
It has been an exciting year for our enrollment 
management team.  We have been able to approach 
our work with a new sense of creativity, data-driven 
strategy, and the flexibility necessary to execute our 
work in a challenging environment.   Our leadership 
team and front-line team members, working with Dr. 
Moore, were able to implement specific improvement 
plans meant to maintain the strong aspects of our prior 
work but to grow in multiple ways around the edges.  
The culmination of those efforts has translated to 
growth of all of those targeted segments including WV 
Promise Scholars, Creative and Performing Artists, 
Athletes, Service Scholars, International Students, and 
Transfer Students.  The late inclusion of students from 
Alderson Broaddus University also added to an already 
positive year for our team while serving an important 
need for our region and for these students.  
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The Headlines



Summary Chart 5-Year IR/Revenue Projection

Budget Forecast Projected Projected Projected Projected Projected
FY 2023 FY 2023 FY 2024 FY 2025 FY 2026 FY 2027 FY 2028

Enrollment
Fall
New Freshmen 300 275 300 300 300 300 300
New Transfers 25 11 25 25 25 25 25
Returning Students 616 591 559 609 630 645 648
Total FT UG Enrollment 941 877 884 934 955 970 973

• In 2023, it was critical to replace a very large graduating class for FY 2024 to stay even.
• In FY 2025 (fall 2024 class) we begin to see growth opportunities with multiple smaller 

graduating classes from the pandemic cohorts.  


Assumptions

				Budget		Forecast		Projected		Projected		Projected		Projected		Projected

				FY 2023		FY 2023		FY 2024		FY 2025		FY 2026		FY 2027		FY 2028



		Enrollment

		Fall

		New Freshmen		300		275		300		300		300		300		300

		New Transfers		25		11		25		25		25		25		25

		Returning Students		616		591		559		609		630		645		648

		Total FT UG Enrollment		941		877		884		934		955		970		973



		Spring FT UG Enrollment		867		806		819		868		885		899		900



		Retention Assumptions

		First Year		71%		71%		71%		71%		71%		71%		71%

		Second Year		85%		85%		85%		85%		85%		85%		85%

		Third Year		90%		90%		90%		90%		90%		90%		90%



		Discount Rate (Tuition & Fees)

		New		66.0%		66.6%		66.4%		66.5%		66.5%		66.5%		66.5%

		Returning		64.1%		63.8%		64.8%		65.6%		65.8%		65.8%		65.8%

		Overall		64.8%		64.7%		65.4%		65.9%		66.1%		66.0%		66.0%



		Net Revenue (Tuition & Fees)

		New		$11,200		$11,007		$11,200		$11,277		$11,386		$11,712		$12,042

		Returning		$11,823		$11,923		$11,724		$11,564		$11,613		$11,951		$12,296

		Overall		$11,608		$11,623		$11,532		$11,464		$11,536		$11,871		$12,211



		Total Aid		$19,375,000		$18,035,000		$18,650,000		$20,050,000		$20,700,000		$21,250,000		$21,475,000



		Aladdin Cost per student per day		$11.29		$11.71		ERROR:#REF!		ERROR:#REF!		ERROR:#REF!		ERROR:#REF!		ERROR:#REF!



		Feeding days

		Fall		108		108		108		108		108		108		108

		Spring		107		107		107		107		107		107		107



		Endowment Draw		5%		5%		5%		5%		5%		5%		5%

				$3,000,000		$3,000,000		$3,250,000		$3,350,000		$3,200,000		$3,200,000		$3,200,000



		Utilites		1%		1%		2%		5%		5%		5%		5%

		Operating budgets		2.7%		2.7%		5%		5%		5%		5%		5%

		Salary increases		$200,000		$200,000		2%		2%		2%		2%		2%



		Debt

		Principal		$1,591,538		$1,591,538		$1,661,021		$1,135,456		$1,186,008		$1,231,959		$577,936

