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Introduction

About Enrollment Resources

. Over 20 years in career education

. Works with 130+ school systems in North
America

. Scientific A/B testing to prove best practices
. Full funnel: from lead to enrollment

. Powered by the Virtual Adviser platform

www.enrollmentresources.com

About Me — Sterling Simpson

14 years helping school owners optimize
marketing & admissions

20 years of expertise in SEO, CRO & PPC
29 years in sales & admissions



Why Schools Lose Enrollments

Many schools lose enroliments without realizing where or why.

*  Your website may be turning away students you already paid to attract
* Your admissions process may have invisible leakage points

+  Small inefficiencies compound into massive revenue loss

*  Most schools have never done a systematic audit of their full funnel

+ Today: a practical framework to diagnose problems and prioritize fixes

www.enrollmentresources.com



The Enrollment Funnel: Where Leakage Happens

Every stage is an opportunity to lose — or save — enrollments.

Website
Visitor

Inquiry /
Lead

Contacted
Prospect

Appointment
Show

Application varies

0 Today we'll audit each stage — and you'll leave with a checklist to find YOUR leakage points.



Website &
Marketing Audit



What is Conversion Rate Optimization?

The systematic process of testing website elements to increase the percentage of visitors who take action.

A More From Existing Traffic Q Test, Don't Guess

You're already paying for visitors — CRO makes

Let real visitor behavior tell you what works
sure more convert

@ Clicks to Enroliments O Small Changes, Big Impact

Simple optimizations can increase inquiries 20-

CRO moves visitors from curious to committed 50
0

www.enrollmentresources.com



Audit Point: Your Headlines

The average visitor spends 4 seconds deciding if your site is right for them.

Let the student qualify you in 4 seconds:
(o)
O WHAT you do Programs offered / type of school ° 0

O WHERE you are City, State — right geo-region for me? Increase from a single
headline change

O WHY go here Benefits, outcomes, what makes you unique
"Become Lymphedema

Certified in 11 Days"

Inspirational headlines HURT conversion — they give students nothing
to qualify you on.

"Your Future is Now" | "Take the Next Step to a Bright Future" | "Your Journey Starts Here"

www.enrollmentresources.com



What a Good Headline Looks Like

Your headline should let the student qualify you in 4 seconds:

Q "Get the skills to be a [Program], in [City/State]
in as little as [X] Months."

I "Get the skills to be a [Program]" o Right program for me?
"in [City/State]" -
I “in as little as [X] Months" =» Benefit / feature to add value

@ Students are looking for information, not inspiration. Give them what they need above the fold.



Audit Point: Your Calls to Action

Not all CTAs are created equal. We tested image-based vs. contextual CTAs.

Image-Based CTAs Contextual CTAs
9 16%
+31% +16%
Eye-catching visual banners Text links within content
. High-visibility placement . Relevant to surrounding copy
. Strong color contrast . Feel more natural

Audit question: Are your CTAs visible, compelling, and tested?

www.enrollmentresources.com



Audit Point: Your Forms

. Be easy to find . Be hard to find

. Be above the fold . Have a generic CTA (Contact/Inquire)

. Be specific about why to fill them out . Provide no reason to fill it

. Have an actionable CTA . Dont set expectations (Button says Submit)
. Set expectations in the button . Difficult to fill out or too many fields

J Poor formatting

Improving forms is one of the easiest ways to

improve conversion

www.enrollmentresources.com



Audit Point: Your Photography

We tested stock photography vs. authentic campus photos.

104.49%

increase when using real campus photography vs. stock
images

www.enrollmentresources.com

Real students, authentic settings
Campus and classroom shots

Diversity reflecting your student
body

High quality, not overly staged




Which Test Won? Form Headlines

We tested 4 different form headlines. Which one improved conversion by 40.18%7

Become Lymphedema Certified

A Request More Information
au I in 11 Days
Start Your New Career in ) Learn More About Our
Lymphedema Therapy Certification Program

Why? It tells the student WHAT (lymphedema certification), HOW LONG (11 days) — qualifying info, not

generic language.




Which Test Won? CTA Approach

A career school tested adding a Career Quiz CTA vs. their standard "Request Info" form.

A: Standard "Request Info"

. Traditional form: Name, Email, Phone . Interactive quiz: "Is this career right for me?"
. Generic CTA button . Gives student something valuable

. No value exchange for the student . Student self-qualifies through answers

. Student gives info, gets nothing back . Collects enriched data for admissions

B wins — Career Quiz CTA improved conversion by 109.2%




Audit Point: Mobile & Above the Fold

Every inch above the fold is the most valuable real estate on your website.

Above the Fold Checklist

Q Information-rich headline (What, Where, Why)
Clear value proposition

Visible call-to-action

Authentic photography

No huge images, sliders, or animations wasting
space

Q000

Mobile Experience

Majority of students browse on phones
Every second of delay costs inquiries
Buttons large enough to tap easily
Forms must be mobile-optimized

Click-to-call phone numbers

Toolbar optimization case study: 47.33% weighted average improvement



The 13 Conversion Elements

Every high-converting school website uses these:

1 2 3 4 5
Geography Clarity Credibility Value Proposition Calls To Action
6 7 8 9 10
Forms Success Stories Certifications Stats Story Arc
H Ll L Questionnaires 2 Navigation
Hyperlinks )

How many is your school using?

www.enrollmentresources.com



Lead Quality Audit



The Average Lead vs. An Enriched Lead

THE AVERAGE LEAD — 4 fields

Name Email Phone Program

THE ENRICHED LEAD — what your admissions team actually needs

Personali rren
ersonality Barriers (T Pain Points

Motivations Goals K .
Style Situation

Q Multi-step forms collect this data progressively — 31% of inquiries book a tour right off the form.

www.enrolimerntresources.coim



"But Won't More Fields Lower My Conversion?"

This is the #1 objection. And it's valid — if you do it wrong.

The Wrong Way The Right Way

. Add 10+ fields to a single long form . Step 1: Short form — Name, Email, Phone, Program

. Require information before giving value . Step 2+: Optional — student goes as far as they want

. Ask sensitive questions upfront (finances, GPA) . Use engagement tools AFTER the lead is captured

. One form = one chance to capture everything . Career quizzes, readiness assessments, video
content

. Result: high abandonment, fewer leads
. Result: same lead volume + enriched data on top

The key: capture the lead FIRST with a short form, THEN enrich through engagement. Never gate the initial
- conversion.



How Enrichment Works Without Killing Conversion

Step 3

Step 1 Step 2 h Step 4
Short Form Career Quiz ieihie Tour Bookin
Report g
= = =
Name, Email, Motivations, Personality, Committed,
Phone, Program Goals, Barriers Situation, Timing Scheduled

The potential student goes as far as they want. You never lose the lead.

31%

y enroll when of inquiries book a tour
enrichment process right off the multi-step form




Audit Point: Thank-You Pages & Autoresponders

Your two chances to set expectations before the first call:

| ' Affirmation & Excitement Make them feel good about inquiring

1 —
| ;= Clear Next Steps Tell them specifically what happens next
| ‘. Phone Number Add urgency with a direct contact option
| ;: Personalized Content Customize to the greatest extent possible

| @ Secondary CTA Keep them engaged and off competitors' sites

www.enrollmentresources.com



Admissions
Process Audit



Know Your 6 KPIs

You can't audit what you don't measure.

Lead Contact Rate Appointment Set Rate Appointment Show Rate
% of inquiries — prospects % who set an appointment % who actually show
Application Rate Enrollment Rate Start Rate
% of shows who apply % who complete FA & accept % who actually start

www.enrollmentresources.com




Audit Point: Speed to Contact

The first call should be made within ONE MINUTE.

700% 70% 50%

Increase in contact rate of students enroll with of prospects are
calling in first minute the FIRST school that calls shopping 2+ schools

www.enrollmentresources.com



Audit Point: Contact Rate & Inbound Calls

Contact Rate Benchmarks

50% self-generated leads

aggregated leads

decline when calls go to voicemail

Why is contact rate only 50%?

. Competition got them first

. Fleeting intent

. Thank-you page didn't set expectations

. Weak voicemails and emails didn't compel them to answer

www.enrollmentresources.com



Audit Point: Appointment Show Rate

70% 80%-90%

In-person show rate Virtual show rate
30% no-show 10%-20% no-show

Every show is worth hundreds, if not thousands, of dollars. Are you doing everything to maximize show
- rate?

Quick wins: Video email intro, morning-of confirmation call, text 1hr before, coffee offer, calendar invite.

www.enrollmentresources.com




How to Improve Your Show Rate

Every show is worth hundreds, if not thousands, of dollars. Here's how to protect them:

Before the Appointment Day Of the Appointment

. Ask what may prevent them from showing
. Ask what is the MOST important thing they need to learn
. Add to Agenda and Invite

. Give them a customized agenda selling WHY to show

. Send a calendar invite & make sure it's accepted

. Send a video email introducing yourself (you're now a
human!)

. Introduce the Student Ambassador they'll meet

(Bonus)

. If any question about transportation - get them an Uber

. Ask what coffee they like; tell them you'll have one ready

wwrw. enrollmentresources.com

. If no reply to Agenda Email: Call morning to confirm or
reschedule
. Text 1 hour before: "Grabbing your coffee now!"

. Have their name visible when they arrive

Offer a Virtual Option

Virtual show rate is 80-90% vs. 70% in-person. Parents &
partners can join. Easier scheduling. More personal than phone.




Retention &
Starts Audit



The Value of Saving Starts

Every enrolilment that hasn't started has more value than other potential students.

You've already spent the marketing money, admissions time, and resources to enroll them.

Goal: 95%+

Lower wash from 10%
to 5% or less

Average start rate
10% of enrollments wash

www.enrollmentresources.com



Keeping Enrolled Students Until Start

Engagement Tactics

. Ask about anything preventing them from starting
. Create a 2-way communication agreement

. Weekly texts/emails with value-added content

. Weekly LIVE interactive video classes (Zoom)

. Introduce them to a Student Ambassador

e Send success stories and grad testimonials

www.enrollmentresources.com

Survey at Every Stage

. Post Tour / Missed Tour

. Post FA / Post Enroliment

. First Week / Half-Way

. Post Grad / 90 Days/ 1 Year

. Mine for testimonials & reviews
. Indetify Rentention Risks

. Recruit student ambassadors



Your Audit
Framework



The Enrollment Audit Checklist

D Headlines tested? D Collecting beyond 4 fields? D Speed to contact < 1 min? D Er?gsgggrr:e”rr:’:gnt

D CTAs visible & optimized? D Multi-step forms? D Contact rate tracked? D Surveying at every stage?
D Forms simplified? D Enrichment data captured? D gggzt,f & sequences in D Start rate > 95%7?

D Real photography? D Show rate optimized?

D Mobile-friendly?

www.enrollmentresources.com



Key Takeaways

Your website is your #1 marketing asset — audit it as a funnel, not a brochure

Small, data-driven changes (headlines, CTAs, forms, photos) produce 20-100%+ lifts

Lead quality matters as much as quantity — enriched leads give admissions a massive edge

Speed to contact and process consistency are the biggest admissions leakage points

Protecting enrolled students until start is the highest-ROI activity you can do

www.enrollmentresources.com



2Enrollment
Resources

Get a Free Enrollment Audit

Personalized 30-minute session where you'll learn:

*  Where your enroliment funnel is leaking

*  Quick wins to increase inquiries and enroliments

 How to streamline your marketing & admissions
systems

Sterling Simpson | VP of Business Development | Enrollment Resources
(778) 977-0037 | www.enrollmentresources.com

DEAC Centennial Conference 2026
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