
Rick Newberry, Ph.D.

© 2015 Enrollment Catalyst



 During this workshop we will discuss 10 
key ingredients for your successful new 
family recruitment plan.
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Getting to know me…
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1. Understanding Your Situation
2. Developing Your Goals
3. Enrollment Dashboard Report
4. The Admissions Team
5. Lead Generation Strategies – Outbound
6. Lead Generation Strategies – Inbound
7. Lead Generation Strategies – WOMbound
8. Lead Nurturing Strategies
9. Campus Visits
10. Tuition and Financial Aid
11. Communicate your Plan and the Results



It is important to begin with 
an understanding of your 
current situation through 
assessment and research.



 SWOT analysis

 Enrollment data history and trends

 New student enrollment results

 Effectiveness of strategies and results

 Staffing and resources

 Research – Surveys, focus groups 
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Inquiries

Campus Visits

Applications

Admits
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 Inquiry Yield

◦ Inquiries to Campus Visits

◦ Inquiries to Applications

◦ Inquiries to Enrollees

 Application Yield

◦ Applications to Admits

◦ Applications to Deposits

◦ Applications to Enrollees
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 How many inquiries do you need to produce 
the number of applications and new students 
you want?

 How many applications do you need to 
produce the number of new students you 
want?



 If you know your yield levels, you will be able to:

◦ Understand your current situation in light of 
historical trends

◦ Adjust your strategies

◦ Better project your enrollment
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It is important to develop 
goals for your new student 
enrollment.



 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

© 2010 Cherry+Company



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

 Retention

 Admissions

 Inquiries

 Campus Visits

 Applications

 Deposits

 New students
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Inquiries

Campus Visits
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Admits
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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 Contacts
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An effective enrollment 
management strategy is 
dependent upon a data-driven 
approach.



 Provides a snapshot overview of the            
re-enrollment of current families and 
enrollment of new families.





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



 The best approach to organizing your 
enrollment and marketing effort is to create a 
centralized department to oversee the 
processes and strategies.
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 Commit resources to staffing in the 
enrollment and marketing areas at your 
school.
◦ Cascade Christian School

◦ Riverside Christian School

◦ Eastern Christian School

 Director of Enrollment and Marketing
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Parent Ambassadors





 Parent Ambassadors are selected members of 
the enrollment and marketing team. Chosen 
because of their passion for the school, 
credibility among parents, connections in the 
community, and desire to advance the school, 
Parent Ambassadors are instrumental in 
expanding the reach of your school in the 
community and growing the enrollment.



◦ Nudge a Friend

◦ Prospective Parent Contacts 

◦ Mentoring New Families 

◦ Open Houses

◦ Feeder Schools 

◦ Feeder Churches/Synagogues

◦ Neighborhood Meetings

◦ Businesses, Realtors, and Other Groups

◦ Community Events 

◦ Online

◦ Internal Marketing and Retention
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 Nudge a Friend – Your primary goal is to 
nudge a friend within your sphere of 
influence to consider your school (provide an 
introduction). It should not be your goal to 
convince them to send their children to your 
school. 



 Open Houses – Invite a friend to visit the 
school by attending an upcoming open 
house. 



 Reach Prospects –
Provide a card in 
your admissions 
packet that 
includes the names, 
child grade levels, 
phone numbers 
and email 
addresses of parent 
ambassadors.



 Prospect List – Review the current prospect 
list to identify families that you know. Reach 
out to these families to nudge them to 
consider your school.



 Feeder Schools – Act as a liaison and feeder 
school ambassador to profile your school to 
the director/principal and prospective 
parents. Seek ways to share your school with 
the school leadership and parents. 



 Feeder Churches/Synagogues – Act as a 
liaison and profile your school to the 
leadership and parents. Seek ways to share 
your school with the leadership and 
membership. 



 Neighborhood/Home Meetings – Host and/or 
recruit parents to hold prospective parent 
meetings in homes. Invite families over to 
your home for dessert and coffee.



 Businesses, Realtors and Other Groups – Seek 
ways to profile and share your school at area 
businesses, realtors and other groups.



 Community Events – Seek ways to profile your 
school in local community events. 



 Online – Be an active WOM ambassador 
online:
◦ Engage actively online on Facebook:

 Like, Share and Tag Posts 

◦ Write reviews for your school on key school 
directory sites including:

 Great Schools

 School Digger

 Google+

 Facebook

◦ Encourage other parents to write reviews.



 Internal Marketing – Provide positive word of 
mouth internally with current parents to 
encourage continuous enrollment at your 
school. 



 Additional Thoughts 
◦ Whenever a parent ambassador has a positive 

contact, share the good news with the admissions 
staff.

◦ Share successes within a closed Facebook group for 
all Parent Ambassadors.

◦ Encourage parents to meet in teams based on their 
role/interest.
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Traditional advertising strategies 
are the least effective strategies 
to generate real leads for your 
school.





 Most school leaders utilize traditional 
advertising strategies in their marketing 
effort.
◦ Print Ads

◦ Direct Mail

◦ Billboards

◦ Radio

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

◦ Print, radio, direct mail 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



 Outbound strategies may generate some 
awareness but will unlikely generate leads for 
your school.
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 Outbound strategies cost the most and are 
the least cost effective.