		Interest		$590,144		$590,144		$526,119		$467,181		$414,387		$361,911		$336,450



		Line of Credit

		Amount Outstanding

		Interest		$0		$0		$0		$0		$0		$0		$0



		Depreciation		$2,900,000		$2,900,000		$3,050,000		$3,100,000		$3,100,000		$3,100,000		$3,100,000



		Growth		$100,000		$100,000		$100,000		$100,000		$100,000		$100,000		$100,000







5 Year Outlook Undergraduate/Graduate 

Year Undergraduate Total Enrollment
2024 938 1041
2025 955 1056
2026 985 1088
2027 999 1102
2028 999 1102



2023 Goals 
(Set in Prior 
Enrollment 
Plan)

2023 Goals (Set in 2023 Enrollment Plan) 

New Students:  325 (FR 300/TR 25)

Total Revenue:  $3,640,000

Net Revenue Per Student:   $11,200

FR Accepted Student Volume:  1600

FR Yield Rate (% of accepts converted to deposits) 
19%



2023 Strategy Goals (Set in 
Prior Enrollment Plan)

• Recover Creative Arts Cohort by 30+ (met)
• Obtain unique prospects for athletics, esports, service 

through cohort recruitment plans (met)
• Increase total athletes by 20 in revisions to athletic model 

(met) 
• Obtain transfer students through revised transfer policies, 

intentionality to athletic recruitment of transfer students, 
and improved efficiencies for transfers (met) 

• Improve volume and yield of WV Promise Scholars (met)
• Increase volume of applicant and accepted students (did not 

meet).  



Results 
• New Students:   372 (307 FR/65 TR) 2022 comparisons: 
290 (278 FR/12 TR)  
• Total Revenue:  $3,700,000 (exceeded goal)
• Net Revenue Per Student:   $10,900 (less than goal)
• FR Accepted Student Volume: 1358 (did not meet)
• FR Yield Rate (% of accepts converted to deposits) 23% 
(met)



Accomplishments

Largest new student class since 2017

Students from 26 states, 14 countries, and 44 of 55 WV counties

Four-year high of WV students and WV Promise Students (third year of 
increasing WV Promise Students)

Largest freshman international cohort in over 20 years

Strong academic quality (3.6 GPA) and good projected retention

45 Creative Artists (vs. 14 in 2022)

65 Transfer Students (35 standard TR, 30 AB TR) vs 12 total TR in 2022

Five-year high FR “yield rate” (% of accepted to enrolled) of 23%



Shortfall Areas/Opportunities
Did not meet applicant or acceptance goals, requiring higher “yield” rate

US out-of-state students were up from 2022 but trailed most previous years

Net revenue per-student did not meet goal, necessitating a higher volume to meet goals.  
This was caused largely by more Presidential Scholars, Promise Scholars, and talented 
students in the arts, service, and athletics.   These are likely good indicators for retention.  

Some cohorts within athletics and creative arts did not meet goals and one team was 
eliminated 

Some programs (education, exercise science) saw increased attention in this cohort while 
others (physics) continued decline.

Still many challenges to recruiting “non-affinity” students who often default to the most 
affordable options, or larger state schools.



Alderson 
Broaddus 
University

In November 2022, our leadership team began preparing for 
the possible closure of Alderson Broaddus University.  This 
involved creation of applications, financial aid processes, and 
work-flow preparation for a possible influx of late student 
interest.  We certainly did not anticipate that process 
wouldn’t occur until three weeks before Orientation 
weekend.  Having the processes and communication ready 
allowed us to work swiftly along with support from Academic 
Services, Student Accounts, Campus Life/Housing, and 
numerous other offices in trying to serve over 80 applicants 
within a three-week period.    



