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 During this session, we will discuss best 
practices in recruitment strategies to enroll 
new families at your school.  
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Starbucks 
The Family Portrait 
Rollercoasters 
Coaching 
Blog 
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Enrollment Catalyst partners with schools to 
provide coaching for school leaders in their 

school’s enrollment management and 
marketing systems, strategies, and solutions 

needed to reach their goals. 
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 First Month  
◦ Assessment of enrollment, marketing and 

development processes and strategies 

◦ Parent satisfaction and marketing survey 

◦ Two-day on-site visit 

◦ Priority recommendations and goal-setting 

 Ongoing Coaching 
◦ Weekly coaching calls 

◦ Focus on accountability, results and priority 
implementation 
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Some school observations 
from travels and consulting 
across the country 
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 Economic uncertainty  

 Enrollment instability 

 Parent entitlement and disloyalty 

 Increased competition 

 Increased dependence on financial aid 

 Increased focus on branding and marketing 

 Continued focus on word-of-mouth 

 Shift from traditional marketing to web-based 
marketing strategies 
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 The places we advertise 

 The world wide web 

 The desire for authenticity 

 The power of referral in an online world 

 The world of social media 

 The need to be in a conversation 

 The importance of creating remarkable content 
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The power of word-of-mouth! 
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What are the top two ways 
that parents find out about 

your school? 
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1. Word-of-Mouth 
Consistently ranks as the number one 
reason how families hear about your 
school. 

2. Website 
The first place a parent looks when they 
hear about your school through a word-
of-mouth referral is your school’s 
website (as well as other info on the 
web). 
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 Our new family recruitment plan must be 
built around these strategies. 

 Implementing these strategies assumes that 
you have a high quality school and a strong 
brand to communicate. 
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It is important to begin with 
the development of a strategic 
enrollment and marketing 
plan for your school.  



 Develop a plan for your school’s enrollment 
and marketing effort—and do everything you 
can to implement it. 
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 The Admissions Funnel  

 Admissions Goals 

 Admissions Reports 

 The Admissions Team 

 Inquiry Generation 

 Inquiry Processing and Follow-up 

 Application Generation and Follow-up 

 Admissions Marketing Materials 



 Communicate your enrollment and marketing 
plan to your faculty, staff and parents. It is 
important for your community to know where 
you are going and how they can become 
involved in the plan. 
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From inquiry to enrollee, it is 
critical to understand the 
admissions funnel. 



 
Inquiries 

 
 

Campus Visits 
 
 

Applications 
 
 

Admits 
 
 

Deposits 

        Enrollees 

Prospects 



 Inquiry Yield 
◦ Inquiries to Campus Visits 

◦ Inquiries to Applications 

◦ Inquiries to Enrollees 

 Application Yield 
◦ Applications to Admits 

◦ Applications to Deposits 

◦ Applications to Enrollees 



 By knowing your yield levels, you will be 
able to: 
◦ Understand your current situation in light of 

historical trends 

◦ Adjust your recruitment strategies 

◦ Better project your enrollment 
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It is important to know what 
you are aiming for in order to 
evaluate how you did! 



 Setting your enrollment goals is an ―art and 
a science‖ 
◦ Understand historical data, trends and yields 

 You will need to establish enrollment goals 
for your school that include the following: 
◦ Retention of current families 

◦ Admission of new students 

◦ Total enrollment 
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 Develop specific enrollment goals for the 
following areas: 
◦ Total Enrollment 

◦ Retention 

◦ Admissions 

 Inquiries 

 Campus Visits 

 Applications 

 Deposits 

 New students 
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 Set goals by grade level and school division in 
order to reach the desired new student 
enrollment. 
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 Establish goals for enrollment activities that 
will help generate your enrollment goals as 
well as bring accountability to the enrollment 
personnel 
◦ Phone Calls 

◦ Emails 

◦ Campus Visits 

◦ Networking Contacts 

◦ Parent Contacts 

◦ Feeder School and Church Contacts 
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An effective enrollment 
management strategy is 
dependent upon a data-driven 
approach. 



 Enrollment Dashboard Report 

 Enrollment Activity Report 
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 Provides a snapshot overview of the re-
enrollment of current families and enrollment 
of new families. 





 The activity report should be completed by 
the Director of Admissions to record activities 
for the week: 
◦ Phone calls made 

◦ Phone calls received 

◦ Emails sent 

◦ Campus visits 

◦ Networking contacts (feeder schools, churches, etc.) 

