


Frankiin University’s Customized Recruitment Brochures Increase Applications
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PRINT PROVIDER

Franklin University

http://www.franklin.edu

Founded in 1902, Franklin University is located in central Ohio. Each year more than 9,600
students attend the University participating in its 15 undergraduate majors and three master’s
degree programs.

Dispatch Printing

http://www.teamdispatch.com

Dispatch Printing, based in Erie, PA, provides variable data printing and mail services, as well
as prepress services.

AGENCY Scope 1 Marketing Technologies
http://www.scopel.com
Scope 1 Marketing Technologies specializes in helping its clients create customer relationship
management programs that integrate Web to print for a one-on-one marketing campaign.

HARDWARE Xerox 6060

SOFTWARE Scope 1 SQL database for submission to the PageFlex MPower output to PDF and CreoScitex
VPS

FINISHING Trim and fold twice to self-mailer

TARGET AUDIENCE | prospective college students at an average age of 33

DISTRIBUTION Varies by season, 100 to 500 per week

DATE January 2004, ongoing

DESCRIPTION

Franklin University serves nearly 10,000 students through its three campuses, as well as a
Virtual Campus program. The University has also partnered with over 200 community colleges
nationwide to offer its Community College Alliance (CCA) program to community college
graduates enabling them to complete a bachelor’s degree by taking online classes through
Franklin.

As an accredited University in the state of Ohio, Franklin University offers a full range of
courses. To promote its course offerings, the University produced brochures known as view
books. Each book was printed in four- to six-color and contained dozens of pages of text and
images. The cost per book was three to four dollars for printing plus as much as three dollars
in postage. The return on investment was low, to recruit 600 students, they would narrow a
large list down to 10,000 qualified prospects and mail each a view book and catalog.

Jim Richardson, VP Sales and CKO of Scopel suggested a one-to-one marketing approach to
Kristina Givens, Assistant Director of Marketing at Franklin University. He explained how it
would be better to do something personal and specific that would cost less.
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Digital Print Case Studies

Today the view book is gone and the University is eliminating the course catalog as well.
Replacing both is a simple, 11” x 17", four-page color brochure with information on the
campus, curriculum, and courses required for a specific field of study requested by an
individual student.

Based on a few relevant questions on the University’s Web site prospective students are
emailed a customized PDF brochure. The Web-based questionnaire allows Franklin to gather
other information about the student, such as previous education and intended enroliment.

The brochure addresses the student by name, describes their proposed major; including two
faculty biographies and a complete four-year curriculum. Additionally, there is an interview
with an alumnus in their field. The brochure then introduces the student to their personal A
Student Services Associate from their field is introduced. Once a week the printer downloads
the VPS files created for the brochures, prints and mails the brochures for them to reach
prospective students within seven to ten days.

Scope 1 worked with Franklin to provide a separate Web portal for the University marketing
staff to input all leads, regardless of source. Franklin also generates leads through high school
college fairs, direct mail programs, as well as broadcast or cable TV advertising. The
marketing staff generates projects per campaign.

Since Franklin started offering personalized brochures via the Website, the University has seen
36 hits each week, 1,937 since the program began. Nearly a thousand of these hits resulted
in applications (927), a 48% rate of return.

Franklin is working on a new Web site design that will focus attention on creating
personalized brochures. According to Givins, “We are maintaining a steady weekly response
rate at this point but hope it will increase even more with the new Web design.”

Givens continues, “We are realizing a 60% cost savings from our previous inquiry packet. We
decided to go with two more versions because of the amount of inquiries and applications
received. Obviously, people are enjoying receiving personalized information about their
college choices. Offering personalized student services is a very big part of Franklin’s mission
and Scope 1 fits beautifully into that.”

The two additional custom brochures the University has created are for the CCA prospective
students, and one for prospects interested in the Virtual Campus. The CCA brochure mentions
the student’s community college and offers the same degree of information about courses and
faculty. The alumnus interview features a young woman who earned her bachelor’s degree,
and eventually her master’s, through her local community college and Franklin University's
online program. The Virtual Campus brochure gives specific information about the degree,
faculty and advisor appropriate to each prospect.
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