Alderson Broaddus Student Results 
• 30 TR Students from Alderson Broaddus University, ranging from Sophomore-Senior.
• We do not have final numbers, but we anticipate this was the largest group to enroll at 

any WV school.  Our teach-out partner, Davis and Elkins, enrolled 15.  
• 14 students living on-campus, providing unexpected room revenue
• 17 total students were nursing students, joining WVWC’s already strong department 

and potentially providing future graduate enrollees  
• It is too early to have final revenue impacts of this group, but based on initial valuation 

of tuition and fees revenue along with room and board, we expect to gain $350,000-
$400,000 in revenue.  Any offsets provided by the State would assist in achieving higher 
revenue totals.  



2024 New Student Enrollment Plan



Goals

• New Students:  335 (FR 305/TR 30)
• Total Revenue:  3,360,000 (FR)
• Net Revenue Per Student: $10200
• Accepted Student Volume:  1500
• Yield Rate (% of accepts converted to 
deposits) 20%



Improvement Goals and 
Strategies

• Add 150 applications/100 accepted students 
• Repeat and Exceed Cohort Goals Athletics (230), Creative Arts 

(45), Service Scholars (25)
• Continued growth of WV Promise Scholars/WV Student 

Enrollment (67 in 2023, goal to achieve 75 in 2024)
• Recover specific shortfall cohorts within larger cohort groups in 

Athletics and Creative Arts
• Repeat yield success/melt prevention/communication strategies 

from 2023 cohort
• Continue Growth of Transfer Students (exceed 30 transfers)
• Integrate select private schools into focus schools/travel strategy
• Year two of changes/improvements to athletic scholarship 

strategy
• Graduate enrollment improvements including automation, online 

processes, communication, and reporting.  



Application Attainment/Acceptance Volume 
Improvement
Given demographics in WV, PA, and in college-going high school aged students in total, achieving applicant/acceptance volumes has 
proven challenging.   Our team has set a number of strategies to “make more from less” with the hope of improving by 100+ qualified 
acceptances this year.  They include:

Travel and Field Work
• QR codes, fast application links, intention to approach of application receipt in counselor training
• On-spot completion, with counselors immediately visiting guidance offices to complete applications
• Athletic recruiter moving from school-visit goal to application goal, moving to double completed applications from last year.
• On spot admissions reads and scholarship estimates
• Re-visits to key schools, focus schools, and arts schools during the months between travel and yield seasons.  

Events and Visits
• Pre-populated applications for open house visitors 
• Pre-empts to daily visitors before they attend so we complete applications before or during the visit
• Requirement of teams having athlete previews or recruitment days to complete applications on or during the visit

Search and Marketing
• Newly designed application process to seek applications from search names early in the cycle, including digital ads, landing 

pages, and social media ads moving students to apply



New FAFSA
This year, the US Department of Education is transitioning the Free Application for Federal 
Student Aid to a “New FAFSA”, meant to be easier to complete and more accessible to 
students.   The new program brings with it several challenges in our upcoming process.  
They include: 

• Due to the changeover to the new system, FAFSA filing won’t begin in October, but 
rather in December.  Instead of having results to work with in early November, we’ll be 
delayed until January.  This is a one-year challenge given this single time change-over.

• Delays in filing and a new process will lead to a much later deposit cycle, making 
comparisons difficult.

• New formulas creating the new “Student Aid Index” are less predictable given we 
haven’t worked with this data, making revenue and yield harder to forecast.



New FAFSA 
Strategies 

Our Admissions and Financial Aid teams are working to take this “challenge” 
and turn it into an “opportunity”.  Since all students and Colleges will be 
working through the same problem, we think we have an advantage in our 
personal attention and outreach.  We want to outwork other schools, 
particularly State schools, who will not be able to keep up with assisting 
students in this process.  Some strategies include:

• Text outreach by financial aid early in the process, offering assistance to 
students, then monthly.

• Offers by admissions team members to high schools and community 
organizations to host or present financial aid/scholarship nights to 
families and students

• Postcard and letter mailings in the fall to follow-up the process and 
ensure that our accepted students are filing and sending to WVWC

• High School counselor workshop scheduled on-campus in November, 
serving 8+ local high schools

• Launch of revised net price calculator in October.  This will allow us to 
provide coaches with estimates ahead of early signing periods to keep 
moving deposits/commitments. 

