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1 in 5 universities are working with an OPM

4) NEARLY ONE IN FIVE INSTITUTIONS WORK WITH AN ONLINE PROGRAM
MANAGEMENT (OPM) PROVIDERS.

PUBLIC PRIVATE

1 5% 1 B% TABLE 9: SERVICES MANAGED BY OPM (not reported by public/private due to small cell size)
Recruitment 86%
Marketing Creative 76%
Media Placement and Strategy n%
Market research %
Applicant cultivation 52%
Student Success Coaching 33%
Instructional design 24%
Admission 19%
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Breaking up is hard to do!

Lessons from Chatham University

Why did Chatham break up?

Chatham’s plan to build in-house online operations
What the research shows us

Challenges Chatham faced

Where do we go from here?
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Chatham’'s
Break-Up Story
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1. Results didn’t meet projections
2. Pittsburgh market
3. Changing conditions, personnel



/\ Chatham’'s Plan:

IN-House Online
Operations
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chathamuniversiTy

Learn the “secret sauce” of marketing/recruitment

2. Duplicate the infrastructure

3. Efficiency: spend money in-house and cut the OPM
mark-up



What Does the
Research Showe
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The Student Study:

v" 1,609 respondents (thank you Plexuss
for your sample)

v" Administered February 2022

Respondent target: those who have
searched for an online program in the
last 12 months.

<

v Survey focus:
v" How they search - in detail
v" How they make their decisions

v Expectations of institutions they
contact

v Program details

“RNL
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2022 Online Student
Recruitment Report




2022 Online Program
Marketing and
Recruitment Practices

The Administrator Study:

v' 102 institutions participated
v" Administered September 2022
v" Respondent target:

v" Online program marketing leaders

v Online programs recruitment leaders
v' Representation:

v' 54% Public Institutions

v' 46% Private (non-profit) Institutions
v Program Levels:

v’ 88% offer online Master’s

V' 62% off online Bachelor’s

v' 58% offer online non-degree
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The online market is competitive

TABLE 30: NUMBER OF ONLINE PROGRAMS CONSIDERED

50% 52%

a47%

3%

27% “ae

Undergraduate Graduate Mon-Degree

(@/NL Degree Degres ,



Online marketing is critical: budgets are growing

5) AVERAGE MARKETING BUDGETS ARE STRONG AT BOTH PUBLIC AND PRIVATE
INSTITUTIONS, BUT MAY NEED EVEN MORE RESOURCES.

PUBLIC AVERAGE

$1.04M

TABLE 14: FOCUS AREAS OF ONLINE PROGRAM MARKETING

PRIVATE AVERAGE

$1.14M

TABLE 15: BROAD APPORTIONMENT OF ONLINE PROGRAM MARKETING BUDGET

ONLINE MARKETING BUDGET AREA All Institutions

BROAD ALLOCATION OF ONLINE

MARKETING BUDGET

Brand Awareness

Specific Program Promotion

School/ Department Promotion

Undergraduate
Degree

Graduate
Degree

45% 30% 34%
37% 44% 1%
18% 26% 25%

Digital advertising (Google ads, social media ads, etc.) 53%
Search Engine Optimization/organic lead generation 17%
Traditional media (radio, TV, billboards, etc.) 15%
Events (face to face) 5%
Events (virtual) 4%
Corporate/Military/Other partnerships 1%
Other 5%

Note' there were na <ianificant difforence< by either lovel or cactor)
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Online marketing is critical: students use search, digital ads

|=k=| The results for this table are from the RNL 2022 Online Student Search Report and show
=="1Y¥ how prospective online students search for programs.

FIRST SOURCES IN ONLINE

PROGRAM SEARCH

Search engines % 68% 80%
College search sites 62% 62% 49%
Ads on social media 47% 59% 45%
Someone | know 42% 44% 45%
Ads on websites 43% 42% 37%
Ads on streaming TV 41% 38% 29%
Ads on broadcast or cable TV 37% 40% 31%
Program ranking websites 29% 38% 31%
Printed view books, brochures, etc. 30% 29% 25%
Ads in newspapers, magazines, etc. 27% 30% 21%
Printed rankings guides, etc. 26% 25% 21%
Ads on streaming radio 23% 21% 14%
Billboards and other outdoor ads 23% 19% 15%

Ads on local broadcast radio 21% 20% n%

@L Ads on Podcasts/other streaming audio 21% 15% 14% 13




Online marketing is critical: schools use digital ads, SEO

FIRST SOURCES IN ONLINE

PROGRAM SEARCH

Search engines

College search sites

Ads on social media

Someone | know

Ads on websites

Ads on streaming TV

Ads on broadcast or cable TV
Program ranking websites

Printed view books, brochures, etc.
Ads in newspapers, magazines, etc.
Printed rankings guides, etc.

Ads on streaming radio

Billboards and other outdoor ads
Ads on local broadcast radio

Ads on Podcasts/other streaming audio

TABLE 18: MARKETING AND ADVERTISING STRATEGIES USED TO ATTRACT ONLINE STUDENTS

STRATEGIES USED IN MARKETING Undergraduate | Graduate

ONLINE PROGRAMS Degree Degree

Ads on Facebook or other social media sites 9% 89% 89%
Search engine optimization (SEO) 79% 80% 75%
Ads on search engines like Google 75% 77% 85%
Online display advertising 74% 77% 75%
Organic social media 67% 73% 75%
Re-targeted ads 58% 61% 60%
Email blasts to purchased lists 54% 60% 64%
Video ads 49% 51% 51%
Print media ads 44% 37% 43%
Billboard, bus, or other outdoor advertising 44% 43% 49%
Direct mail (USPS) campaigns 40% 41% 36%
Radio ads 37% 35% 40%
Outbound phone calling campaigns 25% 22% 34%
Television ads 25% 23% 23%
Calls to purchased lists 18% 18% 19%
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Online marketing is critical: need personas for ad copy, action

MOST COMPELLING REASON TO CLICK ON DIGITAL AD TABLE 19: ACTION AFTER CLICKING DIGITAL ADS

The ad copy was intriguing and interesting 62% 61%
I didn't know the school, wanted to learn more

I know the school but didn’t know about their programs

It was from a school of interest and reminded me

to take the next step

66%

Undergraduate
Degree

Graduate
Degree

Nan-Degree

36%

143 15%

Looked at Watched a video Filled out a Registered to Called a phone
information on form to have attend an event number offered in
a website information sent the ad
to me

@ L Source: 2022 Online Student Recruitment Report, RNL
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Online marketing is critical: need variety of videos

TABLE 20: WATCHED VIDEOS ON INSTITUTIONAL WEBSITES DURING SEARCH

UNDERGRADUATE GRADUATE NON-DEGREE

DEGREE DEGREE
TABLE 21: PREFERRED VIDEO CONTENT

56%
%
34%
66% e asx
A2% A2%,
o a1% 490, 40%
38%
34%
3% 3%
MMI

Current students Recent graduates Videos showing Faculty talking Tutorial videos WVideos about
talking about their  talking about their the campus about their classes about the the program that
experiences job search application interest me

24%

76%

. "

(@ L Source: 2022 Online Student Recruitment Report, RNL 16



Online enroliment processes must be speedy: inquiry response time is

critical

UMDER-

GRADUATE
GRADUATE DEGREE NON-DEGREE

DEGREE

Personalized email

Immediately 27% 19% 17% _|_,4,5 . 41 E}I/D
Within 3 hours 2% 20% 20%

Within a day 29% 26% 33%

More than 1 day 23% 36% 30%

Text message

Immediately 27% 24% 20% +45: 36%
Within 3 hours 25% 2T 35%

Within a day 25% 23% 25%

More than 1 day 23% 27% 1%

Phone call

Immediately 29% 24% 25% +45: 48%
Within 3 hours 19% 20% 20%

Within a day 26% 26% 28%

More than 1 day 26% 3% 27%



Online enrollment processes must be speedy: inquiry response

drives enroliment!

TABLE 36: LIKELIHOOD OF ENROLLING IN PROGRAM THAT RESPONDS
FIRST TO INQUIRY

UNDERGRADUATE GRADUATE NON-DEGREE
DEGREE DEGREE

% R
9%
17%

@L 18

Definitely

Likely

. Somewhat

likely

necessarily

That timing
will not affect
my decision




Online enroliment processes must be speedy: admissions decision
timing is critical

GRADUATE  GRADUATE o\ 1o
DEGREE
Within 24 hours N% 15% 8%
1-3 days 34% 29% 32%
4-/ days 0% 2/% 3%
7-14 days 18% 19% 20%
14-21 aays 2% 1% 6%
Longer than 21 days 2% I% %

@L 19



Online enrollment processes must be speedy: admissions decisions

timing drives enroliment!

TABLE 39: LIKELIHOOD OF ENROLLING IN ONLINE PROGRAM THAT OFFERS
ADMISSION FIRST

UNDERGRADUATE GRADUATE NON-DEGREE
DEGREE DEGREE

B AR
> &
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Chatham'’s
Challenges




C h at ha m UNIVERSITY ATHLETICS & RECREATION / ALUMNI / GIVE / CAMPUS EVENTS / CONTACT US O\

Academics Admission & Aid Student Experience Locations Mission & Values News & Stories

Timeline!

1. Contract had to be canceled first, to free up funds
2. Loss of marketing

3. Loss of pipeline

4. Decreased referrals, applications

5

6

7

Services stopped
Hiring process takes awhile

Institution demands acceleration of the process ”
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Where do we go
from Heree¢
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1. Start over
2. Prepare, plant, cultivate, grow, harvest!
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RNL Enable: Transforming Enrolilment Success
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Strategy &
Consulting

* Online Readiness

Assessment

» Regulatory
Accreditation
Consulting

» Strategic
Enroliment
Planning
Consulting

* Recruitment
Consulting

» Financial Aid

il

= =

Research &
Market
Insights

Program
Prioritization
and Positioning

* Price Sensitivity
Analysis

Academic
Program Demand

» Financial Aid
Modeling

» Target Audience
Personas and
Messaging

\ Consulting I

W

Teaching &
Learning

Strategy

RNL Envision: Higher education's leading enrollment growth platform

Faculty
Consulting and
Workshops

Instructional
Design

Course
Development
and Consulting

Curriculum
Library

@)

O

Lead
Generation

Media Planning
and Digital
Advertising

» Search Engine
Opftimization
(SEO)

Confent and
Creative
Development

* Website and
Analytics Solutions

* Proprietary

~

Database
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Marketing &
Recruitment/
Conversion

Engagement
Marketing

(Post-Lead Gen.
Through Retention)

Personalized
Video

Contact Center

Transcript
collection

Enrollment
Coaching

=
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Student
Success &
Retention

Success
Coaching

+ Academic
Advising

* Re-Entry

Coaching

Satisfaction
Surveys

* Retention
Modeling

* Predictive
Analytics

(RNL
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Questions?

Thank You!

Holly Tapper,

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


mailto:Holly.Tapper@RuffaloNL.com
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