
DRIVING ENROLLMENT 
THROUGH PARENT 
October 22, 2015

¨ Submit ACT (code 0003) or SAT (code 1034) scores

¨ Submit Educational Recommendation form
¨ Submit Personal Recommendation form
¨ Submit High School transcript¨ Complete the FAFSA at fafsa.ed.gov — 

Faulkner code is 001003. Priority Deadline is March 14th. 

¨ Submit $200 enrollment deposit that will be credited to your 

account. 
¨ Complete and submit Housing Reservation and Health/

Immunization records ¨ RSVP to one of our College-Bound Registration events for early 

course registration. April 3rd-4th, June 5th-6th, July 10th-11th. 

¨ August 9th: iStart Day! Move in, orientation and parent’s dinner

Important Information, Dates and Deadlines

Keep On Schedule, Gregson Family!

Connor McLean, Admissions Counselor
for the family of Mark Gregson

Cmclean@faulkner.edu  | (334) 386-7126

I will be your direct link into the enrollment process 

at Faulkner and am happy to be your main resource 

for questions regarding financial aid, enrollment 

deadlines and other practical concerns. Remember 

that almost all the students attending Faulkner receive 

financial aid, and the average package is $14K per 

year. I look forward to helping Mark through the 

enrollment and financial aid process! 

From The Franklin Pierce Family to the

King Family, Welcome to FPU!

Complete Kelly’s enrollment by depositing today!
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Who is Liaison? First Interest to First Day…
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Student	  Information	  System

SFTP	  or	  API

REPORTING

CRM	  /	  EVENT	  MANAGER	  /	  PRIVATE	  
SOCIAL	  NETWORK

APPLICATION	  MANAGER	  
&	  PROCESSING	  SERVICES	  /	  PAPERLESS	  OFFICE

APPLICATION(s)	  	  
UNIQUE	  BY	  PROGRAM	  AND/OR	  SEGMENT

MULTICHANNEL	  MARKETING	  
PLATFORM	  &	  SERVICES

enrollment	  management	  suite

“first	  interest…

…to	  first	  day”

First Interest to First Day

Track	  Outcomes

Reporting	  /	  Analysis

Yield	  (Deposit)	  /	  Manage	  Melt

Recruit	  One:One	  /	  Nurture

Offer	  /	  Communication	  /	  Events

Processing	  &	  Application	  Review

Drive	  to	  Apply

Inquiry	  Response	  /	  Fulfillment	  /	  Nurture

Prospecting	  /	  Search	  /	  Inquiry	  Development

STEALTH	  APPLICANTS
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• Introductions 
• What do we know about parents? 
• How do we involve parents during recruitment? 

• Channels to Use 
• Examples of Campaigns 
• Resources and Ideas 

• How to make it work effectively 
• Multi-channel Approach 
• Automation 

• Questions & Next Steps

Agenda



Featured Speakers

Keith Mock 
Vice President of Enrollment Management 
Faulkner University 

Linda Quimby 
Assistant Vice President Enrollment 
Franklin Pierce University
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How involved are parents?

Source:	  Ruffalo	  Noel	  Levitz	  2015	  High	  School	  
Students’	  and	  Parents’	  Perceptions	  
of	  and	  Preferences	  for	  Communication	  With	  
Colleges



Parents: 
• Prefer web-based 

resources 
• Look at college 

websites on mobile 
devices 

• Use email and would 
open email from an 
unknown school

What do we know about parents?

Noel-‐Levitz	  2014	  E-‐Expectations	  Report



Parents of high school students 
were asked to rate several factors 
with a level of importance on a 
scale of 1-10.  

• 78% rated “the college is a good fit 
for my child” as highly important. 

• School rankings factored in 
minimally. Only 15% of parents 
indicated rankings as highly 
important.

What do parents consider important?

Poll	  conducted	  by	  Noodle	  Education	  surveyed	  nearly	  
1000	  middle	  class	  parents	  about	  what	  they	  consider	  
important	  in	  choosing	  a	  college.	  https://
www.noodle.com/articles/report-‐what-‐do-‐parents-‐
want-‐from-‐colleges	  

https://www.noodle.com/articles/report-what-do-parents-want-from-colleges
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What do we know about parents?

“Communication with parents should start 
early, include all three channels, and account 
for the fact that some of the parents have not 

gone to college themselves or may not be 
native speakers of English…”
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Share parent resources

http://www.collegeparentcentral.com/

http://www.collegeparentcentral.com/
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Share parent resources

CampusESP:	  http://www.campusesp.com/	  

http://www.campusesp.com/
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The effect of personalization on parents 

• Don’t underestimate 
the power of a 
child’s name in print 

• Parents want to 
know their child is 
exceptional 

• It’s all about my 
child!
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Title TextEngaging the parent- the power of variable print

Survey Question
Senior 

Response
Parent 

Response

I prefer phone calls 
and print materials to 
learn about colleges 
and universities

38% 50%

I’m more likely to 
consider schools that 
use traditional ways 
to communicate with 
me, like brochures 
and phone calls

41% 58%

Noel-Levitz’s  
E-Expectations Research Reports
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Examples of parent engagement

From The Franklin Pierce Family to the

King Family, Welcome to FPU!

Complete Kelly’s enrollment by depositing today!