• Early estimate letter mailing in November to showcase current 
scholarships and encourage students to file.  



Graduate 
Enrollment 

With the launch of new programs and 
greater focus on graduate enrollment 
growth in the cycles to come, graduate 
enrollment processes have now been 
aligned with the Office of Admissions (in 
prior years, most were handled at the 
program level).  This will allow us to 
apply our efficiencies, communication 
processes, staffing, and other assets to 
graduate recruitment.   We plan several 
important updates this year:



Graduate 
Enrollment 
Strategies

Staffing: Kate Belt, Admissions Counselor, now has a half-time responsibility 
to graduate recruitment.   Her roles will include application 
coordination/completion, marketing, travel support, and outreach.  This is a 
step toward more dedicated staffing that may be aligned with graduate work 
as we launch and grow programs.

Automation: We plan to build out data entry, faculty reports, and automation 
of letters and mailings as we do with undergraduate admission.   

Digital Processes: Until this year, application fees, deposits, and other 
processes for graduate students were handled through paper and mail 
processes.  We have moved all application fees and deposits online and are 
re-designing custom applications for each program that allow upload of 
materials such as resumes, reference letters, and test scores.

Marketing: We have allocated significant resources to marketing of graduate 
programs.  Billboards for the Nursing and Clinical Mental Health Masters 
Programs, funded in part by grants/gifts supporting both, have launched.  
Digital ad campaigns will begin in September for Clinical Mental Health and in 
spring for Nursing.  Both will be pilots to see the effectiveness of digital ads 
across Facebook, Instagram, Snapchat, Google, and Tik Tok.    We are also 
creating graduate collateral including a graduate programs brochure and 
individual fliers and postcards for all programs.  



Division of Labor/Enrollment Staff
John Waltz, VP for Enrollment and 

Marketing

Leah Ripley Sr. Associate Director Susan George, Financial Aid 
DirectorMarketing, website, communication, support 

staff supervision
Packaging of new and returning students, aid 
counseling, loan and regulatory, work study

Rachel Zirkle, Visit Coordinator

Brenda Oldaker, Data

Daily visit coordination, aid award letter processing, 
work-study management, business items

Lindsey/Brooke Graduate Assistants

Tara Hott, Assistant

Julian Marshall, Admissions 
Counselor

Kate Belt, Admissions Counselor 

Matt Linder, Aid Counselor

Marion Sparks, Aid Counselor

Athletic tracking, military and veterans, special cohorts
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Dr. Robert Palmer, Director of Athletic Bands

Ethan Hayes, esports

Print and Publications, Production, WV 
Coordination

Em Pechon, Admissions Counselor

Graduate Recruitment

Creative Arts Recruitment



Enrollment Staff Blended with Marketing

John Waltz Leah Ripley Amanda Hayes

Nick Grotti

Sahil Dhunnookchand

Jon Benjamin Pete Galarneau

Planning and Strategy
Website (home, jobs, 
admission)
Reporting
Budget and Brand
Crisis Spokesperson

Website (Oversight)
Website (Student Dev)
Admissions Social 
Video Producer
Crisis Social
Admissions Comm

Website (advancement, 
academics)
Press Releases
Media Relations
College Social
Crisis Media 

