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Three (at least) types of market insights

Primary Research:
Internal /External Surveys,
Focus Groups, etc.

Secondary Research:
IPEDS, BLS, web research,
etc.

Internal Analytics:
“Crunching your own data”
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Optimal Situation:
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Things to avoid...

Being so committed to the “gold
Primary Research: standard” of primary research that
Surveys, Focus Groups, you decide to dedicate limited

etc. resources to ONLY focus groups to
make major decisions.

Secondary Research:
IPEDS, BLS, web
research, etc.

Don’t over-rely on internal analytics.
Some institutions that are effectively
leveraging their own data now think

it’s the solution to all research
Internal Analytics: questions.

“Crunching your own

data” (e.g.: you can’t find your next big
program by analyzing what your
current students are enrolling in.)
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Research components that help make decisions

Landscape: do you know the
conditions that each program is
confronting?

Road Map: do you know how others
are positioning their programs?

Mirror: Do you know what your
“audience” thinks you're good it, what
you're not, what they expect of you?
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How we do it.

Get the lay of

Environmental Scan
Landscape: Quantitative assessment of
the demand and supply characteristics
confronting each program.

the land

Competitor Analysis
Road Map: Qualitative investigation of
specific competitors aimed at differentiating
your program,

Find your

differentiators

Audience Analysis

Understand your Mirror: Primary market research to ensure
e you know what your audience thinks of you

and how you can best (better) serve them.
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Something to consider...

Maximize your
resources and
ensure that each

additional research

step adds to, rather

than doubles down
on another.




Assessing program choices

Start with an internal assessment and check it against market data

Market
Demands

and
Trends

Internal External

(RNL




Things to consider...

A fine balance between market demand and institutional strength

Market
Demands
and
Trends

Capacity

Over- Over-
“weighting” or “weighting”
misconstruing market
either Capacity demand External
or Will factors. 8

Internal
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How secondary data often gets used...

Does this look like a strong program?

ALL Master’s Related Occupations

Average

2019 ALL Annual
Master's Rank-  5-Year 5-Year Growth
Degrees ALL Growth# Growth % (CARG)

550 8 149 37.2% 6.5%

Annual Proj. Growth

Openings (2020-2030)

Organizational Leadership

501 2 165  49% 8%J 14,092 10,741
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Largest Master (1-25) Programs (10o-mile radius)

ALL Master’s Related Occupations
Average

2019 ALL Annual

Master's Rank-  5-Year 5-Year Annual  Proj. Growth

Degrees ALL Growth# Growth % Openings (2020-2030)
Business Administration 3,584 1 (247) -6.4% -1.3% 2,189 1 205 10% 2% 23,537 15,987
Social Work 1,693 2 399 30.8% 5.5% 320 3 320 3,200% Insf. Data. 4,871 4,209
Educational Leadership and Admin. 796 3 16 2.1% 0.4% 306 5 76 33% 883 (56)
[Accounting 755 4 (145) -16.1% -3.5% 62 31 23 59% 6,039 1,651
Mechanical Engineering 669 5 206 44.5% 7.6% 219 8 3 1% 5,202 (164)
Electrical Engineering 609 6 121 24.8% 150 16 -22 -13% 2,254 907
Occupational Therapy 577 7 131 29.4% 124 23 44 55% 511 621
Organizational Leadership 550 8 149 37.2% 6.5% 501 2 165 49% 14,092 10,741
Education 541 9 (167) -23.6% -5.2% 134 22 -71 -35% 9,228 (2,072)
Business Admin., Mgmt. and Operations 536 10 (147) -21.5% -4.7% 317 4 -217 -41% -10% 5,180 3,494
Curriculum and Instruction 491 11 (26) -5.0% -1.0% 242 6 -83 -26% 596 214
Business Management 423 12 (78) -15.6% -3.3% 0 n/a -193 -100% -100% 21,781 14,840
Physician Assistant 402 13 67 20.0% 3.7% 0 n/a -37 -100% -100% 582 1,548
Public Administration 399 14 (123) -23.6% -5.2% 139 19 -3 -2% 13,207 9,382
Industrial Engineering 393 15 181 85.4% 13.1% 74 27 60 429% 4,685 2,001
Teacher Educ./Prof. Dev., Specific Levels 377 16 143 61.1% 10.0% 59 33 53 883% 2,200 965
Health Care Administration/Management 371 17 (91) -19.7% -4.3% 195 10 26 15% 1,923 4,374
Registered Nursing/Registered Nurse 363 