
Using Data Mining and Predictive Analytics 
for Advising to Increase Student Success



About

• Public Community College in Houston, Texas

• Six campuses

• Over 90,000 students 

• Significant and sustained growth



Introduction

– Creating a Data Team

– Merging predictive analytics and marketing

– Creating segmented populations

– Nudges

– Tracking returns on investments

– Overall impact

Sharing how we changed our strategy 



Data Team

• VP Student Success

• Dean of Enrollment Services

• Academic Dean

• Director of Learning Center

• Faculty Counselor

• Director of Student Success

• Analyst

• Dean Enrollment Services

• Outreach Manager

• Advising Manager

• Enrollment Manager

• Faculty

• Academic Dean

• Assistant Dean (Center)

Members Involved
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Cross-Disciplinary Collaboration

• Boosting student engagement, success, recruitment and retention. 

• Utilization of tools to analyze current and past student data and 
determine likelihood to persist. 

• Hundreds of campaigns launched targeting students, specific 
demographics, GPA, living radius to campus, and likelihood to persist 
percentages.



Segmenting Target Population

• Identify target populations and segment for maximum return on 
investment.

• Nudges are mindful, short, and personal.

• Mobile application push notification, MyLoneStar Portal Ads, Social 
Media Marketing, Google Ads, Text, Email, Phone



Predictive Analytics

Lone Star College – Specific Data
– Excel
– Illume
– Student Information System
– PowerBI

• Personalized Predictions that are 
timely, accurate, actionable

• Pinpoint at-risk students hiding in 
plain sight



• North Harris found that African American students tend to enroll later 
than their non-African American peers

• DIAL Working Group filtered found that:

– African American students enrolling 44 days or less before start 
of term were less likely than average to persist 

• Hypothesis: Given the trend in African American enrollment, a 
strategic message, tailored using persistence predictions, may drive 
this population of students to register or pursue relevant registration 
resources.

Insight & Hypothesis



Campaign Design & Delivery
In addition to the emails, North Harris advisors were briefed on 
the campaign and were able to tag advising exchanges to the 

campaign through Inspire for Advisors.



Primary Results

4,690 students were included in the campaign and 2,864 students were 
matched using PPSM.  In comparing the participant students with the 
comparison group, after matching, we saw a:

1.6% (percentage point) Lift in Persistence!

This equates to 46 additional persisting African American 
students!

Results



• FTIC students: 85 students 
targeted who were drop 
from the Student Success 
course for non-payment.

• E-mails: 192 emails over 5 
days campaigns (double 
emails, mylonestar and 
personal email address)

• 104 of the emails were 
opened (approx. 55%)

• $10.05 Ad Spend

• 39 students enrolled

• Financial Impact = $156,000

‘Course Drop Notice-Please Read!’ 
Campaign



'What’s Your Excuse?’ Campaign

• 1,000 Students; High GPA, 15-mile radius; Financial Aid Awarded, 
Enrolled in fall/not spring

• 22.6% Yield Rate (226 student registered in first 3 days)

• Financial Impact = $904,000

• $238 Ad Spend

• $1.05 Conversion per Student



‘Finish Strong’ Campaign

• 306 Students struggling in Math

• Nudges: Online Mobile Inbox Notification, Mobile App Notification, 

Online Portal Ad, Targeted Facebook Ad

• 26 Student visits to tutoring in first three days and persisted

• $0.60 Ad Spend

• Campaign’s financial impact: $140,000



‘English for Nursing’ Campaign

• 142 pre-nursing student who have not taken ENGL 1301

• Nudges: Online Mobile Inbox Notification, Mobile App Push Notification, 
Online Portal Ad, Targeted Google and Facebook Ads.

• 9 Students enrolled in first three days of campaign (now at full capacity)

• $57 Ad Spend



Scope

The purpose of the LSC Data Team is to collaborate, 
communicate, develop, and initiate System-Wide campaigns 

to increase student success with the use of predictive 
analytics and behavioral economic marketing strategies. 

LSC Data Team



Process

ACT Campaign
Financial Aid Campaign



Implementation 
ACT Campaign

LSC-North Harris



Implementation
Financial Aid Advertisement | Social Media

LSC-Montgomery



Financial Aid | E-mail
LSC-North Harris
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ACT Campaign
ACT 

Preliminary Campaign Results
Financial Aid



Data Team Projects’ Results

• 50% reduction in no-shows • 2,225 students 

• 549 enrolled (25%)

• $600,000 increase in revenue

Orientation Nudges 

Drop List Nudges

Summer Melt Nudge 

•30% fewer students dropped



Overall Impact in Last Two Years

• 11% Enrollment Increase

• Increased Class Density

• 18% increase in FAFSA

• 30% increase in students 
enrolling in 15+ credits

• 48% increase in financial aid 
awards (869) compared to FY17



Dr. Michael Chavez
Vice President of Student Success
Michael.F.Chavez@lonestar.edu
936.271.6181

Ernesto Valenzuela
Manager of Advising
Ernesto.J.Valenzuela@lonestar.edu
281.618.5627

Thank You


