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Regulatory Challenges Confronting Revenue Share OPM Models
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RADICAL TRANSPARENCY: Total visibility, full control and campus ownership

COMPLETE FLEXIBILITY: The modular options reward your internal capabilities 

with  freedom to choose what you need now and in the future with no long-term contracts

EMPOWERING TECHNOLOGY: Data, intelligence, personalization, and planning that 

power enrollment growth

TRANSFORMATIONAL PARTNERSHIP: As a fee-for-service model, you retain 100% of 

your tuition revenue

Whether it is student transformation, transformational growth on campus, 
digital transformation, or transformational revenue, your goals are our goals.

THE GOAL: A TRUE PARTNERSHIP THAT LEADS TO TRANSFORMATION

Operate Differently!
What our Partners Asked RNL to do…
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RNL Enable: Transforming Enrollment Success

RNL Envision: Higher education's leading enrollment growth platform
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Geographical 

Market 

Conditions
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Graduate enrollment is normalizing 



8

Graduate students are highly likely to enroll close to 
home – particularly online students
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Utilize Publicly Available Data: Volume
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Utilize Publicly Available Data: Growth
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Program Specific 

Demand
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Regional Market Demand Highlights:

Top left: Total volume of degrees produced, the volume and relative market share for 
classroom and online programs, and the total number of competing programs in the 
region vying for a finite number of students all are of strategic importance.

Bottom left: The recent performance of each institution in the region: total degrees 
produced, YoY growth, and regional market share among all programs, and program 
degree production trajectory. 

Above: Long-term degree production trends by online (distance offered), classroom-
only (non-distance offered), and all program types. 

Summary: Overall degree production has increased, due almost entirely to online 
expansion. Seven of the 10 largest programs reported YoY contraction, while three 
other programs reported growth. 

Degree Production Trends – 2003-2021

Drill Down at the Program Level
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Assessing program choices
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Landscape, Road Map, and Mirror

LANDSCAPE
Do you know the terrain will be to travel? A Quantitative assessment of 
the demand and supply characteristics confronting each program in 
your market helps you plan for success. 

ROAD MAP
Do you know how to navigate the terrain? Qualitative investigation of 
specific competitors will ensure you can differentiate your program in a 
crowded market. Differentiation is more than a unique program name. 

MIRROR
What do others think of you as a provider? Do your programs align 
with those perceptions? Surveying your audience(s) will help you 
understand how you fit into your regional (and wider) market.
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Program & 

Course Design
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Graduate demand for online has already 

surpassed classroom. 

Note: Projections beyond 2021 are based on a 2012-2019 calculated compound annual growth rate for each format. This percent was applied both to the “no pandemic” 
(dotted) lines and the “with pandemic” lines, on the assumption that – at a minimum – pre-pandemic trends will continue. More detail on underlying premises can be found in 
this blog. 

https://www.ruffalonl.com/blog/graduate-online-enrollment/projecting-graduate-enrollment-by-format/?mkt_tok=Mzk1LUVPRy05NzcAAAGMpvtzuX31SWcshU9jIPdN8w3LQ1Ua0t0t6VNvmMcPMcn2MCuot1V_LUS9YkNbv9W-88iwrZE1Yiv2-c_SuJQ
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20%

48%

32%

Instructional Format: 2021

Classroom Hybrid Online

“Do you plan to enroll 
in a classroom, hybrid, 
or online graduate 
program?” 

Source: 2021 Graduate Student Recruitment Report, RNL, 2021

18%

43%

39%

Instructional Format: 2023

Classroom Hybrid Online

Online continues to grow, and classroom continues 

to shrink
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1. Prospective online students (UG, Grad, Certificate) are most 
concerned with:
• Cost
• Modality
• Time to Complete

3 Program & Course Design Considerations

How do your programs measure up?
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2.   Prospective graduate students want concentrations! Generic MBA’s 
without concentrations will be hard to sell. 

3 Program & Course Design Considerations

Source: 2022 Online Student Recruitment Report, RNL

Will enroll in a concentration: 
Undergrad Degree: 90%
Grad Degree: 96%

Concentration
Undergrad. 

