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Why This Matters:
National Context

e  First-year retention and persistence isn't
as high as you may think

e Justunder 14% of incoming students left
higher education before their second term

e The“why"is complex and extremely
nuanced, but...
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Why This Matters: National Context

Starting Enroliment Intensity
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Structural Challenges: Disparate & Siloed Departments

The Reality:

Student success is everyone’s responsibility—but

often no one’sin practice.

Common Silos:

Academic Advising

Student Affairs / Engagement
Financial Aid

Reqistrar

Career Services

IT / Institutional Research

Marketing / Communications

Impact:

Each team owns a piece of the student
experience

No single, unified view of the student
journey

Students receive fragmented messages
and inconsistent support
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Structural Challenges: Disconnected Systems & Data

The Reality:

Student data is scattered across multiple platforms:

SIS (Banner, Colleague, PeopleSoft)
LMS (Canvas, Blackboard)

Event tools

Advising systems

Email & texting platforms

Spreadsheets & shadow systems

Impact:

Engagement signals are incomplete or
delayed

At-risk students are identified too late

Outreach is reactive instead of proactive
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Fragmented Communication to Students

The Reality: Impact:
Students receive messages from: e Message overload
e Admissions e Conflicting instructions
e Advising e Important nudges getignored
e Financial Aid e  Students feel “marketed to,” not supported

e  StudentlLife
e Housing
e Faculty

e Marketing

..often with no coordination.
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Reactive Instead of Proactive Support

The Reality:

Most interventions happen only after a problem is visible:

Missed registration
Academic probation
Financial holds

Withdrawals

Impact:

Opportunities for early engagement are
missed

Support feels punitive instead of helpful

Students disengage quietly before
institutions respond
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Institutions are brganized by department
Students experience a single journey
Systems are disconnected

Data is fragmented

Communications are Uncoordinated

Engagement is inconsistently defined
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*  Retention depends on heroic effort, not

scalable strategy.

e Juxtaposition against the enroliment and

admissions Experience s vastly different.
* Studentsare nolonger ‘recruited”, they are

sent into the maelstrom.
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A Strategic
Framework for
Re-Marketing to
Enrolled Students
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Re-Marketing,
Reframed

Connecting with Current Students:
e BeAuthentic
e Keep Your Promises

e  Marketing for Retention, and Market Your
Retention

e HighImpact, Low Noise

Relational, Not Promotional:

A coordinated engagement strategy that:

Reinforces belonging
Anticipate risks
Provide Targeted Guidance

Sustain momentum across the student
lifecycle
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Considering the
whole student

Institutions need a way to see the whole

student, not just grades or transactions.

A unified CRM model (like Slate’s student
success architecture, shameless plug) allows
teams to surface risk signals across:

e Academics
e Engagement
e Communications

..before students disengage.
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National data shows most attrition
happens early and quietly.

Build early-warning visibility into: Waiting for probation is too late!

e Low ordeclining engagement (emails,
appointments, portal activity)

e Missed milestones (registration, advising,
events)

e Creditloaddrops

e First-gen, Pell-eligible, part-time, commuter
populations
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Segment by the Journey, Meet Students
Where they Are

e  Mimic the “recruitment” white glove, high Each group needs different messaging,
touch experience from enroliment cycle tone, and timing

e Move beyond “all students” campaigns. New students navigating transition

e Relevance increases response. Generic e  Sophomores choosing majors

messages feel like noise. . _ .
e Juniors balancing academics + career

anxiety

e Seniors managing completion logistics
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