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How will you respond?



6

“Always On Generation” 



• Immediate	
  
• Relevant	
  
• Automated	
  
• Trackable

Reaching your Prospects… 



Why Speed Matters

25-50%
of	
  sales	
  go	
  to	
  the	
  first	
  responder



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 320 Christian 

Schools 
• Searched for inquiry forms/ways to indicate 

interest 
• Submitted inquiry forms and logged date 

and time 
• Forms were submitted on November 17 & 

November 18 
• 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

320 Christian 
Schools



Thank You Page

PURL,&Microsite&
4%&

Web&page&with&
links&
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87%&

Response'Page'(Web'response)'



First Impressions are Lasting…

Thank You!



Types of First Response

No#Response#
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First Response Time

24#hours#
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3#Days#
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7#Days#
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First&Response&Time&



First Response - Relevancy
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Channels Used
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Combined Channels



Multi-Channel is Key

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



Email Response Time

Emailed within 24 hours: 41%
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Number of Emails Sent
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Email Examples



Email Examples



Chris, are you ready to  
pursue a meaningful future? 
Choose the right path with 

BECOME 
BELIEVE  
BELONG

BE
BLUE

Print

Discover everything Erskine College has to offer!

KNOW. BE KNOWN.

Sign up for a Visit!

Early Childhood Education
The Early Childhood Education major prepares 
students to meet requirements for teacher 
certification in prekindergarten through Grade 3 in 
the public schools of South Carolina. The mission 
of the Teacher Education Program at Erskine 
College is to prepare teachers who transform 
education through captivating leadership, creative 
instruction and caring relationships. Erskine 
teacher candidates are knowledgeable, caring 
educators who have a passion for learning and 
who can develop that passion in their students. 

Erskine teacher candidates promote learning 
through designing and implementing innovative 
teaching strategies that create successful 
experiences for all students. Erskine teacher 
candidates are skilled communicators and 
collaborators who create supportive, inclusive 
environments for learning. They are thoughtful 
educators who critically reflect on practice. They 
are committed to lifelong learning in order to help 
all students achieve their fullest potential.

Our mission is to prepare teachers who transform education 
through captivating leadership, creative instruction and caring 
relationships! Our nationally accredited program is designed to 
develop teachers who excel inside and outside the classroom.

–Joanne Jumper, Department Chair and Director of Teacher  
  Education and Early Childhood Education

Lacrosse
Women’s Lacrosse is coming off of a record-
breaking season in 2012. In Coach Bob 
Dachille’s first year with the Fleet, the team 
was able to win five games, have three 
players selected to the All-Conference team 
for the first time ever, and have the fifth 
largest increase in win percentage in all 
of Division II Women’s Lacrosse. The Fleet 
return a great deal of talent from last year’s 
record-breaking team and are poised to have 
their first ever winning season in 2013.

Learn more about  
Erskine College athletics.

FirstName LastName
Address1
Address2
City, State Zip

2 Washington St. Due West, SC 29639

Know.Erskine.edu/PURL

FirstName,

OpenHouseTitle1 
OpenHouseDate1

OpenHouseTitle2  
OpenHouseDate2

OpenHouseTitle3 
OpenHouseDate3



Within&1&week&
13%&

Over&7&days&or&none&
87%&

Print&Response&Time&

Print Response Time

Fastest response: 
2 Days

Slowest response:  
28 Days

Average time to be 
delivered:  
12.9 Days



Print Examples



Print Examples



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

     2016 

       INQUIRY 

      RESPONSE 

     AUDIT 
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Engaging the Parent



Trinity Baptist: Print Lift effect
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Phone Response

Phone



Phone Response
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Overall Touches

10#15%touches%
20%%

1#9%or%6#20%touches%
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Poll Questions

In what ways would you like improve your response to 
potential student inquiries? (select all that apply)  

• Speed of response 

• Boost personalization 

• Use more channels (print, Web, voice, text, etc.) 

• Branding – bring out our school’s uniqueness earlier in the 
cycle 

• Do a LOT more with the same or fewer resources



The Faulkner Experience



Faulkner: First Impressions



• ALL INTERACTIONS 
ARE TRACKED 

• Instant Response 
24/7 

• Variable Video 

• Facebook 
Integration  

• Checklist 
Integration  

• Event Banner  

• Rep Information 

• Application 
Integration 

• Content Managed

Faulkner: First Impressions



Faulkner - Multi-Channel



Integrated & Automated 



STAKEHOLDERS in  
Enrollment Management: 

• Marketing Staff 

• Faculty 

• Admissions Staff 

• Financial Aid Staff 

• Administrators 

• Coaches 

• Others across campus…

Involve Everyone



Enhancing Relationships



Automated Personalized Response:

Future Marketing programs

MyViewBook™ – Print

Email Nurturing

Text & Voice Nurturing

Inquiry

MyViewBook™ – Online	
  
Instant response 24/7

Leads:

SEM 
Marketing

Website

Booths/Shows

Outreach

Traditional 
Advertising

Other Lead 	
  
Sources

Dynamic Form Fill 
OR Import

EMP

   Admission



Out-going &  
In-coming calls

Cross-media 
Search

Social  
Networks

Personal 
Note cards

On-Campus 
Visits/Open house

Cross-Media 
Yield Programs

Prospect

Search Engine Marketing

Private Social Network Integrated 
Application

Personalized 
Print

Texting

    Enrollment Marketing Platform 

Nurturing Emails

Integrated & Automated 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.



Thank You!

Suzanne	
  Sharp 
ssharp@liaison-­‐intl.com	
  

Additional	
  Questions:	
  

Keith	
  Mock 
KMock@faulkner.edu

mailto:ssharp@liaison-intl.com?subject=
mailto:KMock@faulkner.edu


Questions & Next Steps

Experience	
  it	
  for	
  yourself:

www.myviewbookdemo.com

&	
  

Request	
  an	
  individual	
  meeting	
  to	
  see	
  how	
  your	
  
school	
  stacked	
  up!

http://www.myviewbookdemo.com

