
Golden Opportunities:                        
Filling Classrooms and 

Coffers

How intent-based data science 
expands and simplifies marketing 
options and improves outcomes



“The project 
may be the 
lion, but the 
list is your 
whip.” 
Richard Savage 



Presenters: 

Jack MacKenzie
Founder & CEO, CollegeAPP

Kristen Gonzales
Executive Director, Public & 
Governmental Relations, 
Marketing & Communications
MiraCosta College



MiraCosta’s Communication Story...

CollegeAPP is widely used on a weekly basis
● Internally/Externally Run Campaigns - Social Media
● Mailers / Outreach
● Fundraising 
● “My why” campaign - welder, nurse, biotech
● Reduce printing- since day 1 with CollegeAPP
● Not for credit side - reduce mailing - targeted 



Audience: Adult and non-traditional learners

Click-through-rate:  10.33%
List Attributes:  SCND

High Intent to Enroll



Alumni Engagement





Donor Targeting

Target Campaigns: Spring Giving Campaign 
Objective: Awareness
Budget:  $8,500
Target Audience: 611,561
Total Clicks: 18,969/ 12,518



Donor Targeting

Target Campaigns: Regional Donors
Objective: Traffic to RFI
Budget:  $3,400
Target Audience: 222,867
Total Clicks: 8,604 / 7,365 unique
List Attributes
● Charitable contributor



Apprenticeship Programs
Objective: Awareness
Budget:  $2,250
Target Audience: 85,783
Total Clicks: 4,873/ 3,010
List Attributes
● High Intent to Enroll
● High Intent to Seek a 

New Job
● Age:  18-45
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Transfer 
Student 

Campaigns:
“That’s my 

Why”



That’s My Why Transfer Campaign 



Micro Course Outreach for Micro Budgets

Target Campaigns: Micro-Courses (non-credit)
Objective:
Budget:  $750
Target Audience: 49,942
Total Clicks:  1,455 / Unique:  1,271
List Attributes
● High Intent to Enroll





So, what is a list, anyway?
A list of people 

mathematically likely to be 
interested in your content and 
in most cases have intent to 

enroll in programs and 
pathways you’re offering. 

Jan 25-April 26
~1,650 lists created



Here’s A Different Kind of List:  Top 10 

1. Adults with High Intent to enroll

2. Online classes and degrees 

3. Interest in Business

4. Interest in Healthcare

5. Some College/No Degree (stop outs)

6. Cyber/IT programs/SEM

7. Potential Donors 

8. Parents of HS 

9. Skilled Trades

10.Military Affiliated



And here’s where lists live their best lives



Oh, and don’t forget the OG outreach method 



Bringing Folks to 
Campus
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Educating Community and Donors



Arts & Athletic Events
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Noncredit, 
Continuing 
& Emeritus



Broad, district-wide mailings are cost-
prohibitive and often inefficient

Targeted communications directly to the 
audiences we need to reach

Result: reduced costs, increased relevance, 
and stronger engagement





Pro Tips Headlines: 

Intent Intelligence Goldmine: Identified a major performance "sweet spot" in 
the 45+ demographic, which converted at 3x the rate of younger cohorts ($9.13 
CPL vs. $52.15 CPL), providing a clear roadmap for future budget allocation.

The "Niche" Program Multiplier: Program-specific targeting (e.g., Bicycle 
Maintenance, STEM Programs) outperformed general awareness campaigns by 
600% in conversion efficiency, proving that specificity activates intent.

Elite Conversion Benchmarks: Specialized technical trades achieved a 
conversion rate of 22.47%—nearly 5x the industry average for higher education 
and vocational training.



CollegeAPP in Partnership in California

47 California Partners 

Hundreds of custom audiences

Flexible to work hand-in-hand with your creative 
agency



Connecting Opportunities: California Competes

Report: The Untapped California Growth Initiative 

A Few Key Takeaways from this Bay Area specific report: 

• The Income Gap: Degree-holding parents in the Bay Area earn $106k, while 
those without earn $34k. That’s a $72,000/year mobility gap we can help 
close.

• The Intent is Real: There are 108,300 parenting adults in the region with high 
"Intent to Enroll" scores who are currently stalled.

• The Career Pivot: 62% of these parents aren't looking for "personal 
enrichment"—they want specific skills for Healthcare, IT, or Education.



DISCUSSION & 
QUESTIONS

ANNUAL CONFERENCE | APRIL 8-10, 2026



THANK YOU

ANNUAL CONFERENCE | APRIL 8-10, 2026
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