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U.S. HIGH SCHOOL GRADUATING CLASSES (PUBLIC TOTAL)
AND CONCENTRATION OF HIGHER EDUCATION INSTITUTIONS

Projected Percent Change from 2013 to 2030
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Gordon Gee, West Virginia University
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Unifies campus around a common vision and
purpose

Authentically shares the institution’s qualities, values,
and strengths

Integrated communications speak with a cleatr,
uniform “one voice”

Communicates a positive, strong image — not
fractured by “one-off” messages
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Ann Weaver Hart, University of Arizona
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Cliché No. 1: Three and a tree.

ot s and social!

This is the magic formula for student recruitment — and an acknowledgec
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