Degree
Graduate 

Degree

Finance 11% 31%

Accounting 26% 8%

Marketing 19% 12%

Human Resources Management 11% 18%

International Business 7% 8%

eCommerce 5% 5%

Computer Information Systems 4% 8%

Other 4% 4%

Healthcare Management 3% 2%
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The data also allow us to see divergences between the hard 
skills that employers seek in qualified employees (left side of 
chart) and the hard skills cited in individual profiles/resumes 
of people seeking such jobs (right side of chart). This does 
not mean that candidates do not possess those skills, but 
rather that there is a disconnect between what employers 
need and what candidates think is important. 

3 Program & Course Design Considerations

3.  Consider how to differentiate programs by considering the top hard 
skills requested by employers in your region.
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Recruitment & 

Marketing
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Student Enrollment Lifecyle
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Recruitment: Benchmarking Funnel Analysis

Fall 2018 Fall 2019 Fall 2020 Fall 2021 Fall 2022 RNL 
Benchmarks

Leads/Inq 4062 8814 6560 6512 7080

Applications 1109 1385 1542 1566 1286

Lead/Inq to App Rate 27% 16% 24% 24% 18% 35%

Completed Apps 494 638 768 701 629

App Complete Rate 45% 46% 50% 45% 49% 62%

Admits 362 478 582 516 448

Admit Rate 73% 75% 76% 74% 74% 95%

Deposits

Enrolled 230 257 354 288 249

Yield 64% 54% 61% 56% 56% 79%

Lead to Start Rate 5.7% 2.9% 5.4% 4.4% 3.5% 12.4%
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Recruitment: Conversion Considerations

➢ What KPI’s are you tracking and how do they compare to your 
benchmarks?
o KPI’s by funnel stage should be identified and tracked by program 

for:
• Inquiries
• Applications
• Admits
• Enrollments
• Targeted Discount Rate

o Re: Lead Volume:
• Investment in conversion will likely be more advantageous than 

investment at the top of the funnel
• Your funnel data is your roadmap to identifying and addressing 

areas of opportunity.
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Integrated Media Strategy for Lead Generation

Lead 

Generation

Paid 

digital

Partnerships 

& Existing 

Leads

Organic 
(SEO)

Traditional 
media
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Lead Source Reporting (Paid Digital)

• Analyze all paid 
efforts overall, but 
also by channel.

• Know and analyze 
the goals of each 
channel (i.e... 
Facebook vs Paid 
search, etc.)

• Most successful paid 
efforts are at the 
program level and 
include paid search, 
social, display, and 
programmatic plays.
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Paid Search: Optimize for the right Variable
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Full Funnel Attribution is Vital

1. Steer clear of only analyzing/measuring vanity metrics (CPL, 
Impressions, etc.)

2. Focus on Cost Per Start (CPS) and build plans that drive down 
media expenses

Check out RNL 
Envision-our full-

funnel media planning 
dashboard
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Integrated Media Strategy for Lead Generation

Lead 

Generation

Paid 

digital

Partnerships 

& Existing 
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Organic 
(SEO)

Traditional 
media
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Click-Thru Rank by Position

Why Position Matters
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SEO Analysis: Program Page Performance 

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

related search volume.
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SEO Analysis: Program Page Performance 

Keyword Ranking by 
Search Volume

Keyword Ranking 
by Rank
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Integrated Media Strategy for Lead Generation

Lead 

Generation

Paid 

digital

Partnerships 

& Existing 

Leads

Organic 
(SEO)

Traditional 
media
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Existing Leads & Partnerships

1. Utilize institutional data to identify current partnership 
possibilities

a) In what companies do we have an alumni presence?
b) Where are our faculty networked and known?
c) Enrollment Funnel: Is there a pattern of companies?

2. What type of outside data can we access (through Lightcast, BLS, 
etc.) to discern possible market opportunities?



35

Master’s, Nursing

Job Postings Analytics: Occupations and Positions

Job posting analytics represent the most timely demand indicators, in that they include data as recent as one month previous to retrieval. They provide data that is more 
customizable than US Department of Labor data on specific companies, positions, and skills seeking employees with the degree being analyzed. We are able to assess the relative 
demand for each factor, the relative ease (or difficulty) in identifying qualified candidates, and the specific employers most frequently looking for graduates of your programs. 

An RNL Program Prioritization and Positioning study also includes an analysis of the associated industries, cities most frequently seeking qualified candidates, typical level of 
experience required/preferred and the concentrations of available jobs by degree level within the associated discipline.. 
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Existing Leads & Partnerships: Takeaways

1. Interview key leaders about possible executive contacts
2. Assess team structure and staffing to support partnership growth
3. Build Corporate outreach strategy

• Develop a corporate outreach toolkit
• Develop communication strategy

• Include ROI scenarios for partners
• What are the benefits to the partner for an agreement 

between your campus and them?
4. Track your ROI

• Cost per Lead?
• Cost per Start?
• How do those KPI’s compare to other channels?
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Integrated Media Strategy for Lead Generation

Lead 
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Students most 

frequently use 

digital channels 

to engage with an 

institution…

BUT

Nearly 1/3 still 

utilize traditional 

media in search 

for programs

Source: 2022 Online Student Recruitment Report, RNL

Lower usage 

but important 

to include in 

the mix

The Role of Traditional Media



39

Traditional Media: Attribution through Growth

Direct Mail

Inquiry Generation + Re-
engagement

Evolving + OnDemand

Out of Home

Awareness + Interest

Traditional Radio

Awareness & Broad Reach

Static + Digital

Transit

Awareness + Engagement

Traditional TV

Broad Reach 
+ Retention

Passive + Complementary

Immediate + Intrusive Static + Digital
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Student Success
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Individual 
student 

retention

 (higher)

A conceptual framework for retention:

Student 

Motivation 

Variables

Student’s 
Likelihood 
to Persist

Student 
Integration 
Variables

Entering 

Student 

Variables
+ +
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Adult graduate students
Top five strengths

Top strengths rated for adult graduate students Importance Satisfaction

Nearly all faculty are knowledgeable in their field. 96% 84%

The content of the courses within my major is valuable. 95% 76%

Major requirements are clear and reasonable. 93% 77%

My academic advisor is knowledgeable about requirements 

in my major.
92% 80%

The staff at this institution are caring and helpful. 91% 76%

Listed in order of importance
Percentages indicate the proportions of “important”/“very important” and 
“satisfied”/“very satisfied” scores

© Copyright 2022 Ruffalo Noel Levitz, LLC
2022 National Student Satisfaction and Priorities Report

N = 21,487 students from 96 institutions
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Adult graduate students

Top four challenges

Top challenges rated for adult graduate students Importance Satisfaction

The quality of instruction I receive in my program is 

excellent.
95% 71%

Faculty provide timely feedback about my progress. 90% 66%

Tuition paid is a worthwhile investment. 90% 59%

Adequate financial aid is available for most 

adult students.
88% 57%

Listed in order of importance
Percentages indicate the proportions of “important”/“very important” and 
“satisfied”/“very satisfied” scores

© Copyright 2022 Ruffalo Noel Levitz, LLC
2022 National Student Satisfaction and Priorities Report

N = 21,487 students from 96 institutions
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Student Success Questions consider?

1. When was the last time your campus surveyed adult 
students about their motivation and integration variables?

2. What entering student variables predict persistence?

3. What do you know about your student motivation 
variables? 

4. Is there alignment between the most important factors to 
students and their satisfaction with those factors for you 
campus?
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Organizational 

Culture
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Organizational Culture Shifting through 
Strategic Enrollment Planning
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Institutional Strategic Plan

Marketing and Enrollment Plan

Annual Plans

Mission, 
Vision & 
Values

Institutional 
Narrative

Umbrella 
Strategies

KPI

Strategies

Enrollment 
Goals

Marketing Recruitment Financial Aid
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Resources
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•OPM Unbundling Checklist outlining how you can 
move on to better alternatives.
•Market and Regional Data revealing trends and 
enrollment opportunities.
•Invitation to have RNL conduct an on-
campus Opportunity Assessment with your leadership.
•Full-Funnel Analysis Report showing progression of 
prospective students through the enrollment funnel.
•SEO Analysis highlighting how your organic search 
stacks up.
•Media Planning Tools illustrating how you can 
greatest ROI out of your spend.

Complimentary Resources
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Thank You
Aaron Mahl, Senior Vice President

Graduate & Online
Aaron.Mahl@RuffaloNL.com

513.966.0728

mailto:Aaron.Mahl@RuffaloNL.com
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