
 

Reaching the Student Veteran: An Educator’s Guide 
 
More than 200,000 veterans transition out of military service each year. Many are ready to take 
the next step in their civilian careers by furthering their education. Now that Forever G.I. Bill 
benefits do not expire, veterans have an extended time in which to take advantage of post-
secondary education. 
 
Many educational institutions are looking to add military veterans to their campuses. But they 
won’t come to your institution if they don’t know who you are. So how do you stand out? 
 
Getting noticed can be tough especially when potential students can be swamped with 
messages from a multitude of educational institutions. What does it take for them to choose 
you? 
 
What Does a Student Veteran Look Like?// 
 
Although veterans may not be your typical students, they are set up for success with their 
intangible skills and work habits. And thanks to the Post-9/11 GI Bill, 100% of them can further 
their education.   
 
The average overall age of the active duty 
force is 28.5 years, with average the average 
age for enlisted at 27.1 and officers at 34.6 
years.  

 
Although few enlisted members (8.0%) have 
a bachelor’s degree or higher, most (91.2%) 
have a high school diploma and/or some 
college experience but less than a bachelor’s 
degree. Most officers (85.0%) have a 
bachelor’s or higher degree. And compared 
to 2000, the percentage of active duty 
enlisted members with a bachelor’s and/or an advanced degree increased from 3.3% in 2000 to 
8.0% in 2016. 
 

Focus, discipline, confidence, and self-reliance are a few key traits that can 
distinguish veteran students from their contemporaries who have not served, 

according to one Marine. “The Marines taught me a lot about not giving up, and how 
to devote more time to something if it’s not working the way you want it to. That 

helps in school,” he said. 



 
 

Million Records Project Findings// 
 
The 2014 Million Records Project, an initiative of the Student Veterans of America, represents 
one of the most comprehensive examinations of student veterans to date. It explored the 
postsecondary academic outcomes of nearly one million student veterans who initially used 
Montgomery and Post-9/11 GI Bill benefits between 2002 and 2010. The project examined 
postsecondary completion rates, time-to-completion, level of education, and degree fields.  
 
 
Like other nontraditional student populations, veterans tend to be older, have families to 
support, and juggle employment and school. Unlike their nontraditional peers, however, 
student veterans may delay their enrollment or interrupt their studies due to military 
obligations. The study found strong postsecondary outcomes for the current generation of 
student veterans. A majority (51.7%) of student veterans earned a postsecondary degree or 
certificate, despite additional challenges they may face.  
 

Enrollment 
At both two- and four-year degree levels, most veterans who graduate do so within four 
and five years respectively—a rate similar to the traditional student population. Most 
student veterans enroll in public institutions (79.2%), with a smaller percentage 
enrolling in private nonprofit (10.7%) and proprietary schools (10.1%).  

 
Graduation 
Similarly, most veterans who graduate do so from public schools (71.7%), with 15.5% 
graduating from private nonprofit, and 12.9% from proprietary schools. Based on the 
sector of initial enrollment, the private nonprofit sector had the highest student veteran 
graduation rate (63.8%), though 21.6%   completed their degrees at a public or 
proprietary institution. 

 
 Aiming Higher 

Nearly 9 out of 10 (89.7%) student veterans initially earned degrees at the associate 
level or higher. And many go on achieve higher levels of education: 31.3% who initially 
earned a vocational certificate, 35.8% who initially earned an associate, and 20.8% who 
initially earned a bachelor’s degree went on to earn degrees at a higher level.  

 
What do they study? 
The Million Records Project revealed that a high percentage of student veterans pursue 
degrees in business, public service, health, science, and engineering. 

 
 



 
 
What Do Veteran Students Need?// 
 

ROI 
In many ways, veteran students need exactly what traditional students are seeking. All 
students want an education to set them up for success in their careers. They also want 
to justify their college investment. They want proof of high graduation rates and 
graduate employment at acceptable salary levels. They want convenient course 
scheduling, assistance in the financial aid process, tutoring and counseling services, and 
centers for veterans. In all likelihood, they are looking at a few institutions, and they 
need help figuring out which one best meets their needs. 

 
A Support System 
After serving diverse and challenging climates and given leadership responsibilities at 
even the earliest levels, veterans tend to be more mature and experienced than their 
fellow students. This difference can often leave them feeling isolated and in need of a 
community of their peers who understand what they have been through. 

 
Student Veterans of America (SVA) supports a network of nearly 1,400 campus chapters 
and approximately 500,000 student veterans. Local chapters on college campuses 
provide peer-to-peer support and ease the transition for student veterans. This has 
been linked to academic success. Campus veteran centers provide a place for student 
veterans to study and socialize, and a place to call home. Is there a chapter on your 
campus? Online veteran groups? Do you offer a veteran center? 

 

A place for student veterans to gather can serve as an important rallying 
point. “We want other student veterans to walk in and feel like they are in a 

safe place with others who share a common bond of service, like a 
brotherhood or a sisterhood,” said one veteran who served as an assistant 

house manager for his on-campus veteran house. 

 
 
 
 
 
 
 
 
 
 



 
 
How Do You Stand Out in a Crowded Marketplace?// 
 
The answer is in how you brand and market yourself, as well as in what kind of experience you 
offer.  
 

Know Your Audience 
How well does your institution understand the path and unique needs of potential 
student veterans? Talking to current and former student veterans to understand their 
life experiences can help identify what they want from a school. Through this process, 
you may glean valuable information about their pain points. You may also discover 
some competitive advantages you already have. Moreover, you may uncover gaps 
between student expectations and reality.  

 
Fill the Gaps and Build a Brand Around Your Differences 
Then the question becomes, can you address those gaps in a way that advances your 
brand? Yes, students expect great instructors and curriculum, and that your school will 
be convenient and conducive to learning. But what makes you different, and better? 
Can you craft a solution that meets common needs of your students? 
 
Your differences are your top selling points, around which your marketing messaging 
and branding should revolve. Target your messaging toward the unique experience you 
provide, whether in student life, campus events, facilities, social life, food, sports, etc. 
Showing as powerfully as possible what it is like to be part of your community helps 
veterans see themselves on your campus. 

 
Live Up to Your Promises 
Finally, you must live up to what you have promised in your branding. You are aiming to 
be school of choice for student veterans. You can do that by consistently building and 
committing to an experience that matches your messaging. In an increasingly 
competitive education market, your ability to successfully compete will come down to 
providing and promoting an environment that solves student veterans’ actual needs and 
exceeds their expectations. 

 
 
 
 
 
 
 
 
 



 
 
 
 

Xavier University Case Study: What Worked for Us 
 
Xavier University, a Jesuit, Catholic University in Cincinnati, Ohio sought a way to attract more military 
veterans into its student body, and to brand itself as a premier veteran-friendly institution.  They decided 
to take a proactive approach to the engagement of veterans. Their primary goals were: 

 
To increase the number of veterans registering as new students 
 
To maximize its veteran-friendly brand int eh Greater Cincinnati area and nationally 
 
To increase its tuition revenue via the Post-9/11 GI Bill 

 
Xavier selected a bundle of RecruitMilitary recruitment products which included: sponsorship of 
Cincinnati career fairs, targeted email marketing, and a year’s worth of ads in RecruitMilitary’s Search & 
Employ® magazine. Their event sponsorship was widely publicized by RecruitMilitary and resulted in tv 
coverage and radio interviews with the two largest radio stations in the region. 

 
The result? Xavier reached and recruited an unprecedented number of veterans and customer satisfaction 
was extremely high.  Xavier also extended its relationship with the veteran community to include veteran 
spouses. 

 
“As a private university in the Midwest, it is somewhat difficult for our institution to make transitioning 
military personnel and veterans aware of our participation in the Post-9/11 GI Bill Yellow Ribbon program. 
The RecruitMilitary Veterans Career Fair enabled us to market our institution to high-quality veterans in 
the Greater Cincinnati region – thereby enabling those men and women to further their education at a 
nationally ranked Jesuit university,” said Xavier’s Veterans’ Affairs Office Director. 

 
The Bottom Line:  In one year, the number of veterans attending Xavier increased by 89%. The dramatic 
increase resulted in the generation of more than $1.3 million dollars of tuition revenue per semester. 
 

 

One education recruiter noted, “Many veterans come out of the military and are only 
looking for a job. We prefer to speak in terms of careers, not jobs, and a career needs 

attention that includes school and training. We don’t want them to have to accept 
just anything. It’s important to try and get them as qualified as possible.” 

 
 

 



 
 
Partner with Experts// 
 
With a combined 40 years of service, RecruitMilitary and Bradley Morris have connected educational 
institutions with high-quality veteran talent.  
 
 Go to Veteran Career Fairs 

 
A significant portion of the million+ veterans and transitioning service members that utilize 
RecruitMilitary annually cite interest in furthering their education. A survey by Hanover 
Research found that despite increased digital activity, the most effective marketing strategies 
for universities are still event-based where recruiters connect directly with potential students.  

A fully-developed military recruitment plan can result in hundreds of veterans, transitioning 
servicemembers, and their families pursuing undergraduate and graduate degrees at your 
institution each year. Educators are very happy at RecruitMilitary’s events, giving high marks in 
the following areas: 
 

• Overall experience    98% Favorable  
• Quality of candidates    94.9% Favorable 
• ROI      92.9% Favorable 
• Likelihood of participating again   93.9% Favorable 

 

Last year marked RecruitMilitary’s most extensive event calendar in the company’s 20-year history. We 
hosted more than 33,476 veteran candidates attended 127 career fairs at exciting venues around the 
country. Since 2006, more than 650,000 veterans have connected to over 43,000 exhibitors. 

 
Take Advantage of Our Educator Solutions// 
 
Our events offer unique opportunities for genuine engagement: moments that allow our audiences to 
see you sharing knowledge whether it’s on industry trends or speaking at pre-event seminars. We also 
provide a ready conduit of military-centric media that gives an avenue for educators to promote 
initiatives to the most active veterans and transitioning servicemembers, such as scholarships or 
nationwide campus events that help shape brand awareness. 

A variety of sponsorship opportunities allow you to capture the attention of potential military-
experienced students and their families within the most actively seeking traffic channels. 
 
Our educator solutions and exclusive educator pricing will help you find branding products and packages 
that allow you to choose the best ways to reach military veterans. If you’re interested in learning more 
about how RecruitMilitary and Bradley-Morris can help you reach veterans looking to further their 
education, reach out to your account representative for more information. 
 
 



 
 
Sources: 
https://www.academicimpressions.com/recruiting-military-students/ 
https://www.hanoverresearch.com/media/Trends-in-Higher-Education-Marketing-Recruitment-and-Technology-
2.pdfhttps://recruitmilitary.lightning.force.com/lightning/r/Report/00O2A0000076sgx/view 
https://www.dearborn.com/marketing-business-and-technology/strategies-for-recruiting-students-to-attend-your-real-estate-
school/ 
https://hop-online.com/blog/higher-education-marketing-admissions-process/ 
http://studentveterans.org/images/Reingold_Materials/mrp/download-materials/MRP_Executive_Summary_2.pdf 
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