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Results of 2016 Inquiry Submissions

Secret Shopping Your 
Student Inquiry Responses: 

December 8th, 2016 



Agenda
1) Introductions	  

2) Reaching	  today’s	  prospective	  students	  

3) The	  Inquiry	  Response	  Projects	  

4) Overall	  results	  

5) Graduate	  results	  &	  example	  

6) Undergraduate	  results	  &	  example	  

7) Questions	  and	  next	  steps	  

Please	  submit	  questions	  on	  the	  GoToWebinar	  Control	  Panel.
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Today’s	  speakers

Suzanne	  Sharp	  
Executive	  Director,	  Enrollment	  Management	  Consulting 
Former	  Higher	  Education	  Leader	    
(Stephens	  College,	  University	  of	  Missouri,	  Westminster	  College)

Robert	  Ruiz	  
VP	  for	  Strategic	  Enrollment	  	  
Former	  Higher	  Education	  Leader	  	  
(University	  of	  Michigan,	  Tulane,	  Oklahoma	  State	  University	  
College	  of	  Osteopathic	  Medicine,	  AACOM)	  
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Liaison	  by	  the	  numbers	  

• Founded	  1990	  
• 250+	  employees	  
• Headquartered	  in	  
Watertown,	  MA	  

• Locations:	  NY,	  DC	  

• Admissions	  and	  
enrollment	  specialists

applications/yr
	  	  1,000,000+

programs
5,200+

campuses
900+

retention
99%

associations
30+

decades	  experience
2+
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Boston,#MA
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enrollment#specialists

applications/yr
1,200,000+

programs
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retention
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associations
35+

decades#experience
2+



A	  Glimpse	  at	  our	  reach	  (800+	  Campuses)



A	  glimpse	  at	  our	  reach	  (900+	  Campuses)
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Who$are$you$marketing$to...

“Always$On$Generation”$



4	  Keys	  to	  Success	  
• Immediate	  
• Relevant	  
• Automated	  
• Trackable

Reaching	  your	  prospects…	  
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•Why Speed Matters

Why speed matters

25-50%
of sales go to the first responder
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20% lift

5x lift
Right Message

10x lift
Right Time

20x lift
Learning

2x lift
Right Individual

Response Rate

Static Personalized Highly Relevant

Source: Caslon & Company, 2012

Relevance drives response
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The inquiry response project

What happens when a prospective 
student fills out an inquiry form or 
request for information form?

• How quick is  
the response? 

• How relevant  
is the response? 

• What channels  
are used?
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What we did: 
• Visited web pages for 1415 schools (NAGAP, CCCU, ACCU, random 

samples, LSAC, GMAC, WI independent and public schools) 
• Searched for inquiry forms/ways to indicate interest 
• Submitted inquiry forms and logged date and time 
• Forms submitted January 2016 through August 2016 
• Tracked responses from each school: 

• Emails - date, time, level of personalization, number sent 
• Print pieces - date received, level of personalization, type 
• Phone calls - date and type 

• All results were compiled four weeks from respective date of inquiry

The inquiry response project
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Access to Request Information (Overall)

Home	Page
26%

2	clicks
29%

3+	clicks
9%

Form	Not	
Found
36%

Inquiry	Form	Access	OVERALL
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Thank You Page (Overall)

PURL,	Microsite
4% Web	page	

with	links
6%

Generic	Thank	
You
52%

Error
1%

Nothing
37%

Response	 Page	(Web	response)	 OVERALL

Thank You!
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Types of First Response (Overall)

No#Response
43%

Email
47%

First&Response&OVERALL
Print - 8% 
Phone - 2%
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First Response Time (Overall)

24#hours
39%

4,7#Days
5%

Week+
9%

None
42%

First&Response& Time&OVERALL

3#Days
5%
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First Response Relevancy (Overall)

Highly	Relevant
22%

Used	name	only
21%

Generic
15%

No	response
42%

Personalization	of	First	Response	OVERALL
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Sample Emails

!17
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Print Received (Overall)

Print	Received
25%

No	print	received
75%

Print	OVERALL
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Phone Response (Overall)

Personalized,Phone,call
6%

No,phone,call
92%

Phone&OVERALL

General message - 2%
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Channels Used (Overall)