Video Training
Design Training
Motion Graphics Training
Faculty Liaison 

Website (Athletics)
Athletics Brand
Athletics Social 
Athletics Advertising 

Video Filming
Video Editing
College Social
Crisis Assistants 

Tara Hott

Print and Publications
Production
Inventory



Team Member Recruitment Goals/Stretch Goals  



Goal Tracking



Team 
Rules/Goals

• Support One Another
• Communicate Effectively
• Intentionality to Action 



Support for 
Enrollment 

Athletics:  Director of Athletics Rae Emrick/Coaches

Creative Arts:   Julian Marshall, Robert Palmer, Arts Faculty

CCE/Service Scholars:  Jessica Vincent

UMC:  Jonathan Acord 

President Moore:  International Travel/Partnerships

Multicultural Programs: Laurie Goux

The Learning Center:  Anita Dib

Faculty:  Dr. Lynn Linder/Faculty Outreach



Affinities and Special 
Cohorts

• Athletics 230
• Creative Arts 45

• CCE/Service 25
• Esports 10
• Learning Center 25

• WVSOM 4
• UMC

• International

• Regional/Multicultural Programs



Sample Affinity Recruitment Plan/CCE Service Scholars
Task Completed By July Aug Sept Oct Nov Dec Jan Feb Mar Apr May June 
Regular updates to Social Media about student projects and 
community partner highlights CCE Staff
Meet with potential students who have selected to meet with the 
CCE on their Visit Day Form *

CCE Staff & Students; Setup 
through Terrie Brady 

Send a personalized thank you notes to students who scheduled a 
visit to the CCE* CCE Staff
Add visitor names to tracking document for future communications * CCE Staff
CCE students play an active role in serving as Student 
Ambassadors which helps to provide a personal experience story 
about service during their tour

CCE Students (encouraged to 
apply by CCE staff)

Update and make available infographic one-pager about each CCE 
program and service at Wesleyan (Available in Admissions and 
provided to each student who visits the CCE)

CCE Staff; Supported by 
Admissions through purchase of 
folders 

Add students to tracking document based on relevant experience 
from application/visit day appointment Admissions Staff

Application moved to an online format and available beginning 
September 1*
Hold a virtual session about how to connect your leadership and 
service background to college scholarships*
Setup a "fast route" acceptance for applicants received prior to 
November 15th *
Invitation in CCE newsletter to Bonner/CCE alumni to suggest 
potential students for CCE to contact CCE Staff
Invitation to CCE students to suggest potential students for CCE to 
contact CCE Staff
Personalized notes sent to students on tracking list from Service 
Scholar students who share their high school alma mater or general 
home region with student CCE Students/CCE Staff
CCE table at Fall Visit Day (CCE folders & WSS app available) CCE Students
CCE table at Orange & Black Day (CCE folders & WSS app 
available) CCE Students
WSS Application Banner on website Admissions Staff
Letter sent to students on tracking document CCE Staff / Admissions Staff
Texts with the link to the application sent to potential students Admissions Staff
Personalized notes sent to students who visited the CCE CCE Staff
Bulk of WSS applications recieved and recorded in separate Google 
doc Admissions Staff
Texts sent to students on tracking doc Admissions Staff
Review of applications based on rubric system to ensure quality CCE Staff
Invitation sent to qualifying candidates to attend WSS Interviews in 
coordination with Orange & Black Day CCE Staff 

Four student panels are held to provide information and personal 
experiences to potential Service Scholar candidates during the 
interview process on Orange & Black Day 

CCE Staff / CCE Students / 
Support from other Wesleyan 
Staff 



The 
Enrollment 
Pathway

Visit Campus File a FAFSA

Connect Actively to 
another 

Faculty/Staff 
Member

Attend Yield Event

Deposit/Enroll
Pre-Register for 

Courses/Complete 
Modules



Enrollment 
Cycle
• Recruitment:  Gathering of inquiries, 

applications, interest

• Application:   Application 
generation/gathering, acceptance, FAFSA 

• Financial Aid YIELD:  
Awarding/Accept/Deposit phase

• Sustain:  Prevent deposit melt, 
Award/Accept/Deposit

• Retention:  Retain enrolled students fall-
spring, spring-fall, beyond  
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Recruitment

Activities:
Plan Creation/Goals
Student Search
Social Media
Mailings/Sequences
Fall Virtual Events
Counselor Strategy

SEP-FEB

Measures:
Inquiries

Applications
Accepts

Event Attendance

Application

Activities:
Counselor Contacts
FAFSA filing
Package pre-prep
Athlete Day/Open House
Orange and Black Day
Mailings/Sequences

