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About Stamats 

Research, Planning, and 
Consulting 

■ Brand clarification and development 

■ Image and perception studies 

■ Recruiting and marketing 
assessments, plans, and counsel 

■ Tuition pricing elasticity and brand 
value studies 

Strategic Creative 

■ Institutional, admission, and 
advancement websites 

■ Mobile and social media solutions 

■ Recruiting and advancement 
campaigns and publications 

■ Virtual and experiential tours 

■ Full-media advertising campaigns 

 

 

 

Stamats is recognized and respected as the 

nation’s higher education integrated-marketing 

thought leader. Our comprehensive array of 

innovative services has set the standard for 

pairing insightful, research-based strategic 

counsel with compelling creative solutions.  

We promise our clients the highest level of 

professional service and attention to detail in 

the industry because, in the end, we know our 

success is measured entirely by theirs. 

http://api.ning.com/files/wAuKUBWpJbv5aZaDPzDutfJD5txlzYSkLSKfXhu8h73d5a5xtKdbDnoV*gle52d3LX3CPpfwsxIPJn8bFzchm1u5Vl8AlSq0/135069926.jpeg
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Excited about? 
Worried about? 

Hopeful for? 
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Source: aaftl.com 
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Rights of Successful Recruiting 

Get the right messages to the right 
people, from the right people, 

using the right channels, about the 
right stuff, at the right time. 
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Traditional Recruitment Funnel 
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2013 Stamats TeensTALK™ Report 

 Millennials: who are these people? 17-23 

 Why, and why not, college? 24-35 

 Return-on-college-investment (cROI) 36-52 

 College search and selection 53-69 

 Distance from home 70-75 

 Influences and influencers 76-87 

 Money matters 88-99 

 Financial aid and loan debt 100-109 

 Communication 110-144 
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Enrollment In Degree-Granting Institutions 
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Selection Criteria 
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Why Not Finish College? 
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How Many Applications? 
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What Prompted Your Application? 
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How Many Campus Visits? 
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Types of Colleges Being Considered 
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Acceptable Communication Channels/Tactics 
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Preferred Communication Channels/Tactics 
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Tactics/Channels to Exchange Information 
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Tactics/Channels to Exchange Information 
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Frequency 
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Direct Mail 
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Email 
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Advertising 
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Mobile 
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Mobile 
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Social Media 

Base: 7,000 college-bound high school sophomores, juniors, and seniors using 
Zinch.com for their college search and selection 

Source: Zinch, a Chegg service & Inigral; Social Admissions Report 2012 
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Social Media 
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Social Media 
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Social Media 

Base: 7,000 college-bound high school sophomores, juniors, and seniors using 
Zinch.com for their college search and selection 

Source: Zinch, a Chegg service & Inigral; Social Admissions Report 2012 
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Anyone need a break? 





Rights of Successful Recruiting 

Get the right messages to the right 
people, from the right people, 

using the right channels, about the 
right stuff, at the right time. 



Traditional Recruitment Funnel 
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Source: www.touchpointguru.com 

Customer Relationship Lifecycle 
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Considered Purchase Process 



1. Build awareness (hearing it) 

• Earlier is better 

2. Build relationships (believing it) 

• Search/inquiry 

• Campus visit 

3. Build commitment (living it) 

• Application 

• Admission 

• Deposit 

• Enrollment 

• Persistence to completion 

 

Assimilation Stages 
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Communicating With Prospective Students 

 Authenticity wins every time 

 Be your professional self 

 Dialogue with purpose 

 You set the tone and pace 

 Communicate where he is 

 Honor channel preferences 

 Know her before you call her 

 Relevance and resonance 

 Surprise leaves a lasting impression 

 Memorable and remarkable 

 Mind the gap, steady the flow 

 

 

 



1. Agree on geographic focus 

2. Define student segments 

3. Establish enrollment goals for each segment 

4. Choose outreach strategies and tactics 

5. Craft segment-relevant, benefits-focused messaging 

6. Define needs and services for each segment 

7. Assign recruiting responsibilities across the campus 

8. Write the plan 

9. Work the plan 

10. Refine the plan 

 

Customizing Your Recruiting Plan 



Enrollment goals? 
Features/benefits? 

Campus involvement? 



1. Table of contents 

2. Introduction – why the plan is important 

3. Executive summary 

4. College mission, strategic goals and priorities 

5. Situation analysis 

6. Planning assumptions 

7. Recruiting organization structure 

8. Recruiting goals 

9. Foundational recruiting strategies 

10. Recruiting action plans 

What a Recruiting Plan Looks Like 



Excited about? 
Worried about? 

Hopeful for? 
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Recruitment (a.k.a. Sales) Skills 

 Be confident, and never arrogant 

 Be approachable, and never sappy 

 Be informed, and never robotic 

 Be a listener, and always in control 

 Bring a vision, and never wing it 

 Be responsive, and always authentic 

 Be efficient, and next-step-focused 

 Be organized, and use all the tools 

 Be a teammate, and pitch in 

 Be a learner, and make time for it 

 Be a trusted advisor, and a closer 
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