
enthusiastically about the school’s benefits. When they 
had concerns, they raised questions or pointed out 
potential disadvantages. Eventually, they all agreed 
where Hunter would apply.

The three influencing tactics – a parent’s page on 
the website, email marketing for parents, and direct 
mail – would have provided value for Molly and Dan. 
Imagining Molly and Dan are looking at your institution, 
knowing what you know about their story, wouldn’t you 
want them, and other parents who seek knowledge, to 
have access to the information they seek? 

Parents are not the ultimate buyers who attend your 
college, but they do influence their children. By 
providing helpful information, you can earn the right 
to influence your future student’s parents. Consider 
what you are doing now to communicate with this 
marketing niche and look for ways to improve tactics 
before the next enrollment cycle begins.
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 ■ Make it a routine for your staff to request email 
addresses from parents when talking to them on 
the phone, at events, or when they visit campus. 

 ■ Every year, the children of past graduates 
investigate your school. Make it a best practice 
to run your Student Search database against 
the alumni database. If a student lives at the 
same address as an alumnus, modify your 
communication strategy to adapt to that 
opportunity.  

Parents are hungry for information to help their 
student make the right choice and succeed in 
life. Emails with links to additional resources are 
helpful to parents. Click-through data permits you 
to capture another layer of behavioral insight to 
share with your enrollment/marketing team about 
what parents are reading, and at what point in the 
enrollment cycle. 

 TACTICAL OPPORTUNITY 3
Molly looked at every piece of mail that came to 
Hunter. She scanned the copy and studied the 
pictures, imagining her son walking across campus, 
sitting in class, and spending time with new friends. 

Direct mail is an effective marketing tool, but it also 
costs more per impression. Linking direct mail to 
online information is a smart way to improve the ROI 
on direct mail, and helps you in several ways. A video 
of the campus helps sell the campus visit. A parent 
page with a Frequently Asked Question section on 
finances helps a parent understand why your school 
has the best value and is an affordable option.

If your school has a parent’s page on the website, and 
the resources to institute a reverse append strategy, 
you could use IP addresses of website visitors to 
identify physical addresses. When you find a match, 
send parents a triggered direct mail piece, following 
their online visit. 

LAST THOUGHTS

From Hunter’s freshman through senior years, the 
family had many conversations about college choices. 
When Molly and Dan liked a college, they talked 
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