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Our Agenda for Today

Taking the journey of 
your prospective students

The Art of Prospect 
Nurturing

Client Case Studies and 
Examples



What is the best way to improve the 
prospective student experience?



• RFI form not working in mobile

• Day 0 inquiry text not sending

• No thank you page or email

• No nurture communication plan

• Certain student types or majors left 
off communication plans

• Multiple versions of program pages

• Can’t find the info you need

Taking the Journey of a Prospective Student Yourself!
Issues we’ve uncovered for clients from mystery shopping and user journeys



Identify your persona. What would search for? What phrases would they use?

Take a walk in the “virtual shoes” of 
your prospective students…

Ava

High school senior

Unsure of her major

Worried about cost and fitting in

Jackson

Working professional

Wants to advance business career

Worried about program flexibility

Maddie

Transfer student

Communication major

Worried about credit transfer



Step 1: Take the 
journey from Google

• What surprised you the most? 

• What didn’t surprise you?

• What updates could be made to 
improve your Google search results?



Helpful Google Search Journey Tool

• Tool: gs location changer

• See the journey of students from 
different target markets

• Understand competition better 
and see who is outperforming 
(organically) and outbidding you 
(sponsored) in different markets



Step 2: Take the 
journey from your 
homepage

• Did you find the information you 
needed?

• Was it where you expected it to be?

• What updates could be made to 
improve the visitor experience?



Step 3: Submit your 
RFI Form

• Was your RFI form easy to find? 

• Was there a thank you page with next 
steps? 

• Did you receive a thank you message?

• What changes could be made to 
enhance the overall experience?



The Art of Prospect Nurturing
From campaign lead or inquiry to enrolled student



Pro Tip: Day 0 Matters



Research shows 75% of students 
expect a response within 24 hours.



Strike While the Iron is Hot!

• Thank you page

• More than just “Thank you!”

• Day 0 thank you email

• Guide them on the next steps you 
want them to take

• Include high value, customized 
links



Day 0 RFI form 
thank you emails 
are a must have!

Even better if they can have 
personalized, dynamic 
content.



Pro Tip: Map the journey by 
funnel stage



Key Audiences in Your Communication Plan

Search

Inquiries

Applicants

Deposited 

Students

Accepted 

Students

Guidance 

Counselors

Families

Brand 

awareness/affinity 

establish a  

connection, apply

Drive application 

completion

Build/keep 

excitement strong

3 C’s: celebration, 

community, 

connection

From yield to anti 

melt communication
Comm 

College 

Counselors

And don’t forget these key influencers!



Separate, Segmented Messaging by Audience

• Segment by audience

• First year, transfer, adult, families

• Customize messaging based on 
where they are in the journey

• Need fit emails in addition to 
application push



Communication begins as 
soon as inquiry is 

received

Regular timed outreach 
throughout the cycle 

with relevant messaging

Step 1 Step 2

Building A Strong Inquiry Nurture Track



Pro Tip: Space out and vary 
touchpoints



Building Connection Through Multiple Touchpoints

Mini 
Viewbook

Overview 
Postcard

Academic 
Postcard

Clubs & 
Orgs 

Postcard

Scholarship 
Postcard

Three Year 
Degree 

Postcard

Athletics 
Postcard

Day 0                  Day 10                   Day 25                   Day 40                 Day 65                 Day 80               Day 100

Thank You Email   Text 1      Email 2       Email 3       Email 4        Text 2         Email 5     Email 6    Email 7      Email 8      Email 9

+ Timed drops like Open House invites and event emails/text messages



Messaging Calls to Action Methods

Brand awareness

Building interest

Intro/overview videos

Establish connection

Highlight any of their 
interests you can!

Personalization of next step

Visit/Open Houses

Meet us on the road

Apply

Invites to follow social 
media channels

Email 

Some limited phone calls 

Some limited text messages

Direct mail

Inquiry Messaging, CTAs and Outreach Methods



App Conf
Missing 
Items 

Email #1

Guidance 
Counselor 

Call

App Phone 
Call

Missing 
Items Text

Missing 
Items 

Email #2

Examples of Applicant Track Outreach

Day 0                     Day 10                      Day 20                   Day 35                       Day 50   Day 60               

Drive application completion while continuing to build brand affinity



Messaging Calls to Action Methods

High personalization should 
really begin

Guidance Counselor 
outreach

Special scholarship 
opportunities

Building connections with 
current students

Complete your application

File your FAFSA

Visit/Open Houses

Meet us on the road

Email 

Phone calls 

Text messages

Direct mail

Guidance counselor 
outreach

Parent/family outreach

Applicant Messaging, CTAs and Outreach Methods



A multi-channel approach to your outreach is just as 
important as the content and timing of your messaging!

• Email

• Text

• Direct mail

• Phone calls

• Organic social media

• Paid ads and campaign strategy

• List retargeting ad strategy



Pro Tip: Make it feel personal



Recent data shows:
9 out of 10 students agree receiving 

relevant content from a college 
influences their decision.

Source: Niche 2024 spring survey



Unfortunately, only 15% of students 
report receiving relevant 

communications from colleges.

Source: Niche 2024 spring survey



Relevant, audience specific 
messaging needs to start with your 
paid ad and campaign landing page 

strategy.



Owens Community College Adult Learner Campaign Example

Ad messaging and images speaking directly to adult learners

• Goals: Launch your future

• Timeline: Earn an advanced certificate in just 12 months

• Emotions: Feeling stuck in your career?

• Lifestyle: Flexible course schedules for working professionals



Campaign landing page content needs 
to answer audience specific questions

Show it’s possible for them:

• Achievable, Affordable, Flexible

Illustrate value with outcomes:

• Expected salary ranges

• Student testimonials

Make the next step easy to take and clear!



