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RNL Research
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Research is the Foundation of RNL

In-depth knowledge 
of full enrollment 

picture in all areas

A Diversity of 
Campus Partners

Millions of Student 
Search Records

Over a Dozen 
Industry Benchmark 

Reports Each Year

Over 3,000 Campus 
Partners, over 300 

in Enrollment 
Marketing
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Applications by sources for Private Institutions
Student Search Volume 

*2022 RNL Consolidated Data for Private Colleges and Universities

26%

46%
34% 39%

29%

32%

39% 30%

45%

22% 27% 31%

<75,000 75,001-100,000 100,001-150,000 150,001>

All Applications by Sources

FSAs RNL STUDENT SEARCH OTHER SOURCES

Volume is important. 
Targeting is more important.
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True First Source Applications

35% 37% 40%
36%

2019 2020 2021 2022

% of all apps that are True FSAs

25% 24%

31%
38%

2019 2020 2021 2022

% of all apps that are True FSAs

Private Institutions Public Institutions

2022 RNL Student Search & Engagement Consolidated Conversion Analysis© 2022 Ruffalo Noel Levitz, LLC

Stealth applicants remain an important group
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Student Communication Priorities 

2023 RNL High School E-Expectations Report

2021

70%

2023

82%

Videos
More students are watching videos from Institutions

Digital Advertising
Most students are clicking on digital ads

Online Communities
Students seek social interaction

63%
of students have clicked on 
a digital ad from college

1) Didn’t know about the school and         
wanted to learn more

2) Offer made in the ad was interesting

3) Thought they might find out something 
new about the school

74%
Have used online communities 
where students can interact with 
other interested students

Relying on different channels to find information
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RNL, Ardeo, & CampusESP (2023). 2023 Prospective Family Engagement Study. Ruffalo Noel Levitz

1 2 3 4 5

6 7 8 9 10

The cost Academics
Admission 

requirements
Application 

process 
and 

timeline

Financial aid 
and 

scholarships

Account 
services and 
paying the 
tuition bill

Updates 
student’s 
records

Safety 
precautions

The strength 
of the 

academic 
programs 

Options to 
finance

50% 15% 19% 25% 22%

63% 58% 31% 39%62%

Family Communication Priorities 
Matching Communication with Parent Priorities



9

Estimated FAFSA Filing Rates

Estimated Filer Rate Change
2022-23 2023-24 Change

Totals 2,128,400 2,227,989 2.1%

National increases in FAFSA filing rates
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RNL Student Search & 

Enrollment
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RNL Student Search & Enrollment 
Solutions for the full student enrollment lifecycle

So. | Jr. | Sr. Student Search

Applicant Cultivator

Yield Marketing

Inquiry Marketing 

Strategically fill your funnel Search Modeling

Omnichannel OutreachAnalytics and Insights

Inquiry Qualification Predictive Modeling

Omnichannel OutreachAnalytics and Insights

Drive Applications Predictive Modeling

Omnichannel OutreachAnalytics and Insights

Admit Qualification Predictive Modeling

Omnichannel OutreachAnalytics and Insights
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Build a Solid Foundation for Customized Outreach

Convert and Yield
Target Search Messaging 

by Estimated EFC
Smarter Name 

Acquisition 

SEARCH MODELING

• Predictive inquiry-to-
application model for 
up to four markets

• Inform strategic 
decisions across all 
vendors and list 
sources

RNL AFFORDABILITY 

PREDICTOR

• A capability proprietary to 
RNL

• Establishes each student’s 
likely EFC/SAI range (low, 
moderate, high)

• Provide more nuanced and 
specific aid-related outreach

• Inform affordability 
messaging earlier in the cycle

FORECASTPLUSTM

• RNL inquiry-to-
enrollment modeling 
combined with our survey 
results

• Focus on the right 
students with ongoing 
scoring

• Comprises the most 
powerful inquiry targeting 
tool in the industry
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Data-Driven Prescriptive Action: Enhanced Analytics

Modeling
Inquiry, Applicant, Admit (Example)

Action: Intensify marketing outreach for 
the students most likely to apply and those 
highly engaged.

Action: Optimize channel mix and test 
new strategies to drive engagement.

Analytics drives strategy and 
content for all audiences

Highly Engaged Somewhat Engaged Not Engaged

H
ig

h
ly

Li
k

e
ly

S
o

m
e

w
h

a
t

Le
ss
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Our analytics and dashboards 
layer in key attitudinal insights 
you can’t get anywhere else.

Get actionable 

real-time data

Need Screengrab



15

Enable Student and Parent Connections 

Students with a parent using the platform are 
nearly:
- 3x more likely to apply  
- Yield rates up to 6% higher than average
- 3x more likely to enroll

• Engage parents
• Qualify their interest
• Nudge their behavior 
• Leverage the data

RNL Digital Student and Parent Engagement Platform

Students who engage on our platform have: 
- 2x higher app rates
- 4x higher deposit rates
- 3x higher yield rates 

Parent Engagement Student Engagement
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Make Connections through Personalized Videos
RNL Personalized Video  

Personalized videos utilize data schools 
already have, to generate individualized 
videos with content that’s highly 
relevant to each viewer.

When Personalized Videos are included: 
- 16 points higher click to open rate
- 4.5 higher click through rate
- 2x increased conversion rates

http://www.youtube.com/watch?v=E5-H6xHS80U
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Award Winning Creative
RNL received 10 awards from the 2023 Education Advertising Awards
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RNL Digital Boost
Building awareness through digital advertising

Drive website traffic, build awareness and 
affinity, and lift other communication 
channel performance 

Engage known and stealth student 
audiences through multiple strategies, 
including: Geofencing, Custom Audience 
Targeting, Lookalike Audiences, 
Retargeting, and AI driven digital targeting

Monitor campaign performance and 
optimizations through real-time Digital 
Boost reporting dashboards
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Success Stories
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A Midwestern, Private University

Apps Admits Deposits NSO

2022 2,323 1,390 351 395

2023 4,385 2,174 514 489

RNL Solutions: 
Student Search
Applicant Cultivator 
ForecastPlus 
Advanced Financial Aid Services 

They added ForecastPlus and AFAS in 
2022 to compliment RNL Search and 
Applicant Cultivator. They saw:

• Application volume increase by 88%
• Admit rate decreased by 10%
• Deposits increased by 46%
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Marymount University

Inquiries Apps Admits Deposits

2022 8661 3385 2819 435

2023 12659 3545 2873 508

Solutions: 
Student Search 
Applicant Cultivator 
ForecastPlus 
Admit Marketing

• Inquiries increased by 46%
• Applications increased by 5%
• Deposits increased by 17%
• RNL Searched Students represent 35% of 

applicant pool
• Inquiry to App conversion rate is 13 points 

higher for RNL Searched Students
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7.17%

15.70%

Other sources Student search &

engagement

Inquiry to application 
conversion rate

82%

88%

77%

Other sources Student search

& engagement

True FSAs

Application completion rate

81%

89%

79%

Other sources Student search &

engagement

True FSAs

Admit rate1 2 3

RNL (2023). 2018-2022 Conversion Rates: Based on final consolidation analysis.

RNL Search Conversion 
Student Search & Enrollment provides lift for down-funnel conversion

Private Institutions



23RNL (2023). 2018-2022 Conversion Rates: Based on final consolidation analysis.

22%

39%

Other sources Student search &

engagement

Inquiry to application 
conversion rate

89%
90%

85%

Other sources Student search

& engagement

True FSAs

Application completion rate
92% 93%

83%

Other sources Student search &

engagement

True FSAs

Admit rate1 2 3

RNL Search Conversion 
Student Search & Engagement provides lift for down-funnel conversion

Public Institutions
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Takeaways
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Model your way to success

Buy names from better sources, 

see more results!

Identify New 

Market Opportunities

Efficiently Plan 

Counselor Activity
Maximize your ROI by analyzing your list 
sources and use a model to reduce your 

waste in the list buy.

As the high school population flattens 
and competition increases in your 

markets, modeling will help you find 
new revenue pockets.

Link advertising and marketing activity 
to your sales activity.  Pre-expose your 
travel markets and focus on the right 

places to drive enrollment
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Keep in mind what families 

want to know and when 

they need to know it

Make information free of 

admissions jargon and 

accessible 

Invite families to ask questions by 

providing contact information and 

ensuring all questions are answered in a 

timely manner

Clearly explain the 

application process (steps, 

deadlines)

Information regarding academic 

programs, majors, and minors should 

be easily found and explained in 

simple terms and tied to outcomes

Student search and 

engagement campaigns

Personalized videos for other 

stages of the funnel

Parents/Guardians want information too

RNL, Ardeo, & CampusESP (2023). 2023 Prospective Family Engagement Study. Ruffalo Noel Levitz
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Search to inquiry

Response rate 2x 

higher

Search

23% higher

60% higher
Inquiry to application

9% higher

Admit

Summer melt 50% lower

Student and Parent Connections Lift Conversion



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

Thank You
Please send questions to

Austen.Kelso@ruffalonl.com



29

Sr. Vice President, Account Management

Andrea Gilbert

RNL Student Search & 
Enrollment  A Fresh Approach to 
Building Demand and Sustainable 
Enrollment

Vice President, Client Success EM/GO
Alicia Ortega

Vice President, EM Product Owner
Austen Kelso



30

1. The year describes the year students will be enrolled in college. For example, FAFSA filed 
for 2023-24 will be for the academic enrollment year of 2023-24.

2. Counts are of first-time filers no older than 19 at the cutoff date who will have received 
their high school diploma by the start of the school year to which they are applying for aid. 
This is a slight change from previous years, but the comparison information has been 
pulled for both years to provide easier comparisons.

3. Schools with fewer than 5 FAFSA’s are not counted – results are a proxy for filer rates – 
figures do not reflect the total number of FAFSA’s submitted.

FAFSA Submission Volumes
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