JAN-MAY

Measures:
Applications

Accepts
Deposits

Event Attendance
FAFSA Filing

Yield/FA

Activities:
Packages prepared/sent
Counselor 
Calling/Contact
Athletic Day
Orange and Black Day
Yield Mailings
Course Registration

MAR-MAY

Measures:
Applications

Accepts
Deposits

FAFSA Filing
Aid Packages Complete

Net Revenue/Active 
DEP

Total Net Revenue

Sustain

Activities:
Billing
Continued Contact
Orientation 
Mailings/Activities
Early Intervention
August Fall Team 
Reports
Pre and Regular 
Orientation
New Legit App 
Implementation

JUN-AUG

Measures: 
Applications

Accepts
Deposits

FAFSA Filing
Aid Packages Complete

Net Revenue/Active 
DEP

Total Net Revenue
Billing Numbers
Team Reports

Retention

Activities:
Orientation
Freshman Seminar
Launch Program
First Generation Activities
EARS/Early Intervention
Housing/Res Life 
Coach/Faculty Interaction
Pre-Reg activities/Intervention
Begin College Survey

AUG-AUG and Ongoing

Measures:
Retention (Total)
Retention by class

Retention by cohort
Retention by academic major

First generation/other 
indicators

Revenue (net per and total)

Enrollment Cycle Expanded
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Focus Schools

• Welcome Package and Regular Mailings  
• Offers of Virtual interactions from admissions, athletics, arts, CCE.
• Visit Prioritization
• Pathway to promotion of specialized and new programs including WVSOM
• Precise tracking of interactions with WVWC team members and priority 

for in-state scholarships and other outreach and sponsorships
• New Esports partnerships at multiple schools
• Lead-in to a Strategic Planning Project where we have formed deep 

partnerships with two schools (BUHS, Notre Dame) with more to come



Focus School Tracking



Weekly 
Activity 
Tracking



Travel

• WV Tour
• WV Re-Visits
• Select MD, VA, PA Fairs, Visits
• Athletic Recruiter Travel
• Band Director Travel
• Esports Travel
• Coach Recruitment Travel



Recruitment Maps



Campus Events and Visits

Saturday, October 21 
Fall Open House

Saturday, November 11
Fall Open House

Saturday, December 2
Creative Arts VIP Auditions
TBD Alumni Preview Event 

Saturday, January 20
Prospective Athlete Day

Saturday, February 24
Orange and Black Scholarship Recognition Day 
(accepted students only)
Creative Arts Auditions
Service Scholar Interviews 

Saturday, March 23
Hold for make-up event if needed 

Friday, April 19
Course Registration Day 
Virtual, Faculty Only 



2024 Visit 
Modifications 

• High-level Personalization
• Pre and Post Visit Communication 

and Follow-Up
• New tour guide and summer 

scheduling
• Enhanced focus on application 

attainment
• New show spaces and scripting



Revenue 
Goals and 
Financial Aid 
Tracking

2024 Net Revenue Goal:  $10,200
2024 Total Revenue Goal:  $3,630,000 (FR)
Tracking through Admissions Dashboard, Aid 
Reports, Strategic Enrollment Management
Continued Refinements to Athletic 
Model/Athletics Commission
Athletics oversight/approval through financial 
aid, athletics, admissions
Continued Focus on Transfer Recruitment and 
Scholarships 
Modularity and Flexibility 



Sample Financial Aid Tracking (Dashboard)



Admissions Direct Marketing



Student Communication Groups

SEARCH 
(PURCHASED 
NAMES, 
SPECULATIVE) 
50,000

01
INQUIRY (SR, JR, SO, 
SELF-INITIATED) 
5000

02
ACCEPTED (APPLIED 
AND ACCEPTED) 
1,500

03
DEPOSITED 
(COMMITTED, 
ENROLLED) 325

04



Student Search







Inquiry Communication



Accepted Student Communication



Collateral 
Samples 





Text Communication (Direct/Accept)

