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“Our website’s top priority is to serve enrollment.”











Teach

Inspire

Collaborate



Teaching the Language



Funnel vs. Lifecycle

Prospective Students

Enrolled Students
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Let’s look at it 
from the student 
perspective

Image from “How people decide what to buy lies in the ‘messy middle’ of the purchase journey,” Google, 2020



Implications for your  
Web Strategy



A student’s journey conveying the various stages a student moves through on their way toward enrollment, graduation, and giving.

Using the Student Journey Lens





● Do you have what I’m 
interested in? 

● Why are you better? 

● What will it cost? 

● Can I get in? 

● Will I feel welcome? 

● How do I apply?







Design the 
research together
● What does Enrollment wish they knew 

about their target audiences?  

● Who do they think you should focus on?  

● What kind of research deliverables would 
be helpful to you AND them?



More than just web infrastructure



Time of year matters too.
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Building 
Language and 
Empathy

Is it findable? 

Is it scannable? 

Is the right content prominent in plain 
language? 

Does it have clear headings and links? 

Are the next steps obvious?

🤷

😊

💩

⛅

🤪



Building 
Language and 
Empathy

Is it findable? 

Is it scannable? 

Is the right content prominent in plain 
language? 

Does it have clear headings and links? 

Are the next steps obvious?
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What is vs. What should be



How can you help?



Talk to the people 
who help students 
and parents.
They’re the ones using the website, on the 
phone or chat with students and parents.  

They know what people need, and where the 
website doesn’t match reality!



Walk through it 
yourself.
● Complete an RFI 

● Create an application account 

● Complete an application 

● Complete the net price calculator 

● Get on your own mailing list



Test it with 
real users.

Usability test prompt: Find how to visit or schedule a tour.
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Analytics 
support and 
inform 
enrollment



Connecting  Disparate Data



Help Enrollment 
visualize how 
people use their 
content



Find a rhythm for 
measurement that 
supports your growth
● What’s your cadence for iteration? 

● What does the web team have capacity 
to do or address? 

● Create a sharing cycle - reflect on the 
data together with enrollment.



Foster 
Collaboration

● Functional vs. Inspirational Collaboration 

● Listen for opportunities 

● Participate in sharing of data 

● Learn about the work 

● Share in the win



● What are the overall goals for this year? 

● What stage-specific targets are you 
hoping to achieve? 

● Are there particular areas you are 
prioritizing this year?

Functional vs. 
Inspirational 
Collaboration
Ask big picture questions, like:



● What questions are your enrollment 
teams fielding?  

● How can the web team help frame 
answers, creating content that addresses 
barriers and builds relationships? 

Listen for 
Opportunities
Create space to learn and share



● Request weekly reports so you can stay 
current with your funnel 

● Reflect on the data and discuss with 
enrollment 

Participate in 
sharing of data



● Ask about roles and how the enrollment 
team works together over the course of 
the year. 

● Consider how you might amplify their 
efforts!

Learn about the 
work



Share in the win
Use your website as a place to 
collectively showcase the work 
of marcom, web teams, and 
enrollment. 
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Download slides & our 
Guide to Web - Enrollment 
Collaboration
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