critical factor in yield and overall enrollment

• Over 9,600 admitted students files a FAFSA
• FAFSA filer yield is 29% compared to 3.5% for non-filers
• Fall 2025, 31% of enrolled students wee Pell-eligible

• First financial aid offers are sent in early-January and then once a week moving through yield season

• Mailed personalized offer of financial aid with letter
• In addition to mailed letter, financial aid information is available in the applicant’s MyCCU portal
• Financial aid updates available in the MyCCU portal; in addition, missing information can also be 

completed in the portal



17

CCU Financial Aid Strategy
How does a Personalized Financial Aid Video fit in?

• Due to limited staff in Financial Aid, we reply on the PFAV video to provide the detailed information 
regarding the FA package. We don’t have the staff in Admissions or Financial Aid to have one-on-one 
meetings with all applicants about financial aid. 

• The PFAV video “does the math” for the student & family. Our SIS and student portal does not do 
this, which is why the video is beneficial. 

• Revised videos go out when package changes. We send up to 3 revised videos
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CCU Communication Strategy

• They receive an initial text from Allied Pixel when their video 
is ready

• We follow-up a few days later with an email to the student 
and parent/family member(s)

• The video link is in Slate for FA and Admissions counselors 
to view and follow-up with students and families. 
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Slate query to help counselors follow-up 
with students who have watched the 
PFAV, but have not paid their enrollment 
deposit

Outreach Example
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CCU Value Propositions in Video
If we don’t get a chance to talk to the student and/or family we wanted 
them to hear and understand the following:

• Institutional Awards (merit- and need-based); 75% of students receive
• State aid for South Carolina residents 
• Scene-specific information: Honors College, Academic Common Market 
• Call to actions (visit, enroll)
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Mobile Experience for Student
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Coastal Carolina Video
   Look for Scenes

Intro for students outside of South Carolina

Calculation of Gift Aid 

Payment Plan Calculations

 * By Semester
 * 4 Month Installments each Semester

Closing Value Props
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Personalized FinAid Video 
Coastal Carolina University
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   CCU Lift Needed 

• Student level data 

• Creative assets and branding guide 

• Complete intake form

• Participant in script development process

• Feedback on video creation  (Vimeo)
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Measuring Success

Quantitative 
&

Qualitative 
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Coastal Carolina University



Videos NOT
Viewed

Videos Viewed

Enrollment*

2,405

1,379 1,026Enrolled

Students who viewed their Personalized Video were nearly 2X more likely to enroll.

Not Enrolled

Total

100%50%25% 75%

Enrollment*

4,857

1,399 3,458Enrolled Not Enrolled

Total

100%50%25% 75%

57.3% 
of students who 
DID view their 

Personalized Video 
enrolled.

28.8% 
of students who 

DID NOT view their 
Personalized Video 

enrolled.

Coastal Carolina University
PFAV Viewership vs. Enrollment (2024-2025 Academic Year**)

* Enroll Status = Confirmed
** 2023-2024 Awarding Cycle

Proprietary and Confidential
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WHAT DO STUDENTS 
AND PARENTS SAY?
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Personalized FinAid Video Comments - Coastal Carolina
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OTHER SUCCESS 
STORIES



Videos NOT
Viewed

Videos Viewed

Enrollment*

1,328

450 878Enrolled

Students who viewed their Personalized Video were nearly 2.7X more likely to enroll

Not Enrolled

Total

100%50%25% 75%

Enrollment*

2,178

270 1,908Enrolled Not Enrolled

Total

100%50%25% 75%

33.9% 
of students who 
DID view their 

Personalized Video 
enrolled

12.4% 
of students who 
DID NOT view 

their Personalized 
Video enrolled

* Enroll Status = Confirmed
** 2022-2023 Awarding Cycle

Proprietary and Confidential

Pacific Lutheran University
PFAV Viewership & Engagement (2023-2024 Academic Year**)
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Videos NOT
Viewed

Videos Viewed

Pratt Institute
PFAV Viewership vs. Enrollment (2024-2025 Academic Year**)

Enrollment*

1,462

499 963Enrolled

Students who viewed their Personalized Video were nearly 2X more likely to enroll.

Not Enrolled

Total

100%50%25% 75%

Enrollment*

1,473

270 1,203Enrolled Not Enrolled

Total

100%50%25% 75%

34.1% 
of students who 
DID view their 

Personalized Video 
enrolled

18.3% 
of students who 
DID NOT view 

their Personalized 
Video enrolled

Proprietary and Confidential



34Data represents unique student clickers in each category. Numbers do not add up to total unique clickers as students may 
have clicked on more than one CTA button.

Clicked Any
Button

Over 47% of clickers who viewed their video enrolled

Financial Aid 
Forms

“Next Steps (Deposited)” was the 
most effective button, 93% of 

viewer clickers enrolled

Visit Campus was the next most 
effective button, 60.9% of viewer 

clickers enrolled

“Financial Aid Forms” was the 
most popular button among 

enrolled viewers with 246 clickers

 

Pratt Institute
CTA Button Interactions (2024-2025 Academic Year**)

Next Steps 
(Accepted)

428

Next Steps 
(Deposited)

Visit
Campus

106

546

82

93.4% 
Enrolled 60.9%

Enrolled

727
Viewers who 

Clicked & Enrolled
(499 unique IDs)

343

Interactions Highlights

246

194

99 50

45.3% 
Enrolled

45.1% 
Enrolled

47.2% 
Enrolled

106
82

Proprietary and Confidential
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Personalized FinAid Video Comments – Pratt
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Personalized FinAid Video Comments - Pacific Lutheran 
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Personalized FinAid Video 
Texas A&M University (Undeclared, First Gen Scenes)
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2/3
of students do not 
understand the 
cost of their 
education prior to 
making enrollment

Why personalized finaid video? 

• Video is the number one preferred marketing channel for 
Gen Z. - RNL e-Expectations Report

• Colleges needs to connect with students in a compelling 
and individualized way. Video can tell your story!

• Email open rates increase when video is in the subject 
line. - RNL  e-Expectations Report

• Videos can we emailed AND texted.

• You need to personally connect with all your filers, but 
time and staff may be limited. 
Personalized video can reach them all.

• Increase yield and reduce melt. Get inspired by our 
partner results below.

New America-  Decoding the cost of College. 
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Students who view their         
Personalized Video are 

~2x
more likely to enroll
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Consider FA Video 
Communication Strategy

Merit Scholarship 
Promotion

&
Push to file FAFSA 
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Personalized FinAid Video: Merit Scholarship
Coastal Carolina University

Targeted Scenes:

• Personalized Intro 
• Merit Award 
• Contact Info
• Conclusion 

(Push FAFSA) 
• CTA Buttons (File 

FAFSA, etc.)
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Personalized FinAid Video: FAFSA Push 
Utah State University

Utah State University PFAV Non-Filer to Non-Packaged Students (Push FAFSA Completion)

Produced by Allied Pixel in partnership with RNL. Learn more at www.alliedpixel.com/personalized-video-for-higher-education/Targeted Scenes:

Alternate Personalized Intro 

Merit/Institutional/Other Award 

Total Gift Scene 

Value Prop(s)

Contact Info

Alternate Conclusion (Push FAFSA) 

CTA Buttons (File FAFSA, etc.)

http://www.youtube.com/watch?v=WOZVZ3kNlGE
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Q&A
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Learn More
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