Examples of parent engagement

FIRST CLASS MAIL

U.S. POSTAGE PAID

FRANKLIN PIERCE 

UNIVERSITY

12550

Engels Family,

1122
7
5

Cozy up to the idea of a FREE STAY on us.

…to get to know us better!

40 University Drive, Rindge, NH 03461

FIRST CLASS MAIL

U.S. POSTAGE PAID

FRANKLIN PIERCE 

UNIVERSITY

12550

***********AUTO**MIXED ADC 120

The Engels Family

PO Box 1285

45 Wilbur Lane

Liberty, NY 11971-0936

DTADFTAT
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TDDDDTTT
TFDFTTDA

FFTDDFTD
TTDFATAT

FDFDDFFA
TDTTTTAT

T

Engels

1122
7
5

Take a closer look at Franklin Pierce with this  

Exclusive Visit Opportunity!

Call Brittany Newton at 1-800-437-0048 to book your visit.  

Space is limited, so please RSVP as soon as possible.

Stay for Free at a local inn - It’s our treat!
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Examples of parent engagement
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Examples of parent engagement
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What channels should be used?

“Communication with parents should start 
early, include all three channels…”

Source:	  Ruffalo	  Noel	  Levitz	  2015	  High	  School	  Students’	  and	  Parents’	  
Perceptions	  of	  and	  Preferences	  for	  Communication	  With	  Colleges



Use multiple channels

Your personalized college 

search experience begins here!

Hello, Allen!

Campaign Media 
Combinations

Response 
Rates

Conversion 
Rates

Print only 6.0% 16.2%

Print and e-mail 7.6% 18.3%

Print and landing pages 7.6% 15.3%

Print, e-mail, and landing pages 8.2% 16.5%

Print, e-mail, landing pages, mobile 
and voice 8.7% 19.0%

Source: Understanding Vertical Markets: Enterprise Communication Requirements, InfoTrends 2012



Trinity Baptist: Print lift effect
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Trinity	  Baptist	  College	  
created	  a	  A/B	  test	  on	  the	  
effect	  of	  variable	  print	  on	  
inquiry	  response.
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How is your parent engagement?

Audience	  Poll	  Results:



Examples of parent engagement

¨ Submit ACT (code 0003) or SAT (code 1034) scores

¨ Submit Educational Recommendation form
¨ Submit Personal Recommendation form
¨ Submit High School transcript¨ Complete the FAFSA at fafsa.ed.gov — 

Faulkner code is 001003. Priority Deadline is March 14th. 

¨ Submit $200 enrollment deposit that will be credited to your 

account. 
¨ Complete and submit Housing Reservation and Health/

Immunization records ¨ RSVP to one of our College-Bound Registration events for early 

course registration. April 3rd-4th, June 5th-6th, July 10th-11th. 

¨ August 9th: iStart Day! Move in, orientation and parent’s dinner

Important Information, Dates and Deadlines

Keep On Schedule, Gregson Family!

Connor McLean, Admissions Counselor
for the family of Mark Gregson

Cmclean@faulkner.edu  | (334) 386-7126

I will be your direct link into the enrollment process 

at Faulkner and am happy to be your main resource 

for questions regarding financial aid, enrollment 

deadlines and other practical concerns. Remember 

that almost all the students attending Faulkner receive 

financial aid, and the average package is $14K per 

year. I look forward to helping Mark through the 

enrollment and financial aid process! 
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Examples of parent engagement

Communicate	  
with	  parents	  at	  
each	  stage	  
• Inquiry	  
• Applicant	  
• Accepted	  
• Deposited



How to manage parent communication



The key to manage it all: Automation

Measure and maximize marketing. ROI across channels

Design & coordinate engaging experiences that take each 
student (and their parents) on a personal journey over time

Deliver relevant, personalized content and messages across 
multiple channels and devices

Support the operational aspects of running a marketing 
department, plan, develop & execute

Consistence brand and message across every channel, build 
and cultivate a relationship

OPTIMIZE

ORCHESTRATE

PERSONALIZE

MANAGE

INTEGRATE

LEARN
Find those who are most interested and who is not



Prospect 

    Enrollment Marketing Platform  

Personalized 
Viewbook 

Texting Nurturing  
E-mail

Out-going &  
In-coming calls

Cross-Media 
Search

Social  
Networks

Personal 
Note cards

On-Campus 
Visits/Open house

Search Engine Marketing 

Private Social Network 

Cross-Media 
Yield Programs

Integrated 
Application

• Integrate and 
automate ALL 
Outreach. 

• Qualify Prospects 
based on their 
interactions with you. 

• Real-Time tracking  
Analytics.

The Integrated & Automated Approach



“FINALLY, after years of banging my head against a 
wall with CRM companies, we have found a painless, 
usable, robust, and user-friendly system.” 
 
         David Cotter 
         Assistant Dean for Graduate Affairs  
         College of Communication  
         Boston University  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Key take-aways

• Parents are important in the recruitment process! 
• Both parents and students recognize a high level of 

parent involvement 
• Data and resources are available for schools and for 

schools to share with parents 
• Add a “parent track” to your campaigns 
• Use multiple channels to engage parents 
• Automation will be key to managing communication 

across multiple channels



Questions?

www.myviewbookdemo.com
Experience it for yourself:

Thank You!