In order to drive word of mouth 
and new student growth, you will 
need to implement a word of 
mouth marketing campaign.



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?

• Andy Sernovitz, Word of Mouth Marketing
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Find people who will talk 
about your school



 Employees

 Parents (Current and Former)

 Students (Current and Former)

 Alumni

 Grandparents

 Vendors

 School administrators

 Pastors

 Anyone



Talkers

Board
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Donors 
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Friends

Students

Past 

Parents

Current 

Parents
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 It will be based on their own experience
◦ A satisfied or an unsatisfied parent, grandparent, 

alumni, donor or friend.

◦ A happy or an unhappy employee—your faculty, 
staff, and coaches.

 It may be based on someone else’s 
experience
◦ Something someone else heard, whether positive or 

negative, about your school.



1. Encourage all of your parents to be talkers 
for your school.

2. Launch ambassador programs.



Give people a reason to talk



 Anything and everything about your school—
the good and the bad!

 Their own experiences.

 The experiences of others.

 What they’ve heard along the way.

 What you’ve told them.

 What you want them to talk about (that is, if 
you’ve told them what to talk about!)
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 Most school leaders haven’t considered this 
question as a key part of their marketing 
strategy. We need to begin asking the 
question:  

What do you want them to talk about?





“Something remarkable is worth talking about. 
Worth noticing. Exceptional. New. Interesting. 

It’s a Purple Cow. Boring stuff is invisible. 
It’s a brown cow.”

• Seth Godin, The Purple Cow
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Be Remarkable





 Stories about your people
◦ faculty, students, parents and alumni
◦ Your key messages in story form

 Real stats connected to real stories
◦ The return on investment (ROI)

 Your school
◦ Vision for the future
◦ How your school is remarkable
◦ How your school makes a life-changing difference 

in students

 Educational topics
 Parenting topics



Help the message spread 
faster and farther.



 Leadership

 Faculty and Staff

 Parents

 Alumni

 Ambassadors

 Referral generation

 Customer service

 Personal conversations

 Group meetings

 Giveaways

 Website

 SEO

 Blog

 Email newsletter

 Social media

 Photos

 Video 

 Online reviews





1. New love is powerful

2. Love and money don’t mix

3. Nobody talks more than a lover’s scorn





 Personal Meetings

 Coffee and Conversation

 In Home Vision Meetings

 Large Group Meetings

 State of the School Address

 Virtual Webinar

 Car Line Greeting
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Faculty and Staff



 Word of mouth is the responsibility of every 
faculty and staff member at your school:
◦ Performance

◦ Relationships

◦ Quality

◦ Communication

◦ Service

◦ Storytelling 
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Parents



 Since your parents are the best marketers for 
your school, it is important to give them tools 
to share.







 Brochure

 Business card

 Video

 Email to share

 Car magnet

 Spirit wear

 Infographic
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 Student Ambassador Tour Guides

 Student Blog

 Marketing Group

 Testimonials and Stories

 Videos

 Events
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 Host a special “friend” 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! 





 Library story time

 Play dates

 A day at the Zoo

 Botanical Gardens

 Mommy and Me



Join the conversation.



 The conversation is taking place all around 
you. The most important thing for you to do 
is to join in the conversation. 

 Take part in the conversation that is taking 
place around you:
◦ Face to face

◦ Small groups

◦ Large groups

◦ Web (blogs, school reviews, Facebook, etc.)

◦ Service
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 Get out of your office and meet your parents 
in the parking lot

 Take a “one-family-at-a-time” approach

 Small group coffee meetings

 Meetings or luncheons with the “talkers”

 Actively engage your community online 
through Facebook and other social media 
sites
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Measure and understand.



 It is important to regularly review what people 
are saying about you:
◦ In the parking lot

◦ On the web

◦ GreatSchools, Google, PrivateSchoolReview

◦ Facebook and other social media channels

◦ Surveys

◦ Focus Groups

◦ Google alert
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 Invest in research to better understand your 
parents (focus groups, surveys, etc.)

 Survey your parents annually by conducting a 
parent satisfaction survey.
◦ Look for areas of dissatisfaction to improve the 

quality of the school.

◦ Report findings from the survey back to parents.

◦ Best time to survey parents is October and 
February.



 On a scale from 0 to 10, with 10 being very 
likely, how likely are you to recommend a 
friend to your school?



 Score of 9 or 10

 Loyal enthusiasts who keep returning and 
refer others, fueling growth.



 Scores of 7 or 8

 Satisfied or unenthusiastic parents who are 
vulnerable to other options; may have some 
concerns but continue to stay the course



 Scores from 0 to 6

 Unhappy parents who can damage your 
school’s brand and impede growth through 
negative word of mouth.



