
Archdiocesan Marketing 

Enrollment Network 

 
How to Lose a Prospective Family in 

5 Minutes (Or Less!) 

 



What’s AMEN? 

• Community of learners 

 

• Workshops featuring experts 

 

• Sharing best ideas, innovations and resources 

 

• Networking 



Resources 

• Portal: http://ocs.archchicago.org 
– Marketing and Enrollment 
– Advancement Services 

 
• Maria Ippolito (mdidonato@archchicago.org) 

Sarah McNulty (smcnulty@archchicago.org) 
Ryan Blackburn (rblackburn@archchicago.org) 
Mary J. Foley (FoleyMaryJ@aol.com) 
Sara Staral (sstaral@bigshouldersfund.org) 
John Moran (jmoran@bigshouldersfund.org) 

 
• Enrollment Management Framework and Planning Template 

 
• Parent Ambassador Program 

 
 
 

http://ocs.archchicago.org/


– YOU 

– Principal 

– Pastor 

– Faculty 

– Parent(s) 

– Receptionist 

– Board/Committee? 

– Staff – Marketing/Admissions? 

 

Who’s On Your Enrollment Team? 

Do They Know It?  Do They Own It? 



MORE KIDS IN  
GREAT CATHOLIC SCHOOLS 

Goal for 2011-2012 



VOctober 13:    Website Makeover Via  
   Your Value Proposition  

VDecember 8:   Proving Catholic School Success 

• February 16:    How to Lose a Prospective  
   Family in 5 Minutes 

• April 13:    Paying Attention to Retention 

AMEN Sessions in 2010-2011 



Enrollment Management Framework 

Marketing 

i.e., Building interest in 
enrolling in the schools 

New Family Sales 

i.e., Getting new 
families to enroll 

Retention Sales 

i.e., Getting existing 
families to re-enroll 

• For More Details See Entire Framework and Accompanying Tools at the 
OCS Portal: http://ocs.archchicago.org (Marketing & Enrollment Page) 

 
 

How to Lose a Prospective Family in 5 Minutes 

http://ocs.archchicago.org/


Those First 5 Minutes Include… 

• Marketing Messages Seen by Prospective Families 
(Whether We Know It or Not) 

• How We Handle Every Interaction 

• Initial Phone Call or Conversation 

• Initial Visit 

• First Financial Aid Conversation 



Marketing Messages Seen by 

Prospective Families 

Web Sites 

Flyers & 

Brochures 

Parish 

Bulletins 

Materials We Do Control  

School 

Exterior 



Marketing Messages Seen by 

Prospective Families (cont.) 

Private Rating 

Agencies / Sites 

Materials We Don’t Control  

Parent Testimonials 

(Good & Bad, 

Formal & Informal) 

Kid Testimonials 

(Good & Bad) 

Extra Credit – This is  

Where We Can Lose  

Them in Less than a Minute,  

Often Before We Know They Even Exist! 



What are Families Looking For? 

How Do We Lose Families at This Point? 

Marketing Messages Seen by 

Prospective Families (cont.) 

• Culture, Content – “What will my child experience?” 

• Clear Professionalism (Tone, Language, Grammar, Spelling) 

• Easily Accessible and Informative Web Site 

• Personalization Where Appropriate 

• Somewhere Between Second-Rate and Ritzy … May Differ by Community 

• “I thought there was a Catholic school there, but I can‟t find it on Google.” 

• “This doesn‟t tell me anything about why my child should go there.” 

• “Whoever posted „Good school, good students‟ [on greatschools.com] must 

be at some other St. XYZ School” 

• “If this school can‟t spell correctly, will they really teach my child well?” 

• “Somehow I never felt like they were speaking to me.” 

• “They want me to pay for that junky-looking brochure?” or 

“Wow, I could never afford that place!” 



Best Practices 

Marketing Messages Seen by 

Prospective Families (cont.) 

• Provide Clear and Compelling Value Proposition … Always! 

• Proofread for Tone, Grammar, Spelling; Have an Outsider Review Materials 

• Review Tone & Message with Parent Ambassadors 

• Control as Many Messages as Possible, and Include Who We Are, What We 

Offer, Where We Are, Why They Should Enroll, and When/How to Enroll 

• Monitor External Rating Sites and Proactively Solicit Positive Reviews 

• Use Teachers & Parent Ambassadors as Early Warning Systems 

• Deal with Real and Perceived Issues 

•   

•   

•   

•   

•   



How We Handle Every Interaction 

What Image & Message 

Do We Convey? 

Are We Attracting or  

Repelling Current and 

Prospective Families? 



What are Families Looking For? 

How Do We Lose Families at This Point? 

• A Relationship 

• Friendliness (& Godliness Given that We‟re Catholic Schools)  

• Professionalism 

• Positive Resolution to Questions & Issues… 

or at a Minimum Some Resolution That‟s Logical and Sensitive to the Situation 

• “All I asked for was … and she …” 

• “They didn‟t seem all that happy to hear from me.” 

•  “They made me feel like I was doing them a favor.” 

• “I asked for this 3 months ago and still haven‟t received it.” 

• “Sometimes I just don‟t feel welcomed.” 

 

How We Handle Every Interaction (cont.) 



Best Practices 

• Consistently Living Up to the Standards of Service and Professionalism 

• Utilize a Standard Greeting that‟s Professional and Personable 

• Ensuring Ownership for Responding to Questions and Issues 

• Ensuring that Families Interact with Knowledgeable Staff 

• Using FAQs to Deal with Questions, and Ensuring that Appropriate 

Responder Handles More Difficult Questions and Issues 

• Deal with Real and Perceived Issues 

How We Handle Every Interaction (cont.) 