Deposited Students Descriptions When
File the FAFSA reminder Reminder to file the FAFSA Ongoing

Receipt of early estimator FA award Check-in to confirm estimator package was received
October-
February

Sign up for Fall Open House Invite to fall open house events
October-
December

Happy holidays/office closed Notification that college is closed & wish happy holiday December
Sign up for Athlete Day Invite to prospective athletes for athlete day January
Sign up for Orange & Black Day Invite to orange & black day events January-February
Course Registration Day Invite to course registration day February-April
Notice of official FA award sent Letting student know official award has been mailed March-August
Follow up on FA award Ask student if award was received & questions March-August

#ichoseWVWC
Encourage decision to enroll & use #ichoseWVWC to 
announce May

Launch of Orientation page on web Announcement that orinetation page is life June
Health form link Provide link to health form & deadline to submit June
Final transcript Reminder to send final transcript June
Online modules Link to complete online modules June
Launch of eCampus bookstore on 
web Announcement that eCampus is available to purchase books June
Housing assignment & bill Notification of housing assignment & bills being mailed June
ID photo information Directions on how to send ID photos electronically June
July 15th deadline for health forms Reminder to submit health forms ahead of July 15th deadline July
Parking Pass Registration Link to register for parking pass July
August 1st deadline for bills Reminder to pay bill by August late July
Move-in/orientation information Provide orientation schedule August

Incomplete Students Descriptions When
Missing application Contact incompletes with transcripts or scores for application Ongoing
Missing transcript Contact incomplete applications for transcripts Ongoing
Missing test scores Contact incomplete applications for test scores Ongoing
FAFSA but missing materials Sent FAFSA but file still incomplete: Indicate whats missing Ongoing

Accepted Students Descriptions When
Congratulations on acceptance Counselor introductory & congratulations Ongoing
File the FAFSA reminder Reminder to file the FAFSA Ongoing
Notice of official FA award sent Letting student know official award has been mailed March-August
Follow up on FA award Ask student if award was received & questions March-August

Sign up for Fall Open House Invite to fall open house events
September-
December

Receipt of early estimator FA award Check-in to confirm estimator package was received
November-
February

Happy holidays/office closed Notification that college is closed & wish happy holiday December
Sign up for Athlete Day Invite to prospective athletes for athlete day January
Sign up for Orange & Black Day Invite to orange & black day events January-February

Course Registration Day Invite to course registration day
Late February-
April

Notice of official FA award sent Letting student know official award has been mailed March-August
Follow up on FA award Ask student if award was received & questions March-August
Link to Intent to Enroll form Share link to enroll to accepts near May 1 May
#ichoseWVWC Encourage decision to enroll & use #ichoseWVWC to announce May



Counselor Calling/Outreach Campaign Focus

Month Counselor Communication Focus Areas 
September Application and Application Completion
October Fall Open Houses, Campus Visit, and Application Completion
November Application Completion, Visitation, Prep for New FAFSA
December Application Completion, New FAFSA
January Campus Visit, FAFSA filing, early estimator review
February Orange and Black Day, Campus Visit, FAFSA Filing
March Aid award calls/Conversion
April Aid award calls/Conversion
May  Conversion/Deposit Retention (and forward) 



Support Documents
• Core Plan:   Plan Presentation, counselor assignments, goals and metrics
• Affinities:   Recruitment plans for athletics, creative and performing arts, 
community service scholars, UMC, esports, and all affinity areas
• Research:  Dashboards, demographic reports, comparative reports, 
revenue projections
• Events:  Event dates, invitations, modifications 
• Direct Marketing/Communication:  Sequences, all main marketing 
materials, support documents, search strategy
• Revenue:  Revenue projections, financial aid cells, special policies and 
programs
• Miscellaneous:  Summer planning calendars, agendas, counselor reports
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