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Price Sensitivity Analysis
How does our price compare?

How do we optimize price to achieve increased enrollment, net
tuition revenue, or both?
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What decisions are you considering?

What are the goals of your price strategy?
— More students

— Better Students

— Higher net revenue/student

e In what ways is your current price strategy working (or not)?

* What price strategy changes have already been discussed?
— What is the reason/appeal for each?
—  Why do students attend? How are they defining value?
— What other options do your students have /pursue?

* How effectively are you presenting price and aid?
 How do you make price change announcements?

e Are you training your recruitment/financial aid staff to discuss price?



Price Sensitivity Analysis

Value, price and aid interact to
influence college choice
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Benefits:

Clarify actual competition
Identify optimum pricing
Adjust financial aid
Re-position on price

Key features:

Competition analysis
Identifies quality attributes of high value
Utilizes conjoint design

Measures elasticity of demand with
respect to sticker price, financial aid and
net price
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When do you remove a college from consideration?
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Composition of competitors by type

What percent of your competitors are
enrolling at what types of institutions?

All Lost Admits to type of institution
enrolled
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Are there consistent trends/changes in the
composition of competitors?

Lost admits by type of institution enrolled
through time
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Top public 4-year competitors
22% all lost admits from top 15 public 4-year competitors

Lost admits to 4-yr public competitors
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Tuition and Fees and Discount Rate for Top Private Competitors
(based on most recent IPEDS data)
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-_____________________________________________________________
Lost admits by published T&F

Seventy percent of last admits attend a lower priced institution
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Understand published tuition and fees of institutions where

lost admits enroll by the rates the student would have seen
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-_____________________________________________________________
Lost admits by average net price

Institutional category and family income drive average net price

Average net price by institution attended
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-________________________________________________________
Client price increases higher than other indices

Future options may be informed by past increases

Historic Increases
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Students rate their in-state public institutions as best on most of the
top college choice factors

Which of these schools do you think is best for...?
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Enrollment Estimates
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Net Revenue Optimization
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-________________________________________________________
Example findings and recommendations

e The analysis found:

— A strategy of keeping tuition the same and boosting discount rate could elicit the largest
increase to enrollment while increasing revenue slightly

— A strategy of increasing tuition at somewhat higher than historical rates while also
increasing discount rate incrementally has the potential to increase both headcount and
NTR

—  Astrategy of increasing price and increasing discount rate has the potential for the largest
increase to NTR while keeping enrollment steady

e (Other recommendations:

— Continue your marketing communications targeted at boosting your brand, especially for
the most critical college choice factors

— Ensure price, value, and quality attribute optics rise to the level of your prospective pool

(RNL

16



Custom Image and Perception
How are we perceived?




-_____________________________________________________________
What are the big questions?

* What s the primary goal of this study?
— Refresh/update brand identity
— Assess brand strength

— Measure impact of a brand event

*  What is the state of your brand?
— Awareness
— Relevance
— Preference

* How do you differentiate your institution in
ways that are meaningful and valuable?




-___________________________________________________________
How will we answer these questions?
We recommend a mixed-methods approach:

e Focus Groups to capture the voice-of-customer experiencing the brand

e Surveys of key audiences to learn search priorities and current perceptions:

—  Prospective students
—  Parents of prospective students

—  Others
Community members
* Business leaders
e Alumni
*  Guidance Counselors/Recommendation writers

e Other instruments/approaches as needed



-_____________________________________________________________
Quality attributes by frequency of very important

How important are each of the following when choosing a college or university?
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Quality attribute importance - Comparative

Quality attribute importance - Summary
Availability of a major that
interests me
Ability to participate in 100%
recreational/intramural sports 90%
80%

Academic scholarships are offered

Graduates obtain jobs in my

Attractive campus / chosen field of study

Feel comfortable being myself

Ability to customize my major \ there
Parents
Holisti q dvisi =@=Students
olistic student support (advising, Reasonable cost to attend Counselors

counseling, tutoring)

Campus community is welcoming
and friendly to students of all
backgrounds

Hands-on research with faculty

Personalized career planning with
career coaches
Faculty encourage students to
express their own ideas

Need-based financial aid is offered

Internship opportunities
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Quality attribute perception - Comparative
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2.50
High importance
High rating
2.00
High import s
L;%v rlan:f:]gr anee Program availability ~ Program availability Program availability
B i ® Jobs
_ Be mysel Community
Financial aid
Cost ./ ™o Be myself ./ Be myself
. i Scholarshi
Community \. Scholarship Community ' @ . - : Cost
Financial aid Jobs PY
(] Internship Jobs
0.50 o
Internship Scholarshif K ) Cost
Student support
-2.50 -2.00 -1.50 : -1.00 -0.50 0.po 0.50 1.00 1.50 2.00 2.50
Internship ® @ Career planning

Student support _® Career planning

® Sports

Low importance
Low rating

(RNL

Customize major

Hands-on research

Sports

Faculty encouragement

/

Student suppb56

X -1.00

Hands-on research

/-1!0

Attractive campus

Career planning

Sports 2.00

-2.50

Financial aid
Faculty encouragement

. . ® Faculty encouragement
Customize major

® Hands-on research

[
Attractive campus

Customize major

Attractive campus

Low importance
High rating

22



Research ends in strategy-session with recommendations
to build brand power

Awareness:
Do they know of you?

|
o

Relevance: Preference:
Does your value proposition Are you perceived as the
speak to your constituent’s priorities? best option/provider?

(RN .



Questions?

Adam Connolly
Vice President, Enrollment Management, RNL

Jessica Ickes
Vice President, Market and Research Services, RNL

All material in this presentation, including text and images, is the property of RNL. Permission is required to reproduce information.
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