720

194

76 67

0

100

200
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400
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800
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Channels	Used	OVERALL
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Combined Channels Used (Overall)

503

121

119

120

39

56

24

30

15

No	form

Used	Email	and	Print

Used	only	email	to	communicate

Inquiry	Form,	no	response

Used	Email,	Print,	and	Phone

Single	email	was	only	communication

Used	Email	and	Phone

Used	only	Print

Used	only	email,	but	offered	microsite

0 100 200 300 400 500 600

Combined	Channels	 Used	OVERALl
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Total Touches (Overall)

1-9	touches
55%

10-15	touches
4%

16-20	touches
0%

None
41%

Total	Number	of	Touches	OVERALL



Results	  of	  Graduate	  	  
Inquiry	  Responses
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•	  Visited	  web	  pages	  for	  457	  schools	  on	  the	  NAGAP	  
membership	  list	  

•	  Did	  not	  seek	  specific	  graduate	  programs;	  started	  on	  
school	  web	  page	  and	  looked	  for	  ways	  to	  submit	  
information	  for	  graduate	  programs

Graduate School Inquiries

!24
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Key	  Observations:	  

•	  22	  Schools	  did	  not	  respond	  to	  our	  request	  for	  information	  
(within	  the	  4	  weeks	  of	  tracking)	  

•	  We	  could	  not	  find	  a	  “request	  information"	  form	  for	  graduate	  
programs	  on	  169	  school	  sites	  

•	  33%	  of	  the	  schools	  sent	  an	  email	  within	  an	  hour	  

•	  Less	  than	  half	  (45%)	  of	  the	  schools	  responded	  within	  24	  
hours	  	  

•	  We	  received	  print	  from	  only	  19%	  (about	  87	  schools)	  

Graduate School Inquiries

!25
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Access to Request Information (Graduate)

Home	Page
25%

2	clicks
26%

3+	clicks
12%

Form	Not	
Found
37%

Inquiry	Form	Access	GRAD
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Thank You Page (Graduate)

PURL,	Microsite
6%

Web	page	with	
links
4%

Generic	Thank	You
51%

Error
0%

Nothing
39%

Response	 Page	(Web	response)	 GRAD
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Types of First Response (Graduate)

No	Response
42%

PURL
2%

Email
52%

Print
4%
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First Response Time (Graduate)

24	hours
46%

1-3	Days
4%

4-7	Days
4%

Week+
5%

None
41%

First	Response	 Time
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First Response Relevancy (Graduate)

Highly	relevant
32%

Used	name	only
15%

Generic
12%

No	response
41%

Personalization	of	First	Response	GRAD
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Print Received (Graduate)

Print	Received
19%

No	print	received
81%

Print	GRAD
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Phone Response (Graduate)

Personalized,Phone,
call
6%

General,message
9%

No,phone,call
85%

Phone&GRAD
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Channels Used (Graduate)

257

95
76

27

0
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Used	Email Used	Print Used	Phone Used	Microsite

Channels	Used
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Combined Channels Used (Graduate)

168

68

129

21

13

52

22

5

18

No	form

Used	Email	and	Print

Used	only	email	to	communicate

Inquiry	Form,	no	response

Used	Email,	Print,	and	Phone

Single	email	was	only	communication

Used	Email	and	Phone

Used	only	Print

Used	only	email,	but	offered	microsite

0 20 40 60 80 100 120 140 160 180

Combined	Channels	 Used	GRAD
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Total Touches (Graduate)

1-9	touches
56%

10-15	touches
2%

16-20	touches
1%

21+	touches
0%

None
41%

Total	Number	of	Touches	GRAD
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Requesting	  info

!36

First	  impression	  when	  
requesting	  information	  
at	  BU	  College	  of	  
Communication
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Response	  page

�37

• Microsites/
Personalized	  URLs	  
(PURLs)	  	  

• All	  interactions	  are	  
tracked	  

• Instant	  response	  
24/7	  

• Variable	  video	  
• Social	  media	  
integration	  	  

• Content	  managed
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Email,	  Text,	  Phone

�38

Email:	  

• Target	  the	  right	  people	  
with	  the	  right	  message	  

• Responsive	  design	  
templates	  

• Variable,	  self-‐launching	  
campaigns	  

• Trackable	  open	  and	  click-‐
through	  rates	  

Text	  &	  Voice
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Personalized	  print-‐on-‐demand

