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Unlocking Success: 
A Blueprint for 

Family-Integrated 
Enrollment 

Communications



2

Meet the team!

Joel Pendergrass
Senior Account Manager

CampusESP

Dad to a college junior, high school senior

Ashlyn Ellison
Admissions Marketing Coordinator

Lamar University

Fur Mom and Aunt
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We would love to meet you!

Or go to menti.com and 

use code 3911 2101.
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Who is Lamar University?

➔ 4- year Public institution

➔ Located in Beaumont, Texas

➔ NCAA Division: I Southland Conference
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Communication Strategy

➔ Mass Communication Team

◆ University Calendar
◆ All Departments Contribute

➔ Two platforms:
◆ Slate - SMS/Emails to Students & 

Emails to Parents
◆ CampusESP - Posts and 

Announcements to Parents

➔ Social Media Platforms
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Parent Communication Expectations Are Higher Than Ever

• 88% of families expect communication at 

least weekly 

• 71% of parents want information from 

colleges before their student applies



7

Parents need to be part of your enrollment strategy

Importance of experiences

98%

97%

95%

95%

93%

RNL & CampusESP study of 12,088 prospective parents from 40 institutions (2023)
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What do parents want to know?

How do we schedule a campus tour?

I would love to know more about FAFSA.

Thank you, these articles will help 
us make a decision.

Actual comments from 
the Cardinal Parent 
and Family Portal
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CampusESP Portal Data from 8,614,917 users (2023)

Different families need different support
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Key topics early and often
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Eliminate communication gaps for Families of First 
Generation students 

CampusESP RNL 2024 Family Engagement Report (20,847 parents of current college students from 46 institutions)
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Email is a Prerequisite with Prospective Families

If you’re just starting your parent 

communication strategy, focus on 
email first.

If you already have an email 
communication flow:

● First generation and low income 
families are most likely to choose 

telephone and text messages
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An opportunity - bridge a disconnect!

CampusESP RNL 2024 Family Engagement Report (20,847 parents of current college students from 46 institutions)
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Prospective families are most active in the Fall

CampusESP Portal Data from 8,614,917 users (2023)
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Summer transition - Fall arrival - New cycle begins
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How we communicate to parents

Consistency 

Across Platforms

Admissions Counselor 
Territories

Student Initiatives
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Territory Communities - 1.0

Counselor based

Average open rate - 51.7%

Average click rate - 3.8%
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Territory Communities - 2.0

Territory based

Average open rate - 53.6%

Average click rate - 4.6%
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Consistency is key!

Work smarter, not 
harder! It is okay to 
copy and paste.

Give students time 
to talk to their 
parents about 
messages.

Double check the 
tone of your 
message.
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Funnel Stage Overview
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Social Media Post

CampusESP Announcement

CampusESP Post
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Slate email to students 
09/28/23

CampusESP Post 
10/04/23

CampusESP 
Announcement

Increase of 103 registrants 
between 09/28 & 10/03

Increase of 119 registrants 
between 10/04 & 10/09



25

Student email sent April 1 Parent CampusESP 
announcement sent April 4

Increase of 70 registrants 
between 03/31 & 04/03

Increase of 65 registrants 
between 04/04 & 04/07
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Next Steps Bingo
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Students with engaged parents are more likely to 
apply.

Students with a parent using CampusESP are 

more likely to convert from inquiry to applicant.

4x
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Students with engaged parents are more likely to 
enroll.

Students with a parent using 
CampusESP have yield rates

9%
higher than average.



29All material in this presentation, includ ing text and images, is the property of RNL. Permission is required to reproduce inf ormation.

Thank you!

QUESTIONS?
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