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About Liaison 
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How will you respond? 
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“Always On Generation”  



•! Immediate&

•! Relevant&
•! Automated&

•! Trackable 

Reaching your Prospects…  



Why Speed Matters 

25-50% 
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Relevance Drives Response! 

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 



The Inquiry Response Audit 

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? 



The Inquiry Project 

What we did: 
•! Visited web pages for 150 Catholic Schools 
•! Searched for inquiry forms/ways to indicate 

interest 
•! Submitted inquiry forms and logged date 

and time 
•! Forms were submitted on February 1 & 2, 

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 
•! Text messages - date and message 

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



Inquiry Form Access 

150 Catholic 
Schools 
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Thank You Page 

!"#$%&'()*+,(-.&
/0&

1.2&345.&6(-7&
8(9:,&
;<0&

=.9.*()&>749:&?+@&
AA0&

B+-7(95&
A;0&

!"#$%&#"'()*"'+,"-'."#$%&#"/'



First Impressions are Lasting… 

Thank You! Thank You! 



Types of First Response 
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First Response - Relevancy 
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Email Response Time 

Emailed within 24 hours: 39% 
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Number of Emails Sent 
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Email Examples 



Email Examples 



Print 
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Print Response Time 
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Amount of Print Received 
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Print Examples 



2014 ! Proprietary and Confidential 2014 ! Proprietary and Confidential 

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 

'"&

Engaging the Parent 



Trinity Baptist: Print Lift Effect 

+*<&

)=")$& )="!$&<+$&

)=<$>& )=<">&

$&

)$$$&

'$$$&

!$$$&

>$$$&

?23.@-4& AB,.&"&C3D5& AB,.&(&C3D5&

E1370&F-0D& E1370GH/52I3.;&

15%  
Increase 

18%  
Increase 

J-
2,

.3
I@

/-
&K

3@
-4

&

L.7-72D&M3:@52&N/00,4,&I.,32,;&
3-&AGM&2,52&/-&29,&,O,I2&/8&
P3.73Q0,&:.7-2&/-&7-R67.D&
.,5:/-5,#&



!"#"$%&'("))%*"'
+,'

-.'/0.#"'1%&&'
23,'

Phone Response 

H,.5/-307S,;&&
H9/-,&I300&"%&
&



Channels Used 
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Combined Channels 
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Multi-Channel is Key 

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 



Overall Touches 
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The Immaculata Experience 



Immaculata: First Impression 



•!ALL INTERACTIONS 
ARE TRACKED 

•! Instant Response 
24/7 

•!Variable Video 

•! Social Media 
Integration  

•!Checklist 
Integration  

•! Event Banner  

•! Rep Information 

•!Content Managed 

Immaculata: First Impression 



Immaculata: First Impression 



Immaculata: Print on Demand 

Be Mighty!
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Be Mighty!

Owen Logue
Admissions Counselor
484-323-3188
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Immaculata: Print on Demand 

Owen Logue
Admissions Counselor
484-323-3188
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Immaculata: Print on Demand 



Future Marketing programs Future Marketing programs Future Marketing programs Future Marketing programs 

MyViewBook™ – Print MyViewBook™ – Print MyViewBook™ – Print MyViewBook™ – Print MyViewBook™ – Print MyViewBook™ – Print 

Email Nurturing Email Nurturing Email Nurturing Email Nurturing Email Nurturing Email Nurturing 

Text & Voice Nurturing Text & Voice Nurturing Text & Voice Nurturing 

Email Nurturing Email Nurturing 

Inquiry 

MyViewBook™ – Online&
Instant response 24/7 

MyViewBook™ – OnlineMyViewBook™ – Online

Leads: 

SEM 
Marketing 

Website 

Booths/Shows Booths/Shows 

Outreach 

Traditional 
Advertising 

Other Lead &
Sources 

Dynamic Form Fill 
OR Import OR Import 

Dynamic Form Fill 

Booths/Shows Booths/Shows 

Dynamic Form Fill 

Booths/Shows Booths/Shows 

Marketing Marketing 

Traditional 
Advertising 

Outreach 

Marketing 

EMP 

   Admission    Admission 

Leads: 

Automated Personal Response 



Marketing Automation 

•! Provides you higher ROI, higher conversion 
rates and increased enrollment.  

•! Allows you to spend less time chasing your 
prospects and more time cultivating 
relationships with the most-qualified and 
application-ready inquiries. 

•! Saves you both time and resources, 
allowing you to spend more time with 
prospects. 

•! Allows you to qualify and quantify the 
effectiveness of your marketing efforts.  

•! Helps you to stay in front of your prospects 
and gain mind share over time. 

•! Offers an ongoing way for prospects, 
inquiries, applicants & accepted to qualify 
themselves so you know who to prospect. 



Questions & Next Steps 
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