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Always Be Converting!

How to capture leads and turn general interest into NEW FAMILIES: 

1. Capture prospective family info (leads) 

2. Record data on shared document 

3. Follow up, follow up, follow up!

4. Give impactful school tours 

5. Register new families! 



Why Capture/Track Prospective Family Info?

Reviewing data helps plan for the future 

Prospective families reached 

(Leads)

Number of touchpoints

Tours given

REGISTRANTS!



Capturing Prospective Family Info

Where? EVERYWHERE!

V Open Houses

V Sports or summer camps

V School fairs

V Masses

V School events

V Walk-ins

V Referrals from current 

families

V Social media lead ads

V Telephone inquires

V Farmers markets

V Block parties 

V Summer festivals 

V Parades 

TIPS!

School web page should have a 

prospective inquiry form 

embedded into the page. 

---

Have prospective sheets for 

walk-ins or phone inquiries.    



Why Capture/Track Prospective Family Info?

Shared doc provides visibility for enrollment team 

School 

secretary 

Enrollment Team

Full access to edit and 
track progress

Input data from phone 

calls/inquiries



Record data on shared document 

Embed an interest form into your website to capture data

Example: St. Ann Catholic School, Lansing

**Your MEM can help get this set up at your school!**

Data is automatically organized via Google Sheet 

Example: Sample Prospective Family Form (Responses)

• Cuts down on paper notes - everyone has access to the same 

information 

• Allows tracking of follow up activity

https://stannschoollansing.org/interest-form/
https://docs.google.com/spreadsheets/d/1tp3JJu88gay5qWdMgHbppDUfcwUxpNxIcFK06KSDkCg/edit#gid=300184846


The Importance of Follow Up

Multiple touchpoints – phone calls alone aren’t going to cut it!

• Use a mixture of digital and hard copy communications 

→ Initial email, follow up phone call, follow up letter/flyer, etc. 

• Make it personal!

→ Use mail merge to personalize your letters and emails 

• Stay top of mind 

→ Send regular email blasts to reinforce value of school 

• Loop in others in the school

→ Letter/email from a faculty member principal phone call, etc. 

“Following a schedule and maximizing the value of each contact 

will decrease the time, effort and total cost of each sale”
- Dennis Payne, President of the MBMA marketing agency



Sample Follow-Up Plan

Schedule your follow-up and stick to that schedule!

1. Interest form submitted on website

2. Parent is emailed or called by the school, tour is scheduled

3. Tour is conducted

4. Within 24 hours of tour: Follow-up “forgot to mention” email

5. Within 24 hours of tour: Follow-up letters sent to parent and student

6. One week after tour: Letter or phone call from faculty or current 

parent and/or child-to-child postcard

7. As needed: Open house email or phone call

8. As needed: Financial aid reminder

9. As needed: Registration date reminder

10. As needed: Invitation to school event or celebration



“Forgot to Mention” Email

Find (or save) a reason to email the parent following their visit:

Hi Joan! I wanted to write a quick note to thank you again for visiting our 

school yesterday. It was a delight to meet you, your husband, and 

especially Julian. It is clear to me that he would be a great fit in Mrs. 

Sullivanôs classroom. 

Also, after you left, I remembered something I wanted to tell you. You 

mentioned that Julian is strong in science but has struggled at times in 

math. I forgot to mention that our math teacher, Ms. Martinez, received 

an award last year for innovative math education that came with a small 

grant. She used this grant to purchase manipulatives and materials 

which I believe would be ideal learning tools for students like Juliané



Follow-Up Letters to Parents and Students

Sample letters are available on the OCS Resource Portal



Getting the most out of your tours 

→ ASK QUESTIONS FIRST ←

Understanding prospective families motivation for making a change will 

tell you how to build your touré

V Who is transferring/enrolling? 

V What grades are they interested? 

V Where are they coming from?

V WHY are they leaving? –likely the most important question!

V When are they interested in enrolling/attending? 



Tips for a Great Tour 

Modify tour to meet the needs of the family –bullying, academic issues, 

moving, large classes, etc. 

Schedule tour during bustling times to show off your school’s activity 

Ideally begin in the interested grade level

Use long term language (especially for PreK!) –assume they will attend 

until graduation: “in the 11 years your child is with us…” 

Set base level expectations with staff on how to react when visitors 

come for tours. (faculty meeting or message from Principal) 

Follow up. Follow up! FOLLOW UP! –hand written thank you notes are 

best but at least send an email  



Top Notch Tour Content 

• Know basics about each grade level 

• What can families expect to get out of each grade? 

• ñAt the end of 3rdgrade your child will know how to ____ò

• Stay up to date with current activities by grade level

• Read weekly newsletter to know the general goings on in the 

school

• Attend faculty meetings 

• Request 5 mins at each meeting for update requests and 

schedule) 



Summer Tour Ideas 

How do you present the vibrancy of the school in the summer without 

any students? 

1. Take classroom photos during the school year while they are set & 

use to create a virtual tour or keep prints in a binder to show what 

each classroom would look like 

2. Post photos of teacher and classroom 

outside each room with a teacher/grade 

level profile 

3. Make a video of students highlighting their 

favorite things about your school and play 

before or after the tour 



The OCS Resource Portal:  bit.ly/OCSResourcePortal

http://bit.ly/OCSResourcePortal
http://bit.ly/OCSResourcePortal


• Kurt Lewis

Director of Enrollment Marketing

klewis@archchicago.org

• Katie Walleck 

Marketing and Enrollment Manager, Vicariates 1 and 2

kwalleck@archchicago.org

• Maura Daly

Marketing and Enrollment Manager, Vicariates 3 and 4

mdaly@archchicago.org

• Felicia Horton

Marketing and Enrollment Manager, Vicariates 5 and 6

fhorton@archchicago.org

• Dolores Alvarado

Marketing and Enrollment Manager, Turnaround Schools NW

dalvarado@archchicago.org

• Debbie Campos

Marketing and Enrollment Manager, Turnaround Schools SE

dcampos@archchicago.org

Meet Your Enrollment Marketing Team
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•Clare Sullivan

Director of Scholarships

csullivan@archchicago.org

•Sean Murdock

Finance & Analytics Director

smurdock@archchicago.org

•Bob Hudzik

Finance Consultant

rohudzik@archchicago.org 

•Kurt Lewis

Director of Enrollment Marketing 

klewis@archchicago.org

Thank you!

•Jason Yoshimura

Vicariate Finance Manager, Vic. I and II

jyoshimura@archchicago.org

•Brian Collins

Vicariate Finance Manager, Vic. III and IV

bricollins@archchicago.org

•Patricia Bruhn

Director of Turnaround Operations, Team 1

pbruhn@archchicago.org 

•Christina Tomaso

Director of Turnaround Operations, Team 3

ctomaso@archchicago.org 
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Critical Contacts within the Office of Catholic Schools
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