%Promoters - %Detractors = NPS



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





1. Responsive Website
2. Content Hub
3. Blog
4. Search Engine Optimization (SEO)
5. Search Engine Marketing (SEM / Paid Search)
6. Landing Pages
7. Storytelling
8. Master One Social Media Channel
9. Facebook
10. Other Social Media Sites
11. Facebook Ad Strategies
12. Video
13. Online Reviews and Directory Sites
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Responsive Website



 Your school’s website should be designed in 
a mobile friendly, responsive design format.

















Strategy #1 – Your website should 
be focused on marketing.

Is your website focused on marketing?



Strategy #2 – Your website should 
tell the story of your school.

Does your website tell the story of 
your school?



Strategy #3 – Your website should 
utilize compelling videos, photos and 
infographics.

Does your website utilize compelling 
videos, photos and infographics?



Strategy #4 – Your website should 
communicate key messages about 
your school through compelling copy.

Does your website communicate key 
messages about your school through 
compelling copy?



Strategy #5 – Your website should 
clearly guide the prospective parent 
or student to act.

Do you ask prospective parents and 
students to act and take the next step 
by using call-to-actions on your 
website?
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Content Hub



Website

Stories of 

People and 

Programs

Blog News

Downloadable 

Content



 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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Blog



1. Opportunity to share dynamic content on 
your website.

2. Increase traffic to your website.

3. Provide significant search engine 
optimization (SEO) value for your website.

4. Provide a platform to share content.

5. It’s fun!
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Search Engine Optimization 
(SEO)



 Design your website with your audience in 
mind—your prospective parents.

 Publish engaging and instructional content on 
your site.

 Speak human—Use rich and relevant 
keywords in a natural way.

 Make sure your school shows up in the local 
search results on major search engines.

 Optimize your web pages with relevant, 
keyword-focused on page titles, meta 
descriptions, H1 headlines and content.
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Search Engine Marketing 
(SEM)
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Landing Pages
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Storytelling
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Master One Social Media 
Channel



 Choose one social media site and master it 
rather than dabbling in several sites.
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Facebook



 Post at least one post a day on Facebook. The 
ideal is to post 2-3 times a day.

 Examples of Posts:
◦ Stories (Faculty, Parents, Students, Alumni)

◦ News Stories

◦ Blog Post

◦ Throwback Thursday Post

◦ Captured Moment of School Life
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Other Social Media Sites



 Instagram

 Twitter

 Pinterest

 Google+

 LinkedIn
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Facebook Ad Strategies
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Video



http://www.youtube.com/watch?v=b3xDGT2UIZA

http://www.youtube.com/watch?v=b3xDGT2UIZA


© 2010 Cherry+Company

Online Directory Sites and 
Reviews



 We can find online reviews about our school 
on a variety of sites including:
◦ Great Schools

◦ Private School Review

◦ School Digger

◦ Google, Yahoo, Bing

◦ Yelp

◦ CitySearch

◦ YP

◦ And more…
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Once you generate a lead, it is 
important to implement a lead 
nurturing strategy.



How do you convert inquiries 
to applicants? How do you 
follow-up with inquiries?





 Some schools take the “Wait and See” 
approach when an inquiring parent calls. 
Rather than following up with key information 
on the school, the admissions staff member 
waits to see if they will contact the office.



 Implement a lead nurturing email newsletter 
to share stories from the website with 
inquiries every two to three weeks. These 
stories should link back to the website and 
have targeted content based on the 
prospective parents interest as well as their 
specific market segment.

Lead Nurturing



30 Day Follow-Up Plan



 Implement a 30-day follow-up plan for 
parent inquiries. This follow-up plan should 
include mailings, calls and emails that 
encourage the parent to apply/enroll at    
your school.
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 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 – Email/Send 
postcard/infographic/brochure/story to 
remind the parent of your school (15 days 
after inquiry date).

 Step 5 – Email/Send 
postcard/infographic/brochure/story to 
remind the parent of your school (22 days 
after inquiry).

 Step 6 – Email/Send story/message about 
affordability (30 days after inquiry).





Examples of lead 
nurturing 
newsletters.



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



What does your campus visit 
and open house program 

look like? 



 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



 Clear signage and great first impression
 Welcome sign with your name on it
 Friendly welcome from receptionist
 Entry area tells the story of your school
 Personalized tour with parent, student and faculty 

connections
 “Everyone is expecting you” attitude and approach.
 Personal greeting from head of school and/or 

principal.
 Review of application process
 Photo of student by welcome sign
 Personal note sent immediately (email and 

handwritten)







 Host a special “friend” 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! 



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



What are your tuition and 
financial aid strategies to 

recruit new families to your 
school?



 With empty seats, schools took an aggressive 
approach to discounting tuition to maximize 
enrollment.
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It is important for you to 
communicate your plan and your 
results to your school community 
throughout the year.



 Communicate your new student recruitment 
plan to the board, faculty/staff and parents.
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 Communicate your results to the board, 
faculty and staff throughout the school year.



Questions and Answers



For More Information:

Enrollment Catalyst

Rick Newberry, Ph.D.

9770 Indian Key Trail

Seminole, FL 33776

727.647.0378

Rick.Newberry@enrollmentcatalyst.com

www.EnrollmentCatalyst.com

www.Facebook.com/EnrollmentCatalyst

@RickNewberry
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