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Summer Melt & Day 1 Enrollment: Managing Our Highest-Risk
Enrollment Period
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2026-27 Enrollment Outlook
. . Historical trends show that summer melt and Day 1
Historical Summer , .
enrollment movement are a consistent part of our enroliment
Enrollment Movement cycle, with an average of 225 students not matriculating
2023-2025 before the first day of school over the past three years. In
( ) 2025, Summer Melt & Day 1 Movement captures enroliment
changes from July through the first day of school in August.
These changes are influenced by family mobility, relocation,
and changing enroliment decisions during the summer.This

School Year BUR KAY CAS EIS CIS DAL Total data informs our enrollment planning, over-enroliment
strategy, and targeted family engagement efforts.
2025 27 57 24 25 39 59 231 To strengthen Day 1 enroliment stability, we are focused
on:
e  Monitoring at-risk registrations weekly
2024 13 44 33 23 38 50 207 e Provide targeted summer outreach and registration
support
e Activating waitlists to backfill expected movement
2023 20 70 38 31 33 46 238 e Partnering with school teams and Family Coordinators
Tracking enroliment closely leading into Day 1
Avg: 22 57 32 26 37 52 225

The period between registration and the first day of school continues to be the highest-risk point in the enrollment
lifecycle. While some level of summer melt is expected across all schools, our focus is on minimizing preventable
student loss through proactive outreach, waitlist management, and family engagement.



Historical Attrition: 3-Years
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Reducing organization-wide
attrition to 4.5% by June 2030 is
essential to maintaining
enrollment, protecting revenue,
and ensuring more students
continue their educational journey
at Camino Nuevo

ot
©
)
>
[e]
o)
£
O
w

Retention Wins:

e Network-wide post-summer
attrition improved from 7.81%
(219 students) in 2024-25 to
6.62% (194 students) in
2025-26, resulting in 25 fewer
students leaving our schools.

e Cisneros experienced fewer
exits compared to the prior
year, including a reduction in
after-Day-1 withdrawals




Building Enrollment Momentum: Summer Outreach &
Engagement Efforts For Day 1

Building Enrolilment Momentum

Summer Outreach & Engagement Efforts
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This summer, the Recruitment & Retention team focused on increasing CNCA visibility,
strengthening community relationships, and creating sustainable pipelines for future enrollment growth.
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1. EXPANDED COMMUNITY
OUTREACH & PARTNERSHIPS
Building CNCA's presence in the

communities we serve

- COMMUNITY PARTNERS
e Red Shield Community Center

Levitt Pavilion

KYCC Food Distribution
Pico Union Project
Reggie’s Community House

Saturday Art Project

@ Increased participation in neighborhood
events & community meetings

@ Upcoming Pico Union Neighborhood
Council engagement

@ Expanded outreach through local
canvassing & community tabling

Expanded CNCA's visibility through

trusted neighborhood partnerships.
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2. DEVELOPED FAMILY-LED
RECRUITMENT

Creating ambassadors within
our own community

LAUNCHED THE PARENT COMMUNITY
LEADER (PCL) PROGRAM
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Advocate Refer
Families

Recruit Train

@ Trained families to:
» Share their CNCA experience
+ Support community outreach efforts
+ Promote CNCA through digital
platforms and referrals

@ Built a foundation for
family-driven recruitment

Built a sustainable family-powered
recruitment network.
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3. STRENGTHENED MARKETING
& BRAND PRESENCE

Increasing awareness of CNCA
programs and opportunities

EXPANDED MULTI-CHANNEL
MARKETING EFFORTS
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Social Media Radio Metro
Adbvertising (MEGA 96.3) Advertising

) &

CheckOut TV Billboards Grocery / Community
Advertising

@ Highlighted CNCA'’s strengths,

school culture, and student
opportunities

@'_ Expanded awareness through
coordinated multi-channel marketing.
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Campus Playdates Orientations 6th Grade Summer
Events BBQs  Programming

4. BUILT FUTURE ENROLLMENT
PIPELINES

Creating sustainable pathways
into CNCA

DEVELOPED RELATIONSHIPS WITH

O ; .
¥ 619\ Early childhood providers

l' TK / Pre-K programs

8'%% Community organizations
Eﬂm Feeder schools

SUPPORTED SUMMER ENGAGEMENT OPPORTUNITIES
BN
Partnerships

Creating sustainable enrollment
pathways before families begin
searching for schools.

Summer efforts shifted recruitment from seasonal outreach to a year-round enrollment

strategy built on community partnerships,
sustainable enrollment pipelines that drive long-term student success.

, strategic marketing, and







