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Presenters: 

•  Jeff Solomon, Co-founder, Leads360 

•  Brad Johnson, EVP Strategic Relationships, Greenwood & Hall, 
enrollment management support for Saint Leo University 
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Current Landscape: 

•  Rapid growth of non-traditional student programs the last 
20 years 

–  15-20% online enrollment increase over the past several years: 1.2% 
overall student population growth during same period 

–  1:4 students take at least one online course today: 1:10 in 2002 

•  Obama’s Goal: World’s largest share of college graduates 
by 2020 

–  Many more adults will need to be served 
–  Not enough capacity in traditional college system  

•  Successful outcomes will become even more important 
–  Completion/Graduation, Gainful Employment 
–  Efficient Enrollment Management Process including Retention 
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What does an “old school” enrollment process look like? 
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What does a “new school” enrollment process look like? 
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Lead Management:  
•  Lead capture 
•  Lead distribution 
•  Lead tracking 
•  Workflow automation 
•  Follow-up automation 
•  Reminders 
•  Appointments 
•  Lead Nurturing 
•  Drip Email Marketing 
•  Email Auto-responders 
•  Lead analytics 
•  Performance metrics 

•  Data Verification 
•  Lead Scoring 
•  Vendor Management 
•  Mass Email Marketing 
•  Enrollment Consulting 
•  Content Management 

•  Call centers 
•  Predictive Dialing 
•  Marketing Automation 

Student Information 
System:  
•  Enrollment fulfillment  
•  Class  Schedules 
•  Grading and Academic Records 
•  Attendance Records 
•  Student Body Communication 
•  Discipline records 
•  Parent/Guardian Communications 
•  Special education IEP services 
•  Human resource management 
•  Accounting and budgeting 
•  Student health records 

Lead Generation 
(Sources of New Students) 

Contact & Qualification 
Services: 

Data & Information 
Services: 
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43% 
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Quality of Lead 
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Enrollment 
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Quality of 
Demographics 

Source: Leads360 Data  

Q: Why is your enrollment strategy a crucial component for success? 
A: A best practices enrollment strategy ensures that schools are able to enroll more 
prospective students by focusing on the three drives of successful lead conversion. 
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1. Combine new and traditional ways of generating leads 
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What about Higher Education? 

Breakdown of brand share of voice by industry sector 

2. Include social media in the recruitment mix 
School brands have not yet mastered social media 
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3. Contact leads faster and more consistently 

Responding to students inquiries in the 
age of instant gratification takes 
sophistication and dedication. 
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Best Practice Advantage Industry Practice 

Speed-to-call 
 Calling  a  lead  within  60  seconds  increases  chances  of  
conversion  by  391%  

 Calling  a  lead  within  120  seconds  increases  your  
chances  of  conversion  by  over  2.8x  

 Only  1%  of  leads  get  called  in  the  first  
60  seconds  

 Only  4%  of  leads  get  called  in  the  first  
120  seconds  

Number of calls  Calling  a  lead  5-­‐6  8mes  gets  you  close  to  theore8cal  
maximum  possible  Contact  &  Conversion  Rates    48%  of  leads  never  get  a  2nd  call  

Time between call 
attempts 

 There  are  certain  specific  <me  periods  where  the  
chances  of  Contac8ng  and  Conver8ng  the  lead  are  
highest    

 Only  7%  of  all  leads  are  called  during  
those  8mes  

Lead creation time& 
day 

 Calling  a  lead  between  4  –  10  pm  has  a  41%beDer  
chance  of  conver8ng  (for  leads  called  within  30  mins)  

 Calling  a  Sat  lead  the  same  day  has  a  58%beDer  chance  
of  conver8ng  

 Only  11%  of  all  leads  get  called  between  
4  –  10  pm  (for  leads  called  within  30  
mins)  

 Only  32%  of  all  Sat  leads  get  called  on  
the  same  day  

Nurturing campaign 

 A  lead  that  goes  into  Nurture  status  has  a  54%beDer  
chance  of  conver8ng  if  it  is  sent  at  least  2-­‐4  nurture  
emails  

 The  effec8veness  of  nurture  emails  decreases  aLer  the  
4themail  

 75%of  all  leads  that  went  into  Nurture  
never  received  a  single  nurture  email  

Source: Leads360 Data 
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A lead contacted within 5 
minutes converts 22x 
more often than one 
contacted after 30 

minutes. 

- MIT/Kellogg Study 

Lead conversion is 
determined 57% by lead 
quality and 43% by sales 

process. 

- Leads360 Research 

For contactable leads, there is a 
93% chance of making contact 

after 6 attempts versus only 
39% on the first attempt.  

- Leads360 Research 

4. To recruit successfully, you must stress quality and process 
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5. Nurture every lead with relevant, personalized information at the right time 
Leads are prospective students not just data points with email addresses. 

12 

Dear Applicant, 

Thank you for applying to one of our 
career improvement programs.  Have 
you decided to enroll yet? 

You are invited to attend an open house 
at a campus near you.  Click here for 
dates and times in your area. 

JS 

(not personal) 

(not relevant) 

(not timely) 
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Dear John, 

I’m Mary Edwards, your enrollment 
counselor here Saint Leo University. We 
spoke on the phone yesterday.  

I’d like to invite you to attend an open 
house next month at our San Diego 
campus to see our campus and learn 
more about our Accounting Program 
that you applied to last week. 

(personal) 

(relevant) 

(timely) 

5. Nurture every lead with relevant, personalized information at the right time 
Leads are prospective students not just data points with email addresses. 
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  Evaluate current sales and marketing strengths and weaknesses 

  Decide on a co-sourced vs. in-house marketing approach, or a blend of 
both 

  Determine the blend of traditional and new marketing approaches that 
works best for your institution and your marketplace 

  Consider ways to work new lead sources effectively into your marketing 
mix 

  Incorporate competitive response plan that focuses on consumer 
experience 

Checklist for re-inventing the recruiting & enrollment management process 
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  Establish enrollment processes that motivate prospective students to 
graduate and beyond 

  Implement an automated solution for nurturing leads during the enrollment 
process to help increase conversion rate 

  Examine whether your lead management process is sufficiently transparent 
to provide insight into the quality of leads and their likelihood to convert 

  Implement a system that allows you to monitor the performance of all 
marketing sources and enrollment personnel 

(continued) 
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Brad Johnson 
Greenwood & Hall 
bjohnson@greenwoodhall.com 
Twitter: @greenwoodhall 

Jeff Solomon 
Leads360 
jeff@leads360.com 
Twitter: @leads360 

Questions?  

JS/BJ 16 


