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YOY Target Market Performance ‐ By State
Primary Markets

Our primary target market continues to remain 
the state of Wyoming.

Secondary Markets
Secondary markets were identified as markets 
that have shown growth potential and/or make 
up a strong portion of the university’s current 

enrollment.

Tertiary Markets
These markets were identified to recruit 
academically‐driven students who live in 

populated areas, such as the Appalachia region, 
who may see Wyoming as a retreat away from 
crowds and highly competitive universities.



Sprint 1: Social Ads Sprint 2: Google Display Ads

Sprint #1:
Social Media
Carousel Ad
Progression



Campaign Landing Page

• Main Calls to Action
• Sprint 1: Form Fill
• Sprint 2: Join UW’s ZeeMee App

• 118,802 Web Visits (YTD)

• 642 Inquiries/Conversions

• Average students receives 40 points of 
contact





Communications Plan

• Transfer Efforts
• Unified MOU – greater opportunity and response to student needs
• Pre‐TCE – Credit evaluation services
• Block Articulations – broadest approach to credit acceptance
• Transfer Mentors – onboarding services for incoming trs (App‐Enroll)

• Fall 22 ‐ Based on 21 performance
• Mirror geographic reach and audience, ≥ $spend, 

• continue coordinated marketing and communications w/msgs crafted according to 
student sentiment and actions. (I.e. community push in '21)



Office of Student Success and Graduation
The Office of Student Success and Graduation was set as a presidential directive in Spring 2020. 

Cow boys Can - Social Messaging Cam paign

Cow boys Can  began as a hashtag  that  lived  un der posts that  fi t  w ith in  saf ety m essag ing  
surroun d in g  preven t ion , t est in g  an d oth er protocols. It  evolved  in to a fu ll m essag in g  
cam p aign  w ith  a ligh t er tone an d  sh ow ed student s th ey can  st ill have a good sem ester w h ile 
staying  safe. 

We also created  a social m ed ia con test  called # MaskMon day to help  en courag e studen ts 
to w ear m asks on  an d  off cam pus an d  be elig ib le t o w in  g ift  card  p rizes. Add it ionally, our 
Cow boys Can  team  reached  out  t o actual UW  studen ts on  Facebook w h o w ere advocat in g  for 
safety in  th eir com m ents an d  asked th em  to becom e part  a b rief video ser ies tow ard  th e en d 
of Phase 3. Th is h elped  studen ts w h o w an ted to have an in -person  experience en courage th eir 
f rien ds an d peers an d follow ers to m ain tain  th e sam e safety g u idelin es.



Big Picture 

The Three Pillars



Student Success & 
Graduation 

Transformation



Notable Details
Admit Hub

• AI retention text bot ‐ will launch in spring 2021

Call back campaigns

• Stop‐Outs and Wellness

• 2,567 students reached spring 2020

Launched Parent Advisory Board

• Parent team to discuss ongoing student success initiatives

Know 5 Project 

• President's Cabinet ‐ each assigned a sophomore student to get to know

• Alumni Affairs volunteers piloting sophomore students spring 2021

Student Success Coalition

• Student onboarding planning

• Helping students understand the ins and outs of registration

• Sophomore retention planning



Thank you for your time. Questions 
or comments welcome.



Appendix


