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Beth: Hello, this is Beth Brodovsky from Driving Participation. I am here today with 

Lisa Paris, who is the Vice-President of Marketing and Admissions for Peirce College. 

It’s always nice when I get a chance to speak with somebody that I actually know. 

Lisa and I have been working together for many, many years from the time she just 

started at Peirce so it’s been really interesting to watch her evolution and the school’s 

evolution over the years. I thought this would be a perfect time to talk about how 

things have changed in marketing and admissions, attracting people to programs and 

keeping them engaged and involved so they want to stay and eventually give back to 

an organization. Lisa thank you so much for joining me today.

Lisa: Thank you Beth.

Beth: So tell me a little bit about your background, how you came to this world 

because unlike many people in a higher education setting, you came from outside 

higher education before you moved into this role so talk a little bit about your history 

and your background and how you came to doing this.

Lisa: Sure. I have been a career marketer for over twenty-five years and spent a lot 

of time in business-to-business marketing in the presentation graphic sectors, in the 

wholesale office supply sectors and also had early in my career some advertising 

agency experience where we founded my knowledge on marketing communications 

practices and methodologies. Nearly ten years ago, actually a little over nine years 

ago, I joined Peirce College and was given the opportunity to expand and extend 

my marketing experiences into higher education and it’s been a very exciting and 

different experience for me to really stretch my skills and capabilities.

Beth: Yeah, it’s really interesting also bring the outside of higher education 
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background into higher education and one of the things that is unique about higher 

education is that people have to come to campus, come together and are actually 

there in person as opposed to marketing a product that somebody might order 

online. It’s a very different type of engagement than some types of corporate or 

commercial marketing. At the school – and how you look at things because we talk 

about participation – what does participation mean to you at the school and what 

type of participation matters in a way that seems meaningful for the college?

Lisa: Sure. I think one thing that we always have to keep in mind, every marketer 

needs to keep in mind, is that irregardless of the product or service that we are 

looking to attract people toward, we are dealing with customers. At Peirce and 

throughout my career with the different products and services, as a marketer you have 

to constantly remind yourself that the student in my case right now is a customer. 

They have choice or choices and they are looking for a solution that meets their 

needs at a price point that they can afford and they’re ultimately looking for a return 

on investments. In the case of a student, they’re looking for that education experience 

to fill a paying point, so whether it is they’re looking for a new job or they’re looking 

to earn more money or looking to change careers or maybe on a personal level 

they’re looking to fulfill a goal that they’ve been meaning to accomplish over years. 

There’s always something that is driving them to their experience so you have to 

be very cognisent of that and make sure that as a provider you’re giving them the 

best experience and I think that plays a lot into participation. One thing we noticed 

with our students is that it really doesn’t matter in terms of how they come to us and 

maybe their academic preparation, it’s more about their tenacity. It’s more about 

their drive and motivation to be successful and to use the education experience in a 

cumulative way that impacts their life.

Beth: I think that is really such a key thing to have learned about your students, that 

there’s actually a quality of a person rather than necessarily what would show up on 

a demographic chart. It’s so helpful in really knowing like the persona behind the 

person you want to go after, rather than the age or anything that on paper would 

seem like the obvious choice because Peirce is a school of adult learners as opposed 
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to post-high school students.

Lisa: You can translate that into other sectors because the more that you understand 

about your customer and what their needs are and what their desires are and the 

characteristics they bring as a customer, the more you can serve them in a positive 

way and keep them happy. In our case, our goal is to retain that student so they 

graduate with a degree, but in another industry it may be that you want to retain a 

happy customer so that you can get repeat business because it costs you a lot more 

money to attract and recruit new customers.

Beth: Absolutely and it costs even more money if you’re spreading this wide net so 

really kind of being able to know what type of student, what quality of student will be 

that successful student that will complete your program. Are you finding that sort of 

knowing that aspect of them helps you go out and speak to that quality and speak to 

that person so you can attract in people who you know will be a successful student for 

you?

Lisa: Yes. I think that would be the secret source for all of higher education. To 

really, really know exactly the student and the way to connect with that student, but 

most certainly we use messaging in our marketing that appeals to the needs that we 

understand that we gain through research. When a student first inquires to Peirce 

College, some of the information that we gather at that point and at other points 

throughout their journey we use in a marketing way to attract more. There’s an old 

saying of “fish where the fish are” so once you understand what the key motivators 

are for the type of students that come through Peirce College to enroll, then usually 

we try to replicate those messages throughout the marketplace.