◦ Current parent contacts 



 The admissions funnel report should be 
created each year after the school year begins 
to show the conversion percentage/yield 
between each level:   
◦ Inquiries 

◦ Campus Visits 

◦ Applications 

◦ Admits 

◦ Deposits 

◦ Enrolled 

◦ Cancelled 

 



 Assign a grade for every inquiry and applicant 
on their likelihood to apply/enroll 

 The ―FMS‖ Report is a way to give a grade to 
your inquiries and applicants: 
◦ F = Firm (very likely to apply/enroll) 

◦ M = Moderate (on the fence; could go either way) 

◦ S = Shaky (unlikely to apply/enroll) 

◦ Z = Cancel (decided not to apply/enroll) 



Regardless of your size, it is 
critical to have a staff committed 
to this critical task of recruiting 
families to your school. 



 Hire a full-time director of enrollment and 
marketing at your school to lead this effort. 
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 Direct administrative responsibilities for 
admissions 
◦ Director of Admissions/Enrollment 

◦ Head of School/Principal 

 Additional involvement in admissions 
◦ Secretary/Receptionist 

◦ Administration 

◦ Faculty and Staff 

◦ Parents 

◦ Students 

 



 Develop, implement and manage the 
recruitment plan 

 Strive to reach and exceed all of the goals 

 Provide an outstanding campus visit experience 
and follow-up for all inquiries and applicants 

 Increase awareness of the school through feeder 
schools, churches and other groups 

 Encourage and facilitate the involvement of 
parents in the recruitment strategy 

 Report weekly on the progress toward 
recruitment goals 
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Parent Ambassadors 



 Recruit a team of parents to help you in your 
admissions effort by: 
◦ Presenting tours of campus. 

◦ Hosting new family ―desserts‖ in their homes. 

◦ Mentoring a new family throughout their first 
school year. 

◦ Calling and/or writing personal notes to parents 
and welcoming them to your school. 

◦ Calling current families and asking them to provide 
names and addresses of those who may be 
interested in your school. 
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 Provide a card in 
your admissions 
package that 
includes the 
names, child grade 
levels, phone 
numbers and 
email addresses  
of your parent 
ambassadors. 

© 2010 Cherry+Company 



Your new student enrollment 
strategy should begin with an 
aggressive strategy to generate 
interest in your school. 



 Word-of-Mouth  

 Website and SEO 

 Google 

 Social Media 

 Online Presence 

 Feeder Churches and Schools 

 Open Houses and Campus Visits 

 Direct Mail 

 Traditional Print and Media Advertising 



 It is very important to ask your inquiries how 
they first found out about your school. 
◦ Track inquiries by source of contact. 

 You will then be able to determine your 
Return on Investment (ROI) for your inquiry 
generation efforts.   
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Word-of-Mouth Referrals 



 ―Word-of-Mouth‖ is the most powerful 
marketing tool you have for your school (as 
long as it is positive!). 
◦ Current Parents, Alumni, Faculty/Staff, Real Estate 

Agents, Feeder School Administrators, etc. 
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1. Talkers—who will tell their friends about 
you? 

2. Topics—what will they talk about? 

3. Tools—how can you help the message travel? 

4. Taking Part—how should you join the 
conversation? 

5. Tracking—what are people saying about you? 

© 2010 Cherry+Company 



―Word of mouth marketing isn’t about marketing 
at all. It’s about great customer service that 

makes people want to tell their friends about 
you. It about fantastic products that people  

can’t resist showing to everyone.‖ 
 

• Sernovitz, Word of Mouth Marketing 
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 Prospects and Applicants 

 Current Parents 

 Alumni and Friends 

 Faculty and Staff 

 Realtors 



 Should you provide a tuition discount or an 
incentive to encourage referrals from your 
parents? 



 Tell the story of your school by communicating 
experiences in their own words.  

 Write an online review of their experiences online 
at GreatSchools.com, Google or Yelp.  

 Invite a friend to experience your school by 
visiting and touring campus. 

 ―Like‖ your school’s Facebook page and 
participate in the conversation.  

 Direct friends to your website to check out your 
school. 

 Refer a friend to the admissions office. 





 Focus on sharing stories that relate back to 
your unique selling propositions: 
◦ Website 

◦ Blogs 

◦ Social Media 

◦ Video vignettes 

◦ One-on-one meetings 

◦ Small groups 

◦ Events 

◦ Online reviews 
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Website 



 Your school’s website should be the hub of 
news, activity, information and stories about 
your school. 

 It is the most important marketing and 
communication’s tool for today’s school. 
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 Brand—It is important to convey a strong 
brand for your school—including your logo, 
colors, and tagline. 

 Photos—Large, professional photos on the 
home page will draw the visitor to your 
school. 

 Content—Dynamic content and a compelling 
message is important to keep users returning 
to your school’s website. 
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 Use of school logo, name and brand 

 Use of large, compelling, rotating photos 

 Drop down navigation 
◦ About Us, Academics, Admissions, Arts, Athletics, 

Support Us 

 Quicklinks 

 Descriptive, keyword-rich school content 

 Features and news 

 Calendar 

 Search tool 

 



 Welcome from Director 

 Your school experience 

 Online inquiry form 

 Online application 

 Admissions process and timeline 

 Campus visit information 

 Tuition and fees 

 FAQ’s 

© 2010 Cherry+Company 



 Foundational to a dynamic website 

 RenWeb users can use SchoolSite 

 Advantages of using School Site: 
◦ Establishes consistency and uniformity in site 

design 

◦ Easy for the end user to upload and edit content 

◦ You don’t have to be a web programmer to make 
changes to your site 

◦ Flexibility for making navigational changes to the 
system 

◦ Seamless data integration from RenWeb 
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 50% of all Americans will be smartphone 
users by this Christmas. 

 Most major brands have mobile versions of 
their websites (see CNN, ESPN, The Weather 
Channel, etc.) 

 Universities have mobile versions (compare 
the University of Tampa website with their 
mobile version—www.ut.edu). 

 Schools must consider moving to this 
important marketing platform. 



© 2010 Cherry+Company 

SEO Strategies 



 SEO is the process of adjusting websites and 
pages to gain higher placement in search 
engine results. 
◦ Where does your school come up on a web search? 

 Organic versus Paid 
◦ Organic – page titles and keywords in your website 

◦ Google’s AdWords – pay-per-click advertising for 
keywords. 

© 2010 Cherry+Company 



 A successful SEO strategy begins with 
research to discover the keywords that your 
prospective parents use to search for your 
school. 
◦ Use Google’s Keyword Analysis Tool 



 Competitor Keyword Research 
◦ Go to their website 

◦ Right click; view source 

 

 



 Every page of your website should have a 
unique title that is reflective of the content 
and keywords used on the respective page. 

 







Advanced Settings gives you 
access to the SEO fields 





 School administrators most often focus on 
website design when launching a new site. 

 While design is important, it is critical to 
focus on developing content that is: 
◦ Relevant 

◦ Keyword-rich 

◦ Dynamic 

◦ Compelling 



 Why is blogging important for your website? 
◦ Provides content that is always changing. 

◦ Increases the SEO value of your website. 

◦ Drives more visitors to your website. 

◦ Creates opportunity to tell your school’s story to 
parents and friends. 

◦ Feeds into your parents email by RSS. 



 How can you use a blog in your strategy? 
◦ Share student, faculty and alumni stories. 

◦ Share how your school is achieving its mission, 

◦ Provide educational expertise on important and 
timely issues. 
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Google Place Page, 
Analytics and AdWords 
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Social Media 



 Facebook can be used to connect to alumni, 
parents and friends of your school. 
◦ Main page for your school 

 Provide regular updates on your fan page 

 Tell stories of your alumni and faculty 

 Encourage interaction among your fans 

 Enter into conversations with your fans 

◦ Alumni page for your school 

 Connect with alumni to keep in touch with them 
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 Your goal is to post one update every day. 

 Types of updates 
◦ Stories 

◦ News 

◦ Video vignettes 

◦ Events 

◦ Blog posts 
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Paid 
Ads 
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 Build your fan base 
 Brand awareness 
 Communicate key brand messages 
 Advertise an open house or an event 
 Now accepting applications or enroll now 
 Link back to a key landing page or build the 

number of people who ―like‖ your school’s 
Facebook page 

 Launch multiple ads at the same time 
 Use Pay-Per-Click (PPC) to target your ads 
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Video 



 Produce short video vignettes to provide real-
life testimonials about your school. 

 Post videos to YouTube, Vimeo or another 
service. 

 Feed them back into your website or send 
them out through an email. 
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 Use video to share messages from the head 
of school. 

 State of the School message. 

 Video newsletter. 

 Student produced news. 

 Student contest—produce a one-minute 
video to ―sell‖ your school; winners are 
posted on website and reward given. 
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Online Presence 



 Google Place Page 

 YahooLocal.com 

 Yelp.com 

 Citysearch.com 

 Insiderpages.com 

 Superpages.com 

 Yellowpages.com 

 



 Greatschools.com  

 PrivateSchoolReview.com 

 SchoolDigger.com 



 Whenever someone does a search on your 
school, Google will pull the most recent 
reviews on GreatSchools.com into the search. 
Therefore, what parents say on this site may 
be seen by more people than you think! 
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Landing Pages and  

QR Codes 



 Use specific web-based landing pages to 
drive your advertising traffic 
◦ Allows you to track the responses of specific ads 

◦ Provides an opportunity to be message-specific in 
your advertising campaign 

◦ Allows you to provide a specific call to action and 
online form 



 Quick Response (QR) Codes provide a smart-
phone user an easy way to access a web-page 
that is specifically targeted to the ad or 
communication. 

 QR Codes should be used in: 
◦ Ads 

◦ Direct Mail 

◦ Business Cards 



Ad designed by Cherry+Company 



 Hubspot.com – Helpful webinars and 
resources for SEO 

 SchneiderB.com – blog on inbound and online 
marketing strategies for schools 
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Feeder Schools and Churches 



 Develop a target list of feeder schools. 

 Visit current and potential feeder schools. 

 Send information packets to parents of target 
feeder schools. 

 Utilize current parents to reach out to feeder 
schools. 

 Invite feeder school administration to tour 
campus and enjoy a special brunch/lunch on 
your campus.  

 Have your students perform at feeder school 
assemblies.  

 Hold an area private school fair. 

 



 Develop a list of the target churches in the 
area for potential referrals. Begin with the 
churches represented by families at your 
school and then add other churches in the 
community. 

 Apply some of the same ideas from the 
feeder school section. 

 Invite pastors/clergy annually to campus for 
an appreciation breakfast or lunch to show 
appreciation for their leadership. 
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Campus Visits and  
Open Houses 



 It is better for parents to visit your school in a 
one-on-one environment than to attend an 
open house in the evening or on the weekend 
when the school is not in session. 

 Every day should be an open house for 
prospective families at your school. 



 Once you get a family to your campus, make 
sure you have an outstanding visit program 
set up for them.   

 An effective campus visit program should 
include: 
◦ Tour of campus 

◦ Meeting with admissions director and administrator 

◦ Review of the application process 

◦ Introductions to key staff 

◦ Connections with Parent Ambassadors 

 



 Reserved parking space with the family’s name. 

 Reception area with personalized welcome sign. 

 Name tag with printed large first name. 

 ―Everyone is expecting you‖ attitude and 
approach. 

 Personal greeting from head of school and/or 
principal. 

 Tour by admissions director and current parent. 

 Handwritten follow-up note. 

 



 Host a special ―friend’s‖ day for current 
students to invite their friends to spend the 
day with them at your school. 

 The goal is to encourage and motivate 
current students to focus on inviting their 
friends they want to encourage enrolling in 
your school, especially when students are key 
to the decision!  
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Direct Mail 



 Rent a mailing list of families based on 
desired demographics.  

 Direct mail should be used as a way to 
―image‖ the school in the community rather 
than to expect a significant response.  

 A three-step postcard sequence mailed in a 
two- to three-week interval will help to 
increase name recognition and brand 
awareness.  

 Best time for direct mail campaign 
 October/November and February/March  

 



 Landing Pages 
◦ Establish a specific URL for the direct mail 

campaign to measure reponse 

 PURLS 
◦ Personalized website (PURL) for each contact 

increases responses, enhances tracking 

◦ Call to action – visit your personal webpage 
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Traditional Print and 
Media Advertising 



 As you consider additional advertising 
mediums, keep in mind the following: 
◦ Shotgun advertising rarely works 

◦ Print, radio and billboard advertising is expensive 
and is likely to be ineffective unless part of a 
comprehensive plan 

◦ Understand where your competition is advertising 
and look for places that focus on school directories 
and listings 

◦ Use a compelling and consistent brand awareness 
marketing campaign 

 



Once you receive an inquiry, 
tracking and follow-up will be 
key to enrolling new families. 



 What you do you after you get an inquiry will 
make a difference in your admissions effort. 
◦ It is critical to have a follow-up plan in place to 

encourage your inquiries to apply and then to 
enroll. 

◦ Effective inquiry processing and follow-up is a 
critical element of any successful admissions 
operation. 

◦ Effective contact with inquiries results in a greater 
conversion rate to applications and, ultimately, to 
increased enrollment. 
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 RenWeb schools should use the online inquiry 
form directly on the website. 

 Collect the following information from your 
inquiries on the online form: 
◦ Name, Address, City, State, Zip 

◦ Home Phone and Cell Phone 

◦ Email Address 

◦ Child’s name, grade level, school, interested year 

◦ Source of inquiry 

◦ Have they ever visited your school? 

◦ Do they know families at your school? Who? 
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30 Day Follow-Up Plan 



 Step 1 – Make initial contact with inquiry 

 Step 2 – Send information packet on school 
with personal letter (within 24 hours of 
inquiry). 
◦ Make sure the letter is personalized and well-

written to sell your school. 

 



 Step 3 – Call one week later to discuss your 
school and encourage the parent to take the 
next step (seven days after inquiry date). 
◦ Phone call should focus on the following: 

 Make sure information was received in the mail. 

 Encourage the family to visit. 

 Use the time to better understand the parent’s needs 
and sell the parent on your school. 

 Send hand-written note immediately after call is made.  

 



 Step 4 – Send postcard to remind the parent 
of your school (15 days after inquiry date). 

 Step 5 – Personal contact from a current 
parent (25 days after inquiry). 
◦ Use a parent ambassador from a similar grade level 

to contact the inquiry. 

 Step 6 – Send personal letter with another 
application (30 days after inquiry). 
◦ This is the final letter in the regular inquiry 

sequence. This letter should create some urgency 
to enrolling at your school. 



 What should you do with your inquiries after 
your 30 day follow-up? 
◦ Monthly contact with inquiries. 

◦ Send your school’s email newsletter. 
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Moving to online application 
generation will help you in 
your tracking and conversion. 



 As you continue to work through your 
inquiries, your goal is to encourage the 
parent to apply to your school. 

© 2010 Cherry+Company 



 Simplifies application submissions, speeds 
communication and marketing to prospective 
parents, attracts more applicants, and lowers 
the cost per application processed. 

 Integrates configurable application Web 
forms with RenWeb's newly enhanced 
Admissions feature set. 

 Imports application information real-time. 

 



 Processes online application fee payments. 

 Provides valuable reporting and tracks status 
of applicants through the admissions 
process. 

 Online Application will improve your school’s 
online image, simplify submission for 
prospective parents, and lower the cost of 
application processing. 

 



 Schools typically require the following to 
complete the application process: 
◦ Application with fee (ranges between $50-$100). 

◦ Final report card from last year. 

◦ Testing (standardized and school specific). 

◦ Current year report cards. 

◦ Recommendation forms. 

◦ Parent/School agreement. 

◦ Interview. 
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 When an application has been accepted, the 
parent should receive a personal phone call 
from the admissions director. 

 The acceptance package should include the 
following: 
◦ Personal letter of acceptance. 

◦ Enrollment contract and request for deposit. 

◦ Calendar for the new school year printed on 
something memorable (refrigerator magnet, etc.). 
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 Acceptance packages should also be sent to 
the student and should include an acceptance 
certificate and a special school gift (t-shirt, 
etc.). 



 Provide monthly contacts with applicant 
families: 
◦ Personal letters/hand-written notes from school 

leadership, faculty and current families. 

◦ E-mail newsletter. 

◦ Special gifts (e.g., car magnet, refrigerator magnet, 
calendar, t-shirt, pen, etc.). 

 



 Treat these new families like current families 
by inviting them to special school events 
(games, concerts, etc.). 
◦ Include them on the regular mailing list and send 

tickets to the school drama/musical, game or 
special event. You will help to create a deeper 
connection to the school. 
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 Ask current families to host social events in 
their homes for new families. 
◦ Parent Ambassadors can be involved by targeting a 

certain number of new families at your school to 
attend a cook-out or dessert at their home. 

◦ Provides a way for new families to get connected 
before the school year begins. 

◦ These events should be coordinated by grade or 
school level. 
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 Create a mentoring program for new families. 
◦ The Parent Ambassadors can continue in a 

mentoring relationship with their new families 
throughout their first year at your school.  

◦ Ensures that they will be able to connect in your 
school’s community. 

◦ Helps them navigate through the ―unknown‖ at your 
school. 
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Questions and Answers 



 If you are interested in discussing your 
current challenges or marketing needs, 
please contact Rick Newberry to set up a time 
for an initial consultation: 
◦ Rick.Newberry@EnrollmentCatalyst.com 

◦ 727.647.0378 

◦ www.EnrollmentCatalyst.com 



  

For More Information: 

 
Enrollment Catalyst 

Rick Newberry, Ph.D. 

9770 Indian Key Trail 

Seminole, FL 33776 

 

727.647.0378 

Rick.Newberry@enrollmentcatalyst.com 

Blog: www.EnrollmentCatalyst.com/blog 
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