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	Study title
	Freshman year financial aid nudges: An experiment to increase FAFSA renewal and college persistence.

	Study authors
	Castleman, B. L., & Page, L. C.

	Study link 
	http://curry.virginia.edu/uploads/resourceLibrary/29_Freshman_Year_Financial_Aid_Nudges.pdf 

	Intervention topic area
	Improving Student Support Services

	Intervention summary
	This study investigates, through a randomized controlled trial design, the impact of a personalized text messaging intervention designed to encourage college freshmen to re-file their Free Application for Federal Student Aid (FAFSA) and maintain their financial aid for sophomore year. The intervention produced large and positive effects among freshmen at community colleges, where text recipients were almost 14 percentage points more likely to remain continuously enrolled through the spring of sophomore year. By contrast, the intervention did not improve sophomore year persistence among freshmen at four-year institutions, among whom the rate of persistence was already high. Among community college freshmen in the sample, nearly 60% were female; 70% were black or Hispanic; and 71% had an expected family contribution to the cost of college of zero. 

	Core elements of the intervention
	· Automated, customized text-based outreach to students from a known entity or organization

· Two-way messaging interaction (as opposed to one-way messaging for notification only)

· Dedicated staff available to respond to student communication at time of automated message distribution

	Costs of the intervention
	The direct costs of this intervention were approximately $5 per student served. 

	Considerations for implementation
	While the study did not find impacts of the intervention among four-year college-goers, it’s important to note that the control students in our four-year college-going sample had a high rate of freshman to sophomore persistence.  Therefore, the authors hypothesize that this intervention could still have meaningful impacts in those four-year institutions where persistence rates are low.  It is also worth observing that the experimental sample had received text messaging outreach from uAspire, a non-profit organization focused on college affordability with whom we partnered to implement the intervention. This prior relationship with uAspire and familiarity with text-based outreach may have contributed to the efficacy of the intervention.

	Findings of the study
	The intervention produced large and positive effects among freshmen at community colleges, where text recipients were almost 14 percentage points more likely to remain continuously enrolled through the spring of sophomore year. By contrast, the intervention did not improve sophomore year persistence among freshmen at four-year institutions, among whom the rate of persistence was already high.

	Relevant resources
	The research paper about which this summary is written is forthcoming in the Journal of Human Resources, though it is available in working paper format here: http://curry.virginia.edu/uploads/resourceLibrary/29_Freshman_Year_Financial_Aid_Nudges.pdf
The authors are also currently working on a report to provide step-by-step guidance to educational agencies interested to implement a text messaging campaign.  A draft of this report will be available by the end of 2015 or early in 2016.  
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