
Building a Better Award Letter
Providing Information that Really Helps 
Students and Families 

The webinar will begin at approximately
11:00 a.m. PT | 12:00 p.m. MT | 1:00 p.m. CT | 2:00 p.m. ET

The audio portion of our presentation will not be heard until we get started.
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Speaker Shannon Cross
Strategic Business Director
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Agenda

The Award Letter Challenge

Esthetics

Content 

Pulling it together

Experience

Summary & Questions
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THE
CHALLENGE
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How can we
build

a better
award letter?



Is your brand recognizable?
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Brand Recognition is Powerful
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Contributing Factors to Brand at Higher Ed Institutions
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62%

62%

45%

45%

45%

44%

40%

34%

32%

Institution Name

Logo, Mark, Tagline

Campus Culture

Marketing/Ad Campaign

Students & Alumni

Mission Statement

Official Colors

Faculty

Strategic Planning

2018 survey of UB subscribers conducted by University Business and FedEx Office
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Areas Targeted
for Brand Improvement

85% - Marketing/advertising messaging

69% - Outside communications

61% - Strategic planning

58% - Logo, colors, mascots, design elements 

51% - Mission statement or tagline 51%

49% - Recruiting practices or strategies 4

Areas Most Impacted
by Brand

87% - Recruitment (students, faculty, staff)

76% - Overall reputation

58% - Fundraising

42% - Media coverage

40% - Community involvement or outreach

38% - Advancement/Alumni relations

2018 survey of UB subscribers conducted by University Business and FedEx Office
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BUILD EXCITEMENT
AND CONNECT

STUDENTS
TO YOUR VALUES



Content is Key
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Content Pitfalls
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• Not including total cost of attendance
• Unfamiliar terminology
• Use of acronyms and jargon
• Failure to differentiate types of aid
• Inconsistent final calculations
• Lack of clear next step or call to action



Shopping Sheet
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Confusing
award letters

threaten the student’s
financial future. 



User Experience Matters
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Gen X
40 mins more social media per week
Spends more time on all devices
Takes connectivity to work

Gen Z
100% online at least one hour per day
75% online within one hour of waking up
41% of time outside of class is screen time
Source: Gen Z Goes to College Source: Neilsen



What’s next?
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TIPS



Is your brand recognizable?
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Evoke emotion and connectivity with spirit 
and identity of your school.

• Logo 
• Colors
• Photos
• Tone of voice



Content is Key
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• Use common language and terms or 
explain them

• If you need to use acronyms include a 
definition

• Include total cost of attendance
• Direct costs (billed by the school)
• Indirect costs (costs students should plan 

for that are not billed by the school)
• Differentiate the types of aid
• Make sure the bottom line is accurate 
with all calculations

• Include a call to action



User Experience Matters
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Meet your audience where they are 
and want to be.

• Mobile accessible
• Device responsive
• Secure environment

• Be clear and concise
• Make it easy to determine from 
where the information is coming

• Include links and tools
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Show your identity 
with logo and 
customizable colors

Customize text  
for clear 
communication

Show your 
school spirit 
with photos or 
videos

Tools to help 
students 
navigate their 
financial future

Download option

Use common 
terminology and 
explain costs and 
components of 
attendance.

Glossary of terms
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Next steps

Explanation of 
types of aid

Notice of 
repayment 
responsibility

Add contact 
information and  
office hours
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Questions
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According to the NASFAA Statement of Ethical Principles and Code of Conduct for 
Financial Aid Professionals all Institutional award notifications and/or other 
institutionally provided materials shall include the following:

a) A breakdown of individual components of the institution’s Cost of Attendance, 
designating all potential billable charges.

b) Clear identification of each award, indicating type of aid, i.e. gift aid (grant, 
scholarship), work, or loan.

c) Standard terminology and definitions, using NASFAA’s glossary of award letter terms. 

d) Renewal requirements for each award. 

https://www.nasfaa.org/Code_of_Conduct

https://www.nasfaa.org/Code_of_Conduct
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Talk To Us

888.529.2028 · TalkToUs@inceptia.org · inceptia.org · Inceptia.org > resources >webinars  

Student Insights: Financial Behaviors and Issues of Inequity
April 24
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