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Aren’t Reading Your Emails

August 26, 2026



Our Agenda for Today

The importance of a multi 
channel strategy

What does personalized 
messaging really mean?

Pro tips to make your 
team nurture superstars



A solid email plan is important. 

But it’s only ONE part your nurture 
strategy.



Pro Tip: 

Having a multichannel approach is a 
critical part of successful prospect 

outreach and nurturing.



A True Multi Channel Approach Means…

• Email

• Text

• Direct mail

• Phone calls

• Organic social media

• Paid ads and campaign strategy

• List retargeting

• In-person travel and events



Step 1: Map Out Your Strategy By Funnel Stage
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Don’t forget these key influencers!



Step 2: Build Connections Through Multiple Touchpoints

Thank You 
Email

Program 
Email

Student Life 
Email

Clubs & Orgs 
Email

Scholarship 
Email

Honors Email
Connections 

Email

Day 0                  Day 10                   Day 20                   Day 35                 Day 50                 Day 65               Day 90

Call 1 Text 1   PC 1      Text 2       Call 2       Text 3          PC 2          Text 4                Call 3       Text 5        PC 3

+ Timed drops like Open House invites and event emails

Sample Inquiry Track: First 90 Days



August DecemberNovemberOctoberSeptember January

Inquiry Comm Plan Track (includes email, text, phone calls, direct mail from previous slide)

Organic social reels and shorts – student testimonials, campus life showcase, how to videos, plus boosted posts

Financial Aid Social Promo and OutreachFall Travel Social Promo and Outreach

Fall Open House Mini Comm Plan

Fall Open House Social Boosts Winter Events Social Boosts

Winter Events Mini Comm Plan

Step 3: Expand Your Multichannel Approach By Stage

Digital Campaigns – Inquiry List Retargeting App Push (list regularly refreshed as new inquiries enter CRM)



Case Study: Fox Valley Technical College Nurture Plan

• With a limited budget, how can 
you help me enroll more students 
with the lists I have?

• Not enough budget for digital 
campaigns for 10 months

• Built a mini, multichannel nurture 
campaign for three semester starts



Emails: 
Brand + Apply Push

Direct Mail: 
Aligns with Brand Emails 
to Build Awareness

Text Messages: 
Help Push App Deadlines



FVTC Nurture Campaign Results

278
Applications

Received from the two lists combined from 10 month campaign!

77
Enrolled Students



Pro Tip: 

Focus on customized messaging to 
help improve your email open rates.



Personalization Hi, [First Name]



Tailor Your Messaging For Each Audience

•  One message does not fit all!

• First year, transfer, adult learners

• HS sophomores, juniors, seniors

• Customize message based on who 
they are and where they are

• Need fit messaging in addition to 
application push



We ask students for info on their interests…let’s use it!

• Answer specific questions for 
each target audience

• Reference their interests

• Program specific information

• Admissions counselor connection

• Dynamic content whenever 
possible



Day 0 Thank You For 
Your Inquiry Emails

Dynamic subject lines, images, 
content, and factoids based on 
student type and where they 
are from.



Personalized, 
Dynamic Email 
Content Examples

Program specific subject 
lines, images, content and 
outcomes data



Pro Tip:

Customized, tailored messaging 
is needed throughout your entire 

strategic marketing plan.



Case Study: University of Southern Maine Yield Campaign

Step 1:

• Retargeting accepted students 
to take the next step and 
deposit

• List refreshed weekly

• Ad clicks directed to Confirm 
Your Enrollment page



Step 2: Yield Email Campaign

Pro tips for yield emails:

• Use current student voices to help 
tell your story

• Let images, student testimonials, 
and factoid reinforce value and fit

• Make connections with other 
important offices to showcase 
community



USM Yield Campaign Results for Fall 2025

Enrolled Students

   8%

YOY comparison enrolled students for fall 2025 vs 2024



Case Study: Owens Community College Adult Learner Campaign

Need 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



Pro Tip: 

Your thank you pages can do more to 
help reach already engaged 

prospects.



Say More Than “Thank You”!

• Guide them on the next steps you 
want them to take while you have 
their attention

• Include high value, customized 
links by audience

• Visit + Apply

• Social media links

• Program pages

• Clubs and organizations



Your Day 0 Response Matters!

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



Pro Tip: 

Meet students where they 
are…virtually and in-person.



Nurture Success Must Have: Organic Social Calendar Plan

Social channels are a leading gateway 
in college exploration

Create a calendar of regular, planned 
content focused on:

• Answering questions based on the 
time of year

• Keeping engagement high Pro Tip: Start with broad topics by month and 

then create a daily/weekly calendar



Customize Your Platform By Audience You Want To Reach

• High school students: Instagram, 
YouTube, TikTok

• Adult learners: Facebook, 
LinkedIn, YouTube

• Parents: Facebook, YouTube How 
to Videos



Reels and shorts are your nurture plans new best friend!

Answer questions students have:

• Day in the life

• Dorm tours

• Program callouts

Break stressful topics down into easy 
steps:

• Complete your application

• FAFSA how to’s

• Next steps to enrollment



Push In-Person Connections

• Increase impact of HS Visits/Fairs

• Send lists to GC’s ahead of time

• Let students know you’ll be there

• Customized visit info

• Tie into your social strategy with 
boosts around events and 
locations



Pro Tip: 

Take the prospective student journey 
yourself.



• RFI form not working in mobile

• Day 0 inquiry text not sending

• No thank you page or email

• No nurture communication plan

• No program specific outreach

• Certain student types or majors left 
off communication plans

• Can’t find the info you need

Discover Touchpoints You Are Missing Out On
Issues we’ve uncovered for clients from mystery shopping and user journeys



Tip Recap: How To Make Your Team Nurture Superstars 

1. Build a multichannel approach.

2. Focus on tailored, customized messaging to improve email open rates.

4. Thank you pages can do more to help reach already engaged prospects. 

5. Meet students where they are with your social and in-person strategies. 

6. Take the prospective student journey yourself!

3. Customize messaging throughout your strategic marketing plan.



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
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