�39

Traditional Print:  
The same message to everyone

Digital Print:  
Personalized message to  
each prospect
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Reach	  your	  market	  with	  DIGITAL	  Print

�40



	  |	  ©2016	  Proprietary	  and	  Confidential

Reach	  your	  market	  with	  DIGITAL	  Print

�41



Results	  of	  Undergraduate	  
	  Inquiry	  Responses
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•	  Visited	  web	  pages	  for	  579	  undergraduate	  schools	  

•	  Council	  for	  Christian	  Colleges	  and	  Universities	  

•	  Association	  for	  Catholic	  Colleges	  and	  Universities	  

•	  Random	  selection	  of	  non-‐religious	  affiliated	  small	  
schools	  from	  U.S.	  News	  Rankings

Undergraduate School Inquiries

!43
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Key	  observations	  

•	  9%	  of	  the	  schools	  we	  inquired	  with	  did	  not	  send	  a	  
response	  within	  four	  weeks	  

•	  Just	  under	  half	  (46%)	  of	  the	  schools	  response	  within	  24	  
hours	  

•	  Only	  12%	  of	  the	  schools	  responded	  with	  high	  relevance	  

•	  More	  undergraduate	  inquiries	  receive	  print	  than	  
graduate

Undergraduate School Inquiries

!44
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Access to Request Information (Undergraduate)

Home	Page
31%

2	clicks
29%

3+	clicks
6%

Form	Not	Found
34%

Inquiry	Form	Access	UGRAD
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Thank You Page (Undergraduate)

PURL,	Microsite
3%

Web	page	with	
links
8%

Generic	Thank	You
52%

Error
1%

Nothing
36%

Response	 Page	(Web	response)	 UNDERGRAD
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Types of First Response (Undergraduate)

No	Response
43%

Email
43%

Print
8%

PURL
2%

Phone
4%

First	Response	UGRAD
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First Response Time (Undergraduate)

24	hours
46%

1-3	Days
4%

4-7	Days
4%

Week+
5%

None
41%

First	Response	 Time
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First Response Relevancy (Undergraduate)

Highly	relevant	
(name	&	interest,	

etc)
12%

Used	name	only
30%

Generic
16%

No	response
42%

Personalization	of	First	Response
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Print Received (Undergraduate)

Print	Received
31%

No	print	received
69%

Print	UGRAD
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Phone Response (Undergraduate)

Personalized	Phone	
call
9%

General	message
4%

No	phone	call
87%

Phone	UGRAD
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Channels Used (Undergraduate)

291
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Combined Channels Used (Undergraduate)

198

106

111

58

39

53

23

29

11

No	form

Used	Email	and	Print

Used	only	email	to	communicate

Inquiry	Form,	no	response

Used	Email,	Print,	and	Phone

Single	email	was	only	communication

Used	Email	and	Phone

Used	only	Print

Used	only	email,	but	offered	microsite

0 50 100 150 200 250

Combined	Channels	 Used	UGRAD
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Total Touches (Undergraduate)

1-9	touches
54%

10-15	touches
3%

16-20	touches
0%

None
43%

Total	Number	of	Touches
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Inquiry experience at MSU Mankato

!55
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Inquiry experience at MSU Mankato

!56
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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

EMP:	  An	  integrated	  approach	  to	  admissions	  marketing

Personalized	  
Viewbook
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Key	  takeaways

● Today’s	  students	  expect	  more	  from	  your	  outreach	  
● Many	  schools	  are	  not	  delivering	  -‐	  Lots	  of	  opportunity	  to	  stand	  out	  

in	  your	  outreach!	  
● Be	  first	  and	  be	  relevant	  	  
● EMP	  can	  ease	  your	  pain:	  engage	  with	  students	  effectively	  

○ Immediate	  
○ Relevant	  
○ Automated	  
○ Trackable	  

You	  heard	  some	  examples;	  now	  stand	  in	  the	  shoes	  of	  a	  prospective	  
student	  -‐	  launch	  a	  personalized	  campaign	  to	  yourself:	  	  

www.myviewbookdemo.com
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www.myviewbookdemo.com

Thank	  You!	  
Q	  &	  A


