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A Holistic View of 
Generating Inquiries 3
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How do you build and track your lead 
generation strategy to meet enrollment 

goals across channels?  

How do you measure lead generation 
ROI?
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Enrollment Goals Drive Media Recommendations
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Media Recommendations Inform Media Spend
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Transparent Tracking and Training 

https://www.ruffalonl.com/wp-content/uploads/2021/04/RNL_Envision_screen2.jpg
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Detailed Monthly Media Plans
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Inquiry Collection
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How do you generate leads on your 
campus? 
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How the typical marketing budget is being spent
The marketing and recruitment budgets for graduate and online 
programs by 100%
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12

• Increasing investment from campuses in digital and social channels
• CPL’s are increasing across the board 

• A focused strategy is important to deliver a high ROI
• Persona specific communication resonates in the market

• High level of optimization leads to better results 

• Digital channels should include social, IP targeting, video, new and next channels

• Ever changing regulations 

Paid Digital Lead Gen Trends
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Social Media is an increasingly accepted way for schools and programs to 
advertise. 
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What are the three most common 
initial sources of information? 

Online student most frequently use digital channels to 
engage with an institution. 

Source: 2022 Online Student Recruitment Report, RNL

Lower usage, but 
important to 

include in mix. 
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True or False: Online students are 
highly likely to click on the digital 
ads they are served? 

Online students click ads that speak to their “persona.” 

Source: 2022 Online Student Recruitment Report, RNL
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Organic Lead Generation is a Lower Volume 
but Higher Converting Lead Source 

• Approximately 50% of all higher 
education website traffic comes 
from search engines.

• 77% of students will use a search 
engine to access a website EVEN 
if they know which school they 
want to look up.

• Organic leads are approximately 
7X more likely to convert 
compared to other sources. 
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RNL State University vs. RNL College
Key Performance Indicators - SEO

Comparison of academic search engine footprint, based on the keywords each institution 
ranks for, the position they rank in, and the related search volume.

RNL State RNL College

rnlcollege.edu/mba
rnlstate.edu/mba
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National click-through rates per ranking position

Source: Advanced Web Ranking, August 2020, www.advancedwebranking.com/ctrstudy/

http://www.advancedwebranking.com/ctrstudy/
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What does SEO look like on your campus –
web copy or optimized content? 

Is SEO generating quality leads on your 
campus? Why or why not? 
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What are the two most frequent 
deciding factors in online student 
program selection? 

Online students are focused on practical factors.

Source: 2022 Online Student Recruitment Report, RNL
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Great example of utilizing SEO to drive leads. 
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Given the mix of your lead 
generation activity, do you have a healthy 
and balanced lead generation strategy?

What activities - or additional strategies -
could help you generate more, quality 

leads?
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• Leverage multiple lead gen sources to increase ROI on lead gen investments 

• Use a targeted approach to ad spend strategies 

• Always evaluate new sources for leads – think outside the box
• Corporate partnerships
• Alumni lists by program
• New social channels 

• What are other key takeaways from this session? 

Key Takeaways
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