Beth: Right. I know something I know you talk about a lot and I talk about as well is 

that a lot of organizations struggle with is segmentation. Where to segment? How 

to segment? How much is worth it? If it’s actually worth the time it takes to slice 

and dice things and talk differently to some of the different personas or different 

types of customers that you might have. What are you doing at the school as far as 
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segmentation or delivering different messages? Do you do any of that?

Lisa: Well you know segmentation is really a cornerstone of marketing and it’s critical 

I think in any industry that marketers look at their customer base and try to associate 

or identify trends or clusters that exist based on similar behaviors or characteristics. 

So Peirce is currently looking at that to better understand the segments that we have 

within the college so that we can tailor our marketing access to attract more of one or 

more segments, but the whole challenge of segmentation is that there are so many 

different ways to segment.

Beth: Exactly.

Lisa: So many different methodologies and ways to slice and dice the data, but in 

my opinion it’s critical. It’s worth the effort. It’s worth the energy and a lot of the time 

you have to have the data and so some organizations are good at generating the 

data or capturing and generating the reports of the data that is being held within an 

organization and some are not. I always encourage people to make sure they have 

access to the data and that they are putting the necessary research mechanisms 

in place so any gaps in their data that could provide insights to their customer 

segments can be captured along the way. Peirce has been doing some of that 

and we’re actually looking to refine our segmentation modeling over the next few 

months. I think it’s a critical facet and it’s more important these days because of the 

customization that individuals or customers are looking for in their experience. If you 

think about the use of social media and how everyone receives so many impressions 

from so many different organizations. Some of these messages are bombarding us 

every single day. It’s really important that those messages become tailored to the 

needs of the individual where possible, otherwise it’s just going to get lost in the fog.

Beth: Absolutely.

Lisa: I think it is really critical that segmentation can help the tailoring of messaging 

and I think individuals expect that. They’re not looking for instant gratification and 
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they’re looking for information that pertains to them and not a cookie cutter approach 

that may have been the marketing involved.

Beth: So how are you doing that? In the nine years just since you’ve been in higher 

education communications and marketing, the methods have really made this sort of 

fundamental sea change from the outbound. If you put up enough billboards and put 

things out there in very one way, one directional communications to the website, how 

many websites have you said you’ve done since you’ve been at Peirce now?

Lisa: I’ve inherited a website and made some changes five or six years ago and 

we’ve just launched a new site and were on another iteration, but you’re absolutely 

right. The marketing mix has changed dramatically. The online opportunities that 

exist today for marketers to target individuals is so far advanced than it was a few 

years ago so we have moved some way away from more generalized media into 

online media that can target specific individuals based on their browsing behavior 

and preferences that they display through their online activity. We also employ a lot 

of social integration. When we conduct advertising we look for ways that we can get 

engagement from that prospect from our social channels and we utilize Facebook and 

blog for the college to really publish out information that is more authentic about the 

organization and more meaningful to those that are considering education than you 

would typically publish in an ad. Online plays a big part, social media plays a big part. 

With database management that we have inside the organization we customize the 

communications of inquiries that come into the institution so it’s become a lot more 

customized and a lot more presence online and using the various digital advertising 

opportunities that exist today.

Beth: I know you do a lot of different things. You blog, you do all of these different 

things. Do you think it’s having some of everything? If a student wants to come in 

and communicate with you this way or this way or this way or this way that there is 

something there for them? Do you see people doing that or do people follow from 

one piece to another? I guess what I’m wondering is are there different people that 

interact with different pieces of content or do you find that the overall exposure sort 
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of adds up to more than the sum of its parts? Maybe it’s a little bit of both.

Lisa: Yeah, I mean two things on that. Multiple impressions continue to be a strategy 

that we use because it isn’t any one impression that you put in front of a prospect 

that will drive a sale – or in our case an enrollment. Our opinion is that we have to 

maintain a certain level of awareness and techniques that are creating that awareness 

and keeping the brand top of mind and messaging that is targeting customers 

who are early in their decision making process along with more direct call to action 

methodologies like online marketing where you try to drive them to action or direct 

them to your site so they can gain the information they need to make the decision. I 

think multiple impressions continues to be an important strategy for marketing. You 

can’t put all your eggs in one basket. That’s important, but I think the other thing 

you mentioned was meeting the prospect where they are. If they want to receive a 

text, we’ll send them a text. If they want to receive an email, they’ll receive an email. 

If they’re happy to go with a phone call or video chat, we’ll meet them there. I think 

the important thing is recognizing that people do process information differently and 

depending on where they are in their decision making process, they may want more 

passive communication with the college as opposed to when they’re ready to enroll 

and they want to make a decision now. The selling cycle for different products and 

services vary dramatically, but in any industry I think there is a tipping point in which 

the customer really becomes the customer and they want something and then your 

communications become a lot more direct, but we certainly do employ a number 

of different ways to interact with the college and I think it’s important to meet the 

prospect where they are and give them the information in a comfortable way so that 

they can process it and the other key thing is differentiation. What we have to work 

hard at, I mean there are 101 institutions in the Philadelphia region so what we have 

to work very hard at is really clarifying our message and all the unique ways we serve 

our customers versus the other choices they may have out there and I think that’s 

also an important thing marketers need to be wary of. It’s very easy when you’ve had 

an organization to drink the Kool Aid. We’ll buy into our own products and services, 

but the consumer doesn’t always feel the same way so making sure that any unique 

aspects of your products and service is critical, particularly in a competitive space.
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Beth: Exactly and I think that’s a perfect time to talk about the fact that I can’t 

remember how many years ago it was, but a number of years ago you went through 

a formal large scale branding process which is daunting for a lot of people so I think 

it would be valuable to talk a little bit about what you got out of that. I think you 

just talked about why it was valuable and why it was needed. We do have a hugely 

competitive environment. I can’t tell you how many people I meet that say what’s 

really unique about us is we truly care about our students. There’s very much the 

feeling of people really not understanding what the word ‘unique’ really means and 

it can be challenging in academics to really find things that the student and the 

prospective student finds urgent and valuable and important to you as opposed to 

the things the leadership of an organization often feels are the things that they love 

best and want to highlight and promote and when you did your rebranding work an 

opportunity that you were going through a change in leadership, which really seemed 

to give you an opportunity to have somebody say let’s really clean the slate and see 

where things are now. What’s been the impact of going through that process for you? 

How are things different now that you did do that?

Lisa: I would say that we’ve become a lot more crisp in our messaging. I think 

we found our niche through the branding study. When I think of branding, I think 

about alignment. Branding is about aligning customer perfections with the needs or 

products or services or solutions that you offer. What we went through was, as you 

said, painful because when you employ an amount of research along with the brand 

study, to create a benchmark or base line. When you’re creating a base line, you really 

need to know how you’re perceived in the market and what starting point you’re 

moving off of and that can be painful. How it helped us was to ground us in terms of 

how we were perceived versus how we wanted to be perceived and it helped to refine 

a lot of our messaging and from a design perspective and create a consistent look 

and feel that you can get additional traction from because of the continuity at the way 

you’re presenting yourself in the marketplace. It really helped us to raise our game.

Beth: Right and I often find for you, the key thing that I think you said there was find 

our niche. So many people I think are resistant to branding or going through this sort 
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of introspective process because they want everyone. Many colleges will say we want 

as many students, we want all the students, but success can often be found with really 

saying this specific person is who is going to fit best here and if you can align who is 

going to be a successful student with the right message to get them feeling like you 

are perfect for them, it’s often surprising how much more successful and profitable an 

organization can be going after what’s exactly right for them, rather than trying to get 

a little bit of everything.

Lisa: You can’t be all things to all men. As much as we want to, it’s back again to 

your target market. When you go through branding it helps to personalize who your 

target markets are and understand where you could be most successful so that you 

focus your marketing spans in ways that will give you the yield that makes sense for 

your organization. Blanket marketing was probably decades ago, it just doesn’t work 

because it’s wasteful when you’re trying to target a wider market that really you can 

only appeal to a specific niche. Niche marketing is very much the most succinct and 

productive way to market your products and services so absolutely I agree.

Beth: Right. So one of the other things about going through a rebranding and you’re 

going out and saying ‘this is our niche and we’re going to put our stake in the sand 

for this’ it can be a little terrifying because a lot of what branding means is saying 

this is what we are at the exclusion of all these things that we’re going to decide that 

we’re not and so it feels kind of risky and I know some of the things that you did right 

after the rebranding is you tried a couple of different messaging campaigns or ad 

campaigns. What did you do to start to roll this out into the world and explore and 

how did you handle testing things in a way that you felt you could live this new brand, 

but not necessarily risk not having anyone enrolled in the next semester? 

Lisa: We had a number of components to the brands. There were campaign messages 

that we created. There was a positioning line we created. There were taglines that we 

used in various publications and materials. We did put a number of different things 

out within the realm of brand study that we did, but one of the important things we 

committed to is an annual tracking study that would test the awareness of some of the 
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messaging that went out into the market and we learned some things from that. There 

were specific elements of our campaign on the messaging side that did not resonate 

with the market in terms of gaining traction and some that did. I think it’s important 

to again invest in the tracking and the testing when you’re putting significant 

campaigns together so that you can continually evolve your messaging because the 

market continues to evolve. Your competition continues to evolve so you can’t sit still 

and say ‘we did that and that’s the way we’re going to present ourselves’. You have 

to continue to move ahead evolving your message and identifying areas that you 

can uniquely serve your your customers. Often people think about ‘we just need to 

compete”to be the best but its really about competing to be unique because if you 

have no uniqueness through what you’re doing then you’ve just gained market shares.

Beth: Right and I would think the retention would be harder as well.

Lisa: Absolutely, absolutely. Contrantly evolving, monitoring, and tracking your 

marketing and make tweaks. It’s okay to make tweaks along the way from insight that 

you gain.

Beth: Right. And another thing that I have to say and really have always respected 

about you and thought was brilliant the first time you did it, occasionally when you 

think it’s needed, you gather together all of your internal and outside resources, all 

the people that impacted work on the different parts of your communication and 

bringing this all together to sort of have round table discussions, presentations and 

I remember one that was probably maybe six months or a year after the initial brand 

went out where there was actually a presentation on how the marketing messages 

were resonating, what wasn’t working and the shifts that you were beginning to make 

to move in a new direction. I think as somebody that is one of your external team 

members that you work with, being able to come together and see the big picture 

and having you just say, “there isn’t just one vendor.” You’ve always said from the 

beginning, “I’m going to work with a number of people. I want to work with people 

with different skills and different backgrounds and bring together the best team for 

my school. You either are okay with that or you can move along”. I always loved sort 
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of your honesty and being upfront and it was about getting the best combination of 

things for the school, but what you also do is give all of us as vendors an opportunity 

to do the best work we can do for the school by letting us interact and see what other 

people are doing and see what your vision is. It;s been incredibly helpful and I think 

it’s something for other organizations to consider. You don’t have to keep us all in 

isolation. We’re all grown ups. It’s been really terrific how you’ve handled that. I have 

learned a lot from the other people and from sort of hearing their perspectives and 

what they’ve worked on.

Lisa: Thank you. I think it is something that has worked particularly well for us at 

Peirce. I think it’s based on my philosophy that marketing is an evolving topic and 

it’s moving at a rapid pace and it’s impossible to keep up with all of the elements 

and changeable elements that happen over time unless you collaborate and so 

by surrounding our marketing chain with best practice vendors like yourself who 

have specializations in various components of marketing and various aspects of the 

mix helps us to stay on top of the latest techniques or implications that we should 

be considering, as well as leveraging the collaborative benefits of putting people 

together who have different skills and different perspectives and coming towards 

a common purpose. I guess because I’ve worked for an advertising agency, I’ve 

been on the agency side. It’s important to recognize that your vendors are your 

partners and when you’re working with a design agency or a PR agency, whatever the 

supplier may be, it’s important to bring them into where possible, bring them into 

the strategies and objectives of the organization at a very tight level so that they can 

contribute and they can be part of the solution and you have the exponential brain 

power from that, that ultimately drives the success of the marketing unit and then 

of the organization they serve. I believe in this. I think it’s important to bring people 

together. I also think it’s important to network organizations where possible because 

opportunities can also exist for one vendor or another with each other. I think it’s 

important to bring people together, important to be open and that way as well, I 

think we’ve got additional value from our vendors through those experiences and also 

everyone is on the same page. They all know what we need to accomplish and they 

all feel a level of accountability to help towards success.
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Beth: I completely agree because that’s definitely how we feel. When we feel it 

really matters to you that we understand where you’re going, it’s always given us 

the feeling of there’s a whole bunch of other vendors here, but they’re not to move 

us out or move us in, but everyone has a role and everyone has different skill sets, 

different values. It’s when you’re working with a client from a place of sort of security 

and stability, we’ve now been working with you, it’s been nine years that you’ve 

been there so we’ve been nine years we’ve been working together and for a lot of 

agencies, they don’t have clients for nine years. A lot of clients end up switching 

vendors sooner than that, but you’ve really been able to maintain people, keep things 

fresh and keep these great relationships going. It’s great for us to have a long-term, 

stable client and hopefully it’s great for you to have a vendor that’s still in business 

and still able to support you. One of the things that the agency did was create a 

really solid brand document so from a strategic working together prospective, we’ve 

had good luck with each other from outbound messaging perspective, but just from 

a functional perspective, when you’re not the one who creates the brand it can be 

sometimes some agencies struggle with that and want to fight with it, but these 

guidelines have really helped all of us come together and say we’re all working to 

the same cause and they’re not there to constrain us - they’re there to as I always say 

show you that you can ride your bike from the driveway to the fire hydrant, but you 

need to stay within this range. I would think that it would be very difficult to work 

with multiple agencies without really establishing a common language. I think one of 

the things that’s helped us understand what’s the range in which you want us to work 

and also that you have an internal team that is so well versed in what your internal 

language and what your internal look is, that they’re really able to say, “this is how 

things need to be.” You don’t have people saying, “I really want it to be pink this 

time.” You’ve done a great job of really getting everyone within the school and within 

the community to get on board with the value of the brand in visual, in message 

and in experience so you have the best chance of when somebody does show up 

on campus there’s no disconnect. What they experience and what they deliver feels 

cohesive from the first bus they drive behind to the day they graduate.

Lisa: Yes, thank you Beth. I appreciate your kindness on those comments. I think I 
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also want to add that what a vendor does is also bring in an external perspective 

back. When a relationship has been forged with an organization over time and the 

awareness level of inside the client is as deep as it is, then there’s an opportunity 

for that vendor to challenge. I think it’s always important to continually challenge 

ourselves and to be challenged by others. Someone said to me once, “feedback 

is a gift” and it doesn’t always feel like a gift, depending on how it’s delivered, but 

it really is and when you have people that are like yourself who are studying and 

continually learning and growing and expanding their crafts and becoming specialists 

at the cutting edge of various aspects of their organization, you want that insight. You 

want those people to challenge some of the thinking that can kind of evolve eternally 

so that it makes sense once it gets down to the marketplace. I think it’s a win-win.

Beth: Yes, it really does seem to have been for Peirce because in the nine years 

that you’ve been there you’ve really, it isn’t just the look and the message. You’ve 

really fundamentally changed as a school with the goal of some growth initiatives, 

some changes in programs, some changes in what your delivering to people. This 

communication change is really helping you to set up the stage for the next phase, 

the next iteration of Peirce and one of the sort of interesting things I’ve seen just 

from my own experience is going down to events that you’ve had. Since you’ve made 

these changes, since you’ve really sort of refined your messaging, to watch your 

graduates and students come together and see how passionate they feel about their 

Peirce experience. As you move, over the years you’ve moved into advancement. 

When you first started, there was no advancement at Peirce so to watch how through 

the admissions process, through the student experience, you’re setting up a stage 

for people to come back to Peirce for new programs, for further degrees and for 

forgiving, it’s all really coming together.

Lisa: Yes and Beth just for clarification I’m not responsible for Advancement. We do 

have that group and I want to make sure that they get credit for the great work that 

they’re doing. It really is an example of lifetime custom of value. The end of the day 

any organization is looking to increase the lifetime customer value and for us, we see 

it as a two way street. I mean a student once the have graduated can gain additional 
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benefit as an alum and start participating and engaging in various elements, activities, 

events or whatever it may be that are being created for them and it’s all about 

creating that value for your customer and so that customer will keep returning to 

you, and in turn will then refer other customers based on their experience. It is an 

integrated approach and higher ed is no different to other service organizations in 

that you have to make sure you’re creating that value so that you can maximize that 

lifetime value of your customer.

Beth: Great. So the last thing I wanted to ask you about, we’ve talked about bringing 

the students in and the change in that conversation and briefly touched on after 

they leave. Once they come to the school, they have an education experience and 

because you are an adult education program, you’re not a residential school so 

there’s no dorms. There’s not the same parties and social activities, but there are 

different things that are going on at the school, but it’s a very different environment 

than maybe your traditional residential four-year post high school experience. What 

do your students look for from an experience, from communication? How do you as 

a marketing department support their building engagement with the school so that 

they feel attached and engaged in the experience while they’re in the program?

Lisa: From a marketing viewpoint, we have certain touch-points with the student, 

but we try to look at the holistic experience the student goes through and the 

various touch-points that they have from the front line in terms of maybe meeting 

with the admissions representative all the way through to an adviser, to a financial 

aid counselor, the faculty member and then on to support services so there are a lot 

of touch-points that the student experiences and what we try to do in marketing is 

to collaborate with our peers to make sure that those touch-points are integrated in 

some way that the student feels connected. To your point, we don’t have residential 

dorms. We do not have athletics. We are a career focused communal school and 

we have wrap around services that we provide for students, so there are a lot of 

mechanisms in place to make sure that the student has everything that they need 

to be successful. The marketing piece is really the communication around that to 

ensure that they understand those services are available and to encourage them to 
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participate. I think the other element of participation is engagement that we have seen 

increase over time is the use of social channels. Our Facebook likes have increased 

exponentially over the last three years and readership of our blog and followers on 

Twitter, all of those social channels have experienced upticks from our student body 

and they’re using those channels to engage and participate in opinions and comments 

and celebrations and whatever aspects that they’re trying to convey or want to listen 

to. Definitely social is an important part. I will say that the working adult learner who 

is often juggling their job, their family, maybe children, other commitments in their 

life in addition to their education generally will let you need and what they don’t and 

if they’re not looking to participate and just keep moving through their academic 

journey, that’s okay. We just make sure that we have all the mechanisms in place to 

meet them where they are and give them what they need along the way.

Beth: I think that is such a key point, that an organization putting a hard line of 

this is what the participation we want often doesn’t work, but setting up services in 

situations so that people can choose to participate in what works for them as deeply 

as what works for them can really make a huge difference.

Lisa: Yes and also test your initiatives. We test and monitor attendance at the events 

that we create to increase engagement and services to the students. We check in 

with our students, we survey our students, we gain a thorough understanding of what 

they’re using in terms of supportive services and what they’re not using and why and 

that helps to field what other initiatives we need to develop for engagement, but 

also respect for recognizing that some students just want to come to school and go 

home or go online for school and then get back to their lives. You can’t force anyone 

to engage and participate. You have to provide value and we constantly develop new 

opportunities, whether it’s information, materials, events or whatever it may be that 

we try to provide value to the student throughout the journey and we find that that 

works well for us.

Beth: And it makes a lot of sense that it would, that you have the things where 

you’re saying, “let’s provide different things. Let’s provide things that are going to 
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be valued”, but then you’re actually not just dumping it out there and hoping for the 

best, you’re putting processes into place to watch whether they are taking action on 

it, whether they’re utilizing the service and you’re asking them directly to say do you 

like this or you don’t so I think it is interesting that you’re using observational tools 

because people don’t always say what they actually do. Lots of times they say they 

love something and then never utilize it. So to be able to have those two things going 

on so you can prepare them and refine them, really makes a lot of sense.

Lisa: Yes, thank you. You have to keep working at it.

Beth: It’s a process.

Lisa: Yes, you can’t sit back and say, “we did this. We’ll just repeat that” or you know 

it’s going well, you have to constantly check in with your customer and we also deploy 

customer satisfaction surveys and other metrics that help us to understand from 

the students how well we are serving them and obviously then metrics around their 

success so those are important processes to put in place.

Beth: Absolutely. Lisa this was terrific. It’s a lot of great information. If people would 

like to look at Peirce’s social media – your Facebook and blog, can you point people 

to those resources so people can see what you’re doing?

Lisa: Absolutely. I would certainly direct people to www.peirce.edu – that is our 

website and has connections to blogs from our site and take a look and see the 

way we are engaging with prospective students, how we’re using case studies and 

testimonials and various other features to convey the information that a prospective 

student may need when deciding to enroll in school.

Beth: Fabulous! Lisa, thank you so much. This was wonderful and can’t wait to see 

what Peirce does next.

Lisa: Thank you very much Beth.


