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COVERED TODAY

• Who am I?

• Introduction to consultative approach

• Three-year plan to rebuild, ignite, 

grow recruitment

• The role financial aid plays in recruitment

• Omni-channel marketing strategy

• Results

• Choosing the right partner

• Q & A



MINDFULLY 

FORMULATED

RADICALLY 

TRANSPARENT

RESPONSIBLY 

SOURCED



Consultative Approach
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How do you deliver a 

highly personal, 

authentic, and human 

experience at scale?

• Overcome objections

• Decision-making is guided by emotional 

connection.

• Communicate frequently & in multiple 

formats

• The “Why” before the “How” & the “What”

• Create a unique journey



Three-year Plan To Rebuild, Ignite, 

Grow Recruitment
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GEN Z'S

M E S S A G I N G  M U S T  B E  P E R S O N A L  A N D  T A I L O R E D  T O  T H E M .  

They are more sensible, have different 

expectations of work and studies, are ethically 

conscious, and are known as advocates for 

social justice

More than one in three students (37%) say career 

opportunities is a top-three issue when deciding 

where to study.

* U N I B UDD Y .C OM/ WP -C 2 0 22 / 0 9 /S TU DEN T -REP ORT -2 0 2 2 .P DF

Gen Z is a diverse group of independently-minded 

young people, but we can observe trends in their 

attitudes and behaviors. They’re focused on 

outcomes, unafraid to buck trends, and fiercely 

independent. 

When they want to find information, they don’t 

turn to google. Instead, “almost half” use TikTok 

and Instagram as search engines
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K EY TAK EAWAYSW H AT' S  T R EN DIN G? 

*U N I B UDDY. COM/WP- C2022/09/ STUDENT -R EPOR T -2022 .PD F
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Rebuild, Grow, Ignite

Three-year Plan To Rebuild, Grow, and Ignite Recruitment

Ug learners targeted sophomores, juniors, and seniors

2025

2024

2023
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Rebuild.

Three-year Plan To Rebuild, Grow, and Ignite Recruitment

2025

Targeted sophomores: brand, value, and awareness
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Rebuild: Brand, Value, and Awareness 
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Rebuild: Brand, Value, and Awareness 
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WHAT'S TRENDING 

Addressing parents’ 

concerns about cost and 

value should be a top goal 

of communications with 

parents
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Rebuild: Brand, Value, and Awareness 

https://ksus.vids.io/videos/d39fddb01a11ebc75a
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Rebuild: Brand, Value, and Awareness 

https://my.salina.k-state.edu/46416394/landing
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GROW.

Targeted juniors: value, awareness, positioning and cultivation

Three-year Plan To Rebuild, Grow, and Transform Recruitment

2024
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Grow: Value, Awareness, Positioning, and Cultivation
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Grow: Value, Awareness, Positioning, and Cultivation



©2022 Proprietary and Confidential21

Grow: Value, Awareness, Positioning, and Cultivation
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Grow: Value, Awareness, Positioning, and Cultivation
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Grow: Value, Awareness, Positioning, and Cultivation
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Grow: Value, Awareness, Positioning, and Cultivation
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IGNITE.

Three-year Plan To Rebuild, Grow, and Transform Recruitment

Targeted seniors: cultivation, conversion, yield and melt

2023
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Ignite: Cultivation, Conversion, Yield, and Melt
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Ignite: Cultivation, Conversion, Yield, and Melt
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Ignite: Cultivation, Conversion, Yield, and Melt

https://my.salina.k-state.edu/46416394/landing
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Ignite: Cultivation, Conversion, Yield, and Melt
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Ignite: Cultivation, Conversion, Yield, and Melt
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Ignite: Cultivation, Conversion, Yield, and Melt
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Ignite: Cultivation, Conversion, Yield, and Melt
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Rebuild, Grow, Ignite
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Rebuild, Grow, Ignite
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Rebuild, Grow, Ignite
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Rebuild, Grow, Ignite



The Role Financial Aid Plays In Recruitment
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51%

Parents believe a college 

degree will result in higher 

earning potential

53%

Families eliminated colleges 

based on perceived cost-before 

even researching the school 

47%

Parents are willing to stretch 

themselves financially to obtain 

a college education

https://www.salliemae.com/assets/research/HAV/HAV2018_Rep
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Financial Concerns Are a Top Source of Anxiety

*Eab enroll360-parent-survey-wp.Pdf
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The Financial Aid Letter of The Past
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Channel: Dynamic Print Piece
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Personalized Letter from Admissions Representative
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Channel: Print

• Inside panel with 

value statements to 

emphasize 

investment

• Financial aid award

• Additional resources 

& information 

for families



Multi-channel Marketing Strategy
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Multi-channel Marketing Drives Results Throughout The Admissions Funnel
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• Geo-Target

• Poly-Targeting

• Social Media Ads

• Display Ads

• Retargeting

• PPC

• SEO

• Social Listening

• AI Chat Bot

• Prescriptive Modeling

• Data Analytics

• KPI's 

• Conversion Rates



Results
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Results

• Total applications increased by +8% over 2021

• Total admitted students +9% over 2021

• Total enrolled is +7.8% over 2021

• First-generation student applications +23% over 2021 

• On-Campus living for the fourth year in a row at capacity

• Female enrollment increased by +11% over 2021, with a 16% increase in total applications

• Out-of-State applications are +16%, and in-state +8% 

over 2021

• Hispanic/Latino +30%, Asian +36%, and Black/African American applications are down -9%

• Fall enrollment headcounts 1-yr growth +7.5%; 3-yr growth rate +19.8%; 5-yr growth rate +22.3%.



Choosing The Right Partner
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Q&A
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THANK YOU

Christopher Smith, Ph.D.
Executive Director, Enrollment Management 
and New Student Engagement

Kansas State University Salina Aerospace and 
Technology Campus
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