
The Enrollment Whisperers: 

Secrets of High-Performance Admissions Teams



Student Journey Mapping

Improve Top of funnel 
quality and experience 

Goal

Create more enrollments 
with no additional marketing 

spend



The Student Journey Funnel 



The 8th wonder of the world



Branding - Impressions

Marketing

Experience — A motivated team that 

aligned with the culture will create a 

great experience

Share Opportunity — Don’t just ask for 

referrals but share the opportunity

Transactional vs Transformational —

Big difference between a transactional 

experience vs transformational

Admissions



Branding - Impressions

Geotargted Display Ad

Regional Landing Page Consistent Email

Social Ads 

*Key: Consistent Experience



Engagement -Clicks

Secrets to Boost Ad Performance

• Attention grabbing — Cut through the noise. In a sea of content, stand out or get scrolled past

• Emotional connection — Trigger feelings, drive action. People buy on emotion, justify with logic

• Message retention — Stick in their minds. Great visuals make your message unforgettable

• Brand recognition — Build familiarity fast. Consistent, quality creatives burn your brand into memory

It’s not always what you think. The Student is the hero of the story….not you or your team.



Engagement - Clicks

● $0.98 CPC

● 1.71% CTR

● 5.3% CVR

● $0.30 CPC

● 2.84% CTR

● 8% CVR

Which CTA is more impactful? 
Who came up with the idea?

Key: Always Test and Measure
It’s not always what you think

Performance Performance

We changed the 
CTA and saw a 

3.5% CTR
9.6% CVR



Conversion - Leads

Improving Conversions – Leads
Admissions

• Qualified Candidates— Who are they? 
Understand what a successful student looks like

• Student First— Put students' interest first. 
Understand their motivations.

• Information— Are we giving them all of the 
information? 

• Asking the Right Questions— Are we asking the 
right questions?



Data Driven Decisioning

Even the most relevant Keywords may be costing 
you. 

Details Matter

● Analyze your most relevant 

searches for performance

● Balance expensive keywords and 

track back to enrolls

● Work with your team and review 

terms with admissions



Data Driven Decisioning

How is this schools SEO doing? 
Quality over Quantity

• New Website

• 30% decline in traffic

• Many blog pages driving non-

relevant traffic

• Pages with old programs and 

posts

• 10%+ increase in qualified SEO 

leads 

New Site Launch



Conversion - Leads

Heat map of enrollments Sometimes it’s not what you 
think

Ie. The Perfect Zip Code: 

Admissions gave us insight into why a 
perfect Zip Code was not so perfect.



Contacts – Qualified Applicants

Marketing Admissions

• Interdepartmental Relationships —
Important for engagement

• Stitch in Process — What teams are getting 
involved

• New Experience — Many students have no 
clue and are intimidated. Realize this.



Mapping the Student Journey 



Enrolls

Admissions

• Team Culture — Important for engagement

• Empathy — Understand what your team 
and prospects may be going through

• Education — Alignment on programs and 
opportunities

Marketing



Starts 

Admissions

• Relationships — Key to having successful 
outcomes

• Process — Do they understand the process

• Nurture— Spend time with students

Marketing



Keys for High Performing Teams

● Admissions Team – Building 

Relationships
● Cultivating culture of 

continuous improvement 

○ Change will happen
○ Learning how to Adapt

● Actionable strategies and 
tactical insights

● Overall outcomes – Higher 

conversion rates

Overcoming 
Hurdles

● Remove Obstacles

○ Key to Leadership
● Mindset 
● Anticipate Challenges 

● Who are your partners 
○ Ongoing Training 

Development
○ Conflict Resolution

● Losing and Winning



The 8th wonder of the world



Thanks! 
Contact Info: 

Rustam - rustam@rgiconsulting.net

Samuel - sthomas@aviationmaintenance.edu

All information, strategy and messaging contained and included within this presentation is the sole and complete property of RGI and AIM. Any execution or use of this 

information without the authorization or permission of RGI and AIM  is an infringement and violation of proprietary and confidential contained, arranged and owned in this 

presentation by RGI and AIM. 

mailto:rustam@rgiconsulting.net
mailto:sthomas@aviationmaintenance.edu
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