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You have to increase starts by 
20% with no additional budget, 

how do you do it?
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Performance Improvers

1. Convert more prospects closest to enrollment
2. Nudge prospects down the funnel through marketing
3. Leverage your Website for More Leads
4. Better Google Ads ROI, AI & Innovations coming in 2025



Convert More of the 
Prospects Closest to 

Enrollment
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Quick wins on Converting More Prospects

- Convert the Unconverted
- Save more of your Cancels
- Admissions Best-Practices
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Admissions Best Practice Checklist
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Nudge Your 
Prospects Down the 

Funnel
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Understanding the Prospective 
Student Journey Online

Financing

Family & friends Reviews

Social review

Compare schools

Career outlook

Career research

Idealized Actual
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Enrollment Barriers

250,000 prospective students 
surveyed indicated the following 
as the most common barriers to 
enrollment:

1. Money
2. Uncertainty/Fear
3. Time
4. Life circumstances

Prospects can get stuck in the 
research loop for fear of making 
the wrong choice.
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Prospect Student Survey: Career Goals

35.62% of prospective 
students surveyed selected 
the response
“I want a better life for sure, 
I just have trouble 
imagining the details.”
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Why is “trouble imagining 
the details” so important 

for schools to know?
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Schools that reduce the effort associated with a task will 
reduce friction and increase inquiries.

Create shortcuts that help people make decisions faster.  

Some examples:

● Paint a picture of the career (remember their fear)
● Show how others have overcome barriers
● Highlight vital information and stats
● Provide ways to self-explore
● Be on next steps

Decision Design (Nudging)



Leverage Your 
Website (& LP’s)
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Time on Site vs. Organic Traffic 
Conversion Rate

Time on Site 
(minutes) Allied Health Online College IT College Beauty College

<1 0.66% 1.20% 0.52% 0.91%

1-2 4.18% 13.19% 7.00% 14.31%

2-4 8.62% 16.91% 11.37% 11.58%

Medical & 
Massage

0.23%

7.85%

12.43%

4-7 12.53% 21.28% 11.52% 13.51% 10.98%

7-10 14.81% 23.26% 12.40% 12.88% 14.54%
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Conversion Elements to Close the Gaps 

Geography Success Stories Forms

Value Proposition Certifications Content Hyperlinks

Clarity Credibility Calls To Action

Story Arc Stats Questionnaires

Navigation Contact / Locations CTAs & Explorer Stage

Engagement Funnels



enrollmentresources.com



enrollmentresources.com

* 2268 prospects from multi-campus vocational 
college in western and southern USA

Likelihood to Enroll By Engagement Stage*
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Clarity Map - Where, What & Why

Clarity
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COMMON CONTENT MISTAKES

● School vs prospect

● No clear content breaks

● Clarity on next steps

The role of content is to lighten the load of already tapped mental 
resources. 

Give them clear steps, and answer their why, and you’ll help them gain 
clarity on making a decision to move forward.

Clarity
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Graphic Test

Clarity
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Graphic Test Results

Clarity
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Landing Page Content Test:  
School vs Prospect

Clarity
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Landing Page Content Test Results

Financial Implications
Assuming 100 leads/month previous, 7% enrollment rate 

& $12,000 average tuition, yearly revenue increase:

$547,041
Clarity
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CREDIBILITY ELEMENTS
MACRO trust indicators::

● Testimonials and reviews

● 3rd party accreditation / memberships

● 3rd party endorsement

MICRO trust indicator that are equally influential:

● Phone and address

● Page speed

● Numbers and stats

Credibility
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Behavioral Science and Credibility

Social Proof

● Well-established behavioural 

science principle

● People look to others' actions 

to determine their own

Credibility

● Bandwagon Effect
People adopt certain beliefs 
because they see others doing 
the same

● Authority Bias
Inclination to believe the 
opinions of perceived authority 
figures
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Social Proof in Digital Marketing
Research Findings

● 83% of customers trust reviews and ratings more than advertising (StatusLabs, 2019)

● A one star increase in a product’s star rating can increase sales by 7-9% (Harvard 
Business School, 2016)

● The average consumer reads 10 reviews before feeling able to trust a business 
(BrightLocal, 2024)

Credibility
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Testimonial Section Test

Credibility
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Testimonial Section Test Results

Financial Implications
Assuming 100 leads/month previous, 7% enrollment 

rate & $12,000 average tuition, yearly revenue increase:

$117,633
Credibility
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Call to Action Language Test

Call to Action
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CTA Language Test Results

Financial Implications
Assuming 100 leads/month previous, 7% enrollment rate 

& $12,000 average tuition, yearly revenue increase:

$104,428
Call to Action
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CTA’S - Calls To Action Gaps

● Not using prospect language (why should I fill out the form?)

● Missing next steps / what they will get

● CTA doesn’t match the need or explorer stage

● Overlooking CTA content opportunities

Call to Action
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Career Quiz CTA Test

Call to Action
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Career Quiz CTA Test Results

Financial Implications
Assuming 100 leads/month previous, 7% enrollment rate & 

$12,000 average tuition, yearly revenue increase:

$695,419
Call to Action
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Sticky CTA Footer Test

Call to Action
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Sticky CTA Footer Test Results

Financial Implications
Assuming 100 leads/month previous, 7% 

enrollment rate & $12,000 average tuition, yearly 
revenue increase:

$431,121
(using avg. improvement of 42.77%)

Call to Action



Innovations Coming 
in 2025
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Virtual Adviser Lenses
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DATA INPUT
- Career Readiness Quiz 

- Forms
- Google Analytics

- Google Ads
- Admissions interviews

- Inbound inquiry 
recordings

Enrollment Resources AI Strategy

VA LENSES
Organizes data into a 

comprehensive 
understanding of 

your prospects and is 
used to “train” AI

AI OUTPUT
Generates:

- Emails 
- Ads 

- Blog posts
- Admissions scripts

- Sales sheets
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AI Generated LP 
in seconds
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Google Ads Conversion Rates 2019 - 2024
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Google Ads Cost Per Lead Trend 2019 - 2024
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Paid Search AI LP Test Results - Q1/2 2024

Conversions Cost/conv Conv.rate

OFFICE +100% -35% +67%

AUTOMOTIVE +20% -14% +11%

MA +107% -43% +88%
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What’s Next?

● “Trained” AI 
tools specific to 
your school

● Informed by 
your prospects 
insights

● Help Marketing 
& Admissions 
team win
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FREE Website Audit

Personalized 30 minute 
session where you’ll learn:

● How to increase 
engagement &  leads

● Create more qualified 
leads

● Systems to streamline 
your marketing 
performance

Thank You for Attending!

Visit Us at Booth 19 or enrollmentresources.com/web


