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Coordinated Enrollment 
+ Awareness Efforts

• David Estudiante, Director, New Student Programs 
and Family Engagement

• Karen Lindell, Director of Marketing and Brand 
Strategy

• Amon Rappaport, Senior AVP & Chief 
Communications Officer

• Brandon Tuck, Presidential Associate for Community 
Partnerships and Expanding Access

• Ben Quillian, Senior AVP & Deputy Chief Information 
Officer

• Jessica Wagoner, Senior AVP, Enrollment 
Management and Services
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Agenda

• Yield Challenge & Opportunity

• We’ve Got an Awareness Problem

• Why We Need More Awareness—Now 

• Our Impact and Identity

• College Enrollment & University Awareness Campaign

• 2024 – 2025 Projects

• Logo Updates

• Timeline

• Campaign Budget & ROI

• Discussion and Action

• Handout: Campaign Project and Budget Details



Yield Challenge & 
Opportunity
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We’ve Got an 
Awareness Problem



06.15. 22  

Name a greater LA-area higher ed institution
All 

Surveyed
Prospective 

Students

75%​

58%​

19%​

18%​

13%​

78%​

57%​

24%​

24%​

12%​

Most don’t 
think of us!

~ 4/5 of all surveyed

~ 3/4 of prospective
students



What’s your impression of CPP vs. competitors?

Community, Current Students, 

& Prospective Students

Current 

CPP Families

06.15. 22  

Those who 
know us, 
love us! 



Why We Need More 
Awareness — Now 
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CA High School Graduates Projected to Decline

Peak

(2023-2024)

12.6% decrease

(2021-2032)
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Why now?
New reality
• Declining enrollment trends

• CPP’s state funding now tied to meeting enrollment goals

• Increased competition: students, employees, funding

• More options for students

• Questioning value of higher ed

Potential consequences of inaction
• Decreased tuition income and state funding

• Decreased resources for programs

• Fewer classes and lecturer appointments

• Decreased faculty/staff recruitment, increased workload

Universities need high awareness to succeed!
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Why We’re Building Awareness 
of Our Reputation & Impact

To continue to serve students, impact society 

and remain financially viable, we need to 

invest in greater awareness of Cal Poly Pomona 

so it leads to more resources for students, 

faculty and staff.



Our Impact & Identity







Lauren Ruiz ‘24

College of Agriculture

Eliana Scott ‘23

College of Science

Zane Landin ‘22

C.L.A.S.S.



Dreams of Success



Dreams of Success = CPP Success!



College Enrollment & 
University Awareness 

Campaign







Confidential & Proprietary 12/11/2023

Breaker slide.

This is an area for a statement or a slide description Client logo or name
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“If I had seen this campaign as a prospective 
student, I would have been even more excited 

to come to CPP.”

Niki Luhar

Business Administration

Class of 2024



2024 - 2025 Projects
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For Term Date Project Units Involved

F24 Aug New student convocation: mailer and communications DSA

F24 Aug Weeks of Welcome DSA

S25 Aug Spring 2025 transfer campaign StratComm, OREP

S25, F25 Aug Academic program search site EMS, IT, Academic Programs

S25, F25 Sept Updated tour experience OREP

S25, F25 Nov Welcome Center face lift OREP, StratComm, Facilities

S25, F25 Nov 2 Explore CPP spring 2025 admits and prospective fall 

2025 applicants

OREP, StratComm, EMS, DSA, Colleges+

S25, F25 Dec Virtual tour launch OREP

F25 Aug Research: why chose/didn’t choose CPP StratComm, OREP, EMS

F25 Sept Counselor communications StratComm, OREP

F25 Sept 11 Comm-Chella StratComm, Communicators, Designers, 

Webmasters

F25 Oct Bronco Applicant Portal launches IT, EMS, OREP, StratComm, DSA+

F25 Oct Parent communications StratComm, OREP

F25 Oct Centralized communications (ongoing) OREP, StratComm, EMS, Colleges, DSA+

F25 Oct Open forums StratComm

F26 Oct Research: brand tracker baseline StratComm, OREP, EMS

August-December 2024 Projects
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New Bronco Applicant Portal & 
Digital Admit Letter 
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Enhancing Centralized Communications

This new communication strategy allows for advanced planning, 

automation, and personalization at the program level.  