Owens Adult Learner Campaign Results for Spring 2025

Non-Traditional 
Enrolled Students

   74%

YOY comparison of non-traditional enrolled students for spring start 2025 vs 2024



A quick case study on why 
conversion-focused campaign 

landing pages are a best practice for 
your ad campaigns…



2024
2023

Owens Visiting Student Campaign Landing Page: 2024 vs 2023
Conversion Focused CLP Owens.edu Visiting Student Page



Conversion-Focused Landing Page Drives Conversions 
Contributing to Increase in Enrolled Students!

Enrolled Students

   13%

Owens Visiting Student Campaign Outcomes

Meta Campaign Conversions

   163%

YOY comparison for summer start 2024 vs 2023



Conversion-Focused Campaign Landing Pages

Messaging 
tailored to your 
target audience

Copy that aligns 
with your ads

Includes Request 
for Information

Aligns with 
enrollment 
deadlines

Optimize, 
Optimize, 
Optimize

Thank you page 
with next steps

Immediate/day 
0 follow up



Relevant Content = Big Wins for Building a Connection

• Answer specific questions for 
each target audience

• Reference their interests

• Program specific information

• Admissions counselor connection

• Dynamic content whenever 
possible



Personalized, 
Dynamic Email 
Content Examples

Pushing campus visit 
versus virtual tour based 
on proximity to campus



Personalized, 
Dynamic Email 
Content Examples

Admissions counselor 
connection + in-state tuition 
rates



Personalized, 
Dynamic Email 
Content Examples

Program specific branch on 
inquiry track



Pro Tip: Keep engagement and 
excitement high



Students Want to “Find Their Fit”
How can you help make that connection?

• Keep them connected and engaged 
with each other!

• Special scholarships

• Student stories

• Reinforce campus-wide connections

• Illustrate fit

• Incite action (visit, apply, connect)



Keep Accepted Students Engaged with Deposit Push Retargeting Strategy



Accept 
Call 

Parent AC 
Call

AC  Text AC Call AC Email

Highly personalized outreach in addition to timed automated delivery of content

  Day 0                       Day 5                       Day 20                     Day 35                       Day 50

Accepted Student Admissions Counselor Workflow



Messaging Calls to Action Methods

High personalization

Connecting with other 
accepted students and 
current students

Faculty outreach has major 
impact at this stage

Starting to really picture 
themselves there

Join the community

Pay your deposit

File your FAFSA

Visit/Accepted Student Day

Meet us on the 
road/accepted student 
receptions

Email 

Phone calls 

Text messages

Direct mail

Family/parent outreach

Accepted Messaging, CTAs and Outreach Methods



Messaging Calls to Action Methods

High personalization

Connecting with other 
offices across campus 
(residence life, student 
success, advising, etc)

Student to student 
connections are very 
important at this stage

Your next steps – all the 
things to get excited about

Visit/Accepted Student Day

Meet us on the 
road/accepted student 
receptions

Email 

Phone calls 

Text messages

Direct mail

Family/parent outreach

Deposited Messaging, CTAs and Outreach Methods



Showcase Current Student Voices

Prospective students value hearing current 
student voices…let them help tell your story!



Don’t Just Talk About Fit, Show It

Use images, student testimonial, and factoids 
to help reinforce content about finding the 
right fit on campus.



Make Campus-Wide Connections

What key offices/people will help prospective 
students on their journey and increase yield?



Fox Valley Technical 
College
Developing A Communication Plan to 
Reach Purchased Lists + Stop Outs

Client Success Stories



Your Strategy Needs Brand + Apply Push Emails

June StartJanuary Start August Start
5-week countdown email

3-week countdown email

5-week countdown email 5-week countdown email

3-week countdown email 3-week countdown text

Brand email #1

Brand email #2

Brand email #3

Email Campaign Timing



Brand 
Emails



Apply Push 
Emails



June StartJanuary Start August Start

Postcard #1 drop Postcard #3 dropPostcard #2 drop

Direct Mail Aligns with Brand Emails to Build Awareness
Direct Mail Campaign Timing





June StartJanuary Start August Start
4-week countdown text

2-week countdown text

4-week countdown text 4-week countdown text

2-week countdown text 2-week countdown text

Text Messages Help Create Sense of Urgency for App Deadlines
Text Campaign Timing



Overall Campaign Results

278
Applications

Received from the two lists combined from 10 month campaign!

77
Enrolled Students



Nurture Plan + Application Push = 
Meaningful Results!!



Prospect Nurturing Best Practice Recap

1. Day 0 matters.

2. Map the journey by funnel stage. And take that journey yourself.

3. Space out and vary touchpoints with a multi channel approach.

4. Make it feel personal.

5. Keep building excitement over time.



Questions?



stamats.com

Don’t push people to where 

you want to be, meet them 

where they are.

Thank you

-Meghan Keaney Anderson, VP Marketing, HubSpot 

Lisa Starkey-Wood
https://www.linkedin.com/in/lisa-starkey-
wood-4a68605/

Lisa.Starkey-Wood@stamats.com

https://www.linkedin.com/in/lisa-starkey-wood-4a68605/
https://www.linkedin.com/in/lisa-starkey-wood-4a68605/
https://www.linkedin.com/in/lisa-starkey-wood-4a68605/
https://www.linkedin.com/in/lisa-starkey-wood-4a68605/
https://www.linkedin.com/in/lisa-starkey-wood-4a68605/
https://www.linkedin.com/in/lisa-starkey-wood-4a68605/
https://www.linkedin.com/in/lisa-starkey-wood-4a68605/
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