


Challenges
•	 Population	declines	and	demographic	shifts	will	have	a			
 major impact on Ohio and the Midwest 
•	 Current	economic	climate	has	affected	recruitment	activities

Results
•	 Record	number	of	applications
•	 More	academically	qualifi	ed	pool
•	 More	out-of-state	students	accepted
•	 More	non-White	students	accepted
•	 Reduction	in	travel	expenditures
•	 Greater	return-on-investment	(ROI)	on	marketing	activities

It would seem that University of Dayton has nothing to worry 
about. They have a healthy enrollment with over 7,100 
undergraduates	at	their	259-acre	campus	in	Dayton,	Ohio	and	
offer more than 70 high-quality academic programs in four 
accredited divisions. With numerous real world and international 
opportunities, over 180 clubs and organizations and more than 
30	service	clubs,	it’s	no	wonder	UD	students	refer	to	themselves	
as extremely happy. 

If everything is looking up for the University of Dayton, then 
why are they so worried about the future? It is widely known 
that the upcoming demographic shift will have a major impact 
on colleges and universities, especially in the northern half of 
the country. Sundar Kumarasamy, vice president of enrollment 
management, knows that his institution will be deeply affected. 
Two years ago, he decided to take action to prepare for the shift 
and maintain UD’s growing enrollment.

The Benefi ts
Increased Quality and Quantity
Using the tools, UD has not only expanded their applicant pool 
from	8,742	in	2007	to	11,610	in	2008,	but	they	have	also	raised	
the academic level. “We made history last year by enrolling the 
most academically qualifi ed class in the school’s history,” said 
Kumarasamy.

Greater ROI 
UD uses EPS and Descriptor PLUS when placing SSS orders 
which allows them to more accurately select  and market to 
groups of students who are the most likely to attend their 
institution. “We actually buy more names than ever before, 
but we are more strategic about it and this has resulted in 
a dramatic increase in applications and expansion into new 
markets because we know how to communicate with them,” 
said Kumarasamy. Each year, UD analyzes the data to see where 
they want to keep their SSS buys the same and where they can 
expand, reduce, and experiment.

Fact:  The number of high school graduates 
is projected to decrease by more than six 
percent both in Ohio and the Midwest region 
over the next fi ve years.  

Situation
When	Sundar	Kumarasamy	arrived	at	University	of	Dayton	(UD),	
he knew the demographic shift in high school students would 
dramatically affect the number of students they draw from in 
their primary markets. “Not only are we trying to maintain a 
strong hold on our primary markets, but also grow in our secondary 
markets,” said Kumarasamy, vice president of enrollment 
management. “We also want to grow in new areas where 
students who have similar characteristics of our current student 
body might not know about UD.” He realized early on that 
should they lose any of their share of the projected high school 
students in Ohio, they would have to expand nationally and 
saturate key markets in order to diversify. 

Along with the demographic shift, the downturn in the economy 
has forced UD to market even “smarter” by focusing on recruiting 
the right students at the right time. The institution as a whole 
is focusing on its national reputation as a top tier Catholic and 
Marianist	institution	to	gain	more	market	awareness.	Recruiting	
higher quality students and being more selective is a must to 
help accomplish this goal.

The Solutions
Kumarasamy had successfully used Student Search Service 
(SSS),	Enrollment	Planning	Service	(EPS),	and	Descriptor	PLUS	at	
St.	Joseph’s	University	to	grow	the	applicant	pool	223	percent	
between	1995	and	2005,	while	also	boosting	the	academic	quality	
of	applicants	in	terms	of	high	school	GPA	and	SAT	scores.	He	
knew that these tools would be effective at University of Dayton. 

In	2006,	they	started	using	SSS	and	EPS	more	aggressively	in	
order to change the status quo. They also purchased Descriptor 
PLUS to give them the confi dence that they were selecting the 
“right” students and opening the door for recruitment fi t.

“Using SSS, EPS and Descriptor PLUS allows us to focus on 
particular characteristics of prospects like academic quality, 
geography and family income that correspond with the historical 
data of our current students,” said Kumarasamy. “By knowing 
this, we can accurately communicate to turn targeted prospects 
into applicants.”

UD maximizes SSS, EPS, and Descriptor PLUS by not only using 
each tool to its fullest extent, but also by using Descriptor PLUS 
and EPS to refi ne their SSS orders. “Using all three together 
allowed us to generate more qualifi ed applications in 2008,” 
said Kumarasamy.

More Strategic Travel
UD uses EPS to pinpoint where their most promising high 
schools and geomarkets can be found, allowing them to better 
plan	travel	activities.	“We	cut	travel	by	30	percent	last	year	and	
are on track to cut it by an additional 20 percent this year,” said 
Kumarasamy. This has allowed UD to redirect funds to explore 
new markets and build awareness.

To fi nd out how College Board services can help 
your admissions offi ce, contact us at 800-927-4302 
or enrollmentsolutions@collegeboard.org.

Student Search
Service (SSS): 

Descriptor PLUS:
 

Enrollment Planning
Service (EPS): 

allows UD to indentify and target the right 
geomarkets to get the best return on their 
investment. EPS integrates with SSS and lets 
them precisely search for students more 
interested in UD.

allows UD to target students who meet their 
general requirements regarding scores and GPA, 
in addition to intended majors, geography, 
and ethnicity.

provides UD even more focus through its clusters 
and gives them a glimpse of the likely actions and 
behavior of a prospect. Once they know who they 
are looking for, they can select names in SSS by 
cluster and all their output is already tagged.