1. Advance Campaign Planning

2. Automated Recurring Communications

3. Highly Personalized Messaging

4. Initial Call for Input

5. Introducing a Communication Template 
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For Term Date Project Units Involved

S25, F25 Feb 1 Green & Gold Block Party to welcome spring 2025 

admits and soft launch new brand

Athletics, Enterprises, DSA, 

StratComm+

F25 Jan 26 Website Refresh Phase I launch IT, StratComm

F25 Feb Brand launch StratComm

F25 Feb Rebranded student applicant portal experience 

with animated digital admit letter and New 

Student Orientation Registration for fall 2025 

admits plus admit next steps

IT, EMS, OREP, StratComm

F25 Feb Nearpeer and College-led comms for yield Colleges, OREP,  StratComm, EMS

F25 Feb Parent and counselor comms for yield OREP, StratComm

F25 Feb Print poster mailer OREP, StratComm, EMS

F25 Mar College-customized postcard invite to BroncoBound StratComm, OREP, Colleges, EMS

F25 Apr BroncoBound OREP, StratComm, EMS, IT, DSA, 

Colleges+

F25 May 1 Decision Day EMS, OREP

F25 May Orientation leader meet and greets DSA

F25 May Next step workshops DSA

January-May 2025 Projects
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Website Refresh
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Term for Date Projects Units Involved

F25 Jun - Aug Orientation DSA

F25 Jun - Aug Welcome kit for Orientation attendees StratComm, DSA

F25 Jun - Aug Orientation “high touch” outreach and 

custom portal alert

DSA

F25 Jun - Aug Melt strategies DSA

F25 Aug Reports (e.g., funnel reports) OREP

Pipeline Aug Outreach to middle school OREP, StratComm

S26, F26+ Aug Branding: positioning and customized 

materials for each college

StratComm, Colleges

S26, F26+ Aug Reputation campaign (advertising) StratComm

S26, F26+ Dec Completion of Website Refresh Phase II StratComm, Post-bacc

programs, UA, Admin Affairs, 

President’s Office+

June-December 2025 Projects
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Logo Updates



Logo Exploration Cal Poly Pomona





Cal Poly PomonaInstitutional Wordmark & Presidential Seal Revisions

5

3



Timeline
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All Enrollment & Branding Projects



Campaign Budget & ROI



Context
Enrollment & Awareness Campaign

• $4.1M over 3 fiscal years from philanthropic funds – no state, tuition sources

• Investing wisely, using mix of internal/external resources

o Large universities (12K+ students) spend 20% more annually on marketing 

comms (SimsponScarborough Higher Education CMO Study 2024)

o Other CSUs (e.g., Chico, Fresno, Humboldt, Fullerton) spending 

comparable or more on increasing enrollment and awareness 

▪ One CSU campus budgeted $2M for advertising (CPP has budgeted 

$750K)

▪ Cal Poly Humboldt spent $3M over 2 years (they are 1/4 our size) 



1. University Awareness

2. College Enrollment 

3. College Distinction

4. Identity System

5. University Promotion

Campaign Includes 10 Projects

6. Audience Research

7. Brand Guidelines & Training

8. Website Refresh

9. Campus Engagement

10.Project Management



# Project Budgeted % Budget Spent (as of 10/24)

1 University Awareness $860,000 21% $0

2 College Enrollment $675,620 17% $40,000

3 College Distinction $730,000 18% $0

4 Identity System $302,000 7% $302,000

5 University Promotion $640,313 16% $140,000

6 Audience Research $30,000 1% $30,000

7 Brand 

Guidelines/Training

$107,000 3% $107,000

8 Website Refresh $296,800 7% $234,000

9 Campus Engagement $100,000 2%

10 Project Management $342,922 8% $32,300

Total $4,084,655 $885,300

Investment: Budgeted and Spent (Philanthropic Sources / Over 3 Years)
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Return on Investment
Increased awareness of Cal Poly Pomona’s strong reputation, leading to 

increased resources to achieve our mission.

Prospective Student Applications 

Admissions Yield

Job Applications

Hiring Choices

Philanthropic Donations

Value of CPP Degree

Student Job Prospects

Grant Funding

Support for Academic Disciplines

Resources

Bronco pride!



Discussion and Action
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1. How do we help everyone understand 
the imperative of this investment?

2. Join us at the New Branding Community 
Forum (Oct. 29 at 12pm or 6:30pm)

• Visit cpp.edu/brand to register and see 
FAQs

Discussion and Action



Background design is of Cal 
Poly Pomona logo

Handout: Campaign 
Project and Budget Details

Coordinated Enrollment + 
Awareness Efforts 

Academic Senate Presentation 
October 16, 2024



Context
Enrollment & Awareness Campaign

• $4.1M over 3 fiscal years from philanthropic funds – no state, tuition sources

• Investing wisely, using mix of internal/external resources

o Large universities (12K+ students) spend 20% more annually on marketing 

comms (SimsponScarborough Higher Education CMO Study 2024)

o Other CSUs (e.g., Chico, Fresno, Humboldt, Fullerton) spending 

comparable or more on increasing enrollment and awareness 

▪ One CSU campus budgeted $2M for advertising (CPP has budgeted 

$750K)

▪ Cal Poly Humboldt spent $3M over 2 years (they are 1/4 our size) 



1. University Awareness

2. College Enrollment 

3. College Distinction

4. Identity System

5. University Promotion

Campaign Includes 10 Projects

6. Audience Research

7. Brand Guidelines & Training

8. Website Refresh

9. Campus Engagement

10.Project Management



# Project Purpose(s) Deliverables Work/Input from

1 University 

Awareness

Enhance CPP Visibility

• Raise awareness of 

CPP's excellence and 

impact

• Attract students, faculty, 

staff, and dollars to CPP

Advertising (billboards, 

metro/bus wraps, web and 

social media ads)

• Statewide

• Key out-of-state cities

• StratComm

• Communicators

• Students

• Professional services

2 College 

Enrollment

Enroll students

• Achieve mission

• Impact society

• Remain financially 

viable and retain

o Disciplines

o Jobs

o Services

• Materials to recruit, yield, 

reduce melt for prospective 

students (viewbooks, mailings, 

emails, flyers, swag)

• Materials to attract, assure, 

encourage influencers 

(parents, counselors)

• Welcome Center upgrade

• StratComm

• OREP

• EMS

• Orientation & Family 

Engagement

• Students

• Facilities

• Faculty

• Professional services

University Awareness & College Enrollment



# Project Purpose(s) Deliverables Work/Input from

3 College 

Distinction

Empower colleges to 

communicate distinctive 

strengths of their academic 

programs, career outcomes, 

and return on investment for 

students, parents, employers, 

donors.

In-depth work (~3.5 

months) with all 9 colleges 

• Value proposition 

• Positioning

• Messaging

• Customized materials

• StratComm

• Deans

• College 

communicators

• Development officers

• Students

• Professional services

4 Identity 

System

• Create coordinated family of 

institutional marks that fully 

represent CPP.

• Provide identity system to 

foster consistency, greater 

recognition of CPP.

• CPP logo

• Presidential seal

• Identity system for 

colleges, divisions, 

programs, etc.

• StratComm

• Advisory groups 

(students, faculty, staff, 

campus leaders, 

alumni, Philanthropic 

Board)

• Professional services

College Distinction & Identity System



# Project Purpose(s) Deliverables Work/Input from

5 University 

Promotion

Provide internal CPP 

communicators with 

promotional tools, 

comms materials and 

easy-to-use system to 

create and support 

effective comms.

• CPP “commercials”

o6+ videos

oStudent success stories 

(feat. faculty/staff mentors)

• Canva Template Library

o Flyers/posters/ads

o Newsletters

o PowerPoints

o Business cards

o Letterhead

• Campus signage

• Commencement items

• Swag

• StratComm

• MediaVision

• Communicator Advisory 

Committee

• Campus communicators

• Students

• Professional services

6 Audience 

Research

Understand why admits 

choose us/don’t to 

inform enrollment 

strategy, offerings, 

messaging.

Results report • StratComm

• EMS

• OREP

• Professional services

University Promotion & Audience Research



# Project Purpose(s) Deliverables Work/Input from

7 Brand 

Guidelines & 

Training

Provide clear, 

comprehensive 

direction on use of 

CPP marks to foster 

consistency and 

recognition.

• Guideline document (100+ 

pages) and updated brand 

resources website

• Ongoing training, guidance for 

campus communicators, 

designers, webmasters

• StratComm

• Campus designers, 

communicators

• Communicator Advisory 

Committee

• Professional services

8 Website 

Refresh

• Communicate 

CPP’s value 

proposition to 

prospective 

students & 

families

• Showcase & 

improve access to 

academic areas of 

excellence 

Website with:

• Updated, consistent look

• Answers to prospective student 

needs/questions

• Focus on academic disciplines

• Better user experience

Phase I: Pages for prospectives 

(college home, academic 

discipline pages, etc.)

Phase II: All other pages 

• StratComm

• IT Web Team

• ATI Team

• Website Advisory Group

• Communicator Advisory 

Group

• Prospective students & 

parents

• Students

• Professional services

Brand Guidelines/Training & Website Refresh



# Project Purpose(s) Deliverables Work/Input from

9 Campus 

Engagement

• Introduce 

campaigns to 

campus

• Celebrate Bronco 

pride

• Events and 

Engagement

• Promotional items

• StratComm

• CPP Enterprises

• Athletics

• Student Affairs

• Student Success

• ASI

• Alumni

• Facilities

10 Project 

Management

• Administration and 

coordination

• Student stipends, 

incentives for time

Supports all projects, 

sequencing and 

interdependencies

• StratComm

• Professional services

Campus Engagement & Project Management



# Project Budgeted % Budget Spent (as of 10/24)

1 University Awareness $860,000 21% $0

2 College Enrollment $675,620 17% $40,000

3 College Distinction $730,000 18% $0

4 Identity System $302,000 7% $302,000

5 University Promotion $640,313 16% $140,000

6 Audience Research $30,000 1% $30,000

7 Brand 

Guidelines/Training

$107,000 3% $107,000

8 Website Refresh $296,800 7% $234,000

9 Campus Engagement $100,000 2%

10 Project Management $342,922 8% $32,300

Total $4,084,655 $885,300

Investment: Budgeted and Spent (Philanthropic Sources / Over 3 Years)
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