•   

•   

•   

•   

•   



Initial Phone Call or Conversation 

Hands-On Exercise –  

What Happens When Someone 

Calls Our Schools Today? 

1. Exchange School Phone Numbers with a Neighbor Who is Not From Your School 

2. Call that Person‟s School on Your Cell Phone 

3. Ask About Getting Enrollment Information 

4. Listen for Tone, Helpfulness, Cues that the School Will Follow Up, etc. 

Friendly? • Enthusiastic? • Responsive? • Qualified? • Communicative? • Invite on Tour? 

5. If Asked, Give the School Your Address and Thank Them as You End the Call 

6. We‟ll Discuss What You Heard and Felt as a Group 



What are Families Looking For? 

How Do We Lose Families at This Point? 

• The Family is Seeking Information on Affordability and Value 

• An Invitation to Join the School Community – Both Overt and Implied 

(e.g., Meeting Family Needs for Tour Arrangements) 

• The Best Environment for their Child(ren) 

• Responsiveness … This is a Big Decision for Many Families 

• “$4,000?  We can‟t afford $4,000!” 

• “They sounded defensive and only talked about the tuition and fees.  I 

wanted to hear about the school.” 

• “I know that preschool slots fill up quickly, but when I called they told me 

they weren‟t ready to register for next year.” 

• “They don‟t have room in my son‟s grade.” 

• “I wanted a tour but they only do them on Monday 

mornings at 9 am –am I supposed to take off from work?” 

• “I‟ve called every day since mid-July and there‟s never 

an answer, and nobody returns my calls.” 

 

Initial Phone Call or Conversation (cont.) 



Best Practices 

• Ensuring that Response Time Standards are Adhered To, Throughout the Year  

• We Enroll People Who Visit … Imperative to Get Families in the Door  

• Ensure Readiness for New Registrations Throughout the Year 

• State Tuition on Relevant Basis and Emphasize Financial Aid Availability 

• Reiterate Value Proposition  

• Refer More Difficult Conversations to Appropriate Party 

(e.g., Could Principal Refer Family to Neighboring School if 2nd Grade is Full?) 

• Don‟t Assume the Worst … Everyone Asks “How Much Does it Cost?” 

Initial Phone Call or Conversation (cont.) 

•   

•   

•   

•   

•   



Initial Visit 

“Where will my little 

princess go to school?” 

“I want to send her to a 

place like this (especially 

if I have to pay $4,000).” 

“But do I see your school 

looking like this?” 



What are Families Looking For? 

How Do We Lose Families at This Point? 

• An Environment in Which Their Beloved Child Will Learn and Be Happy 

• You … Is it Easy to Find You?  Is the Entrance Process Secure? 

• Atmosphere (e.g., Love, Peace, Order, Cleanliness, Learning Intensity, etc.) 

• Cultural Appropriateness … i.e., “Can I See This As an Extension of Home?” 

• An Informed and Engaged Tour Host(s); Interaction with Leader if Possible 

• “I walked in the door and the noise/dirt/clutter/smell was overwhelming.” 

• “I tried to find my way in but it was so confusing.  I finally tripped across this 

non-descript back door – I can‟t believe that‟s the entrance!” 

• “The Principal was out of the building and nobody seemed to know what to 

do with me.” 

• “I could never imagine my little princess being happy here.” 

•  “I felt like a real estate agent was trying to sell me a 

house – all I saw is room after room.” 

Initial Visit (cont.) 



Best Practices 

• Ensure that Entrance is Clearly Marked and Lit; Ensure that Entry Procedure 

Conveys Security and Friendliness  

• Have Objective Observer Walk Through and Communicate What They See; 

Deal with Any Issues 

• Create a Purposeful Tour Plan that Reinforces Value Proposition; Ensure that 

Everyone from Secretary to Teachers Understands Their Role 

• Create a Contingency Plan for When Principal is Out of the Building – Who 

is Best Tour Host? 

• Provide Tour Options that Serve Families‟ Needs 

• Utilize Questions to Both Demonstrate Interest in the 

Family and Also Provide Insight into Needs/Situation 

Initial Visit (cont.) 

•   

•   

•   

•   

•   



First Financial Aid Conversation 

“Is there any way  

that you can help me  

afford to send my child(ren) 

to your school? 



What are Families Looking For? 

How Do We Lose Families at This Point? 

• Well…an affordable price 

• A clear and honest response 

• Service that is dignified, individualized, objective,  and confidential 

• Understanding how aid is determined 

 

 

• “We don‟t offer any assistance…” 

• “We have a very small pool of support, and it‟s unlikely you would qualify.” 

•  “We don‟t offer aid to new families” 

• “Why should I apply when I know I‟ll be rejected (granted no aid)” 

• “We only offer support to parishioners” 

 

First Financial Aid Conversation (cont.) 



Best Practices 

• Personal conversations 

• Clear and consistent responses by staff, or knowing exactly who to refer to 

• Point out difference between total cost to educate and tuition cost 

• External rating service to measure need on a confidential basis 

• Raise money to support financial aid 

• Consider fill-the-airplane pricing, recognizing that  

our schools are 95% fixed cost 

 

First Financial Aid Conversation (cont.) 

•   

•   

•   

•   

•   



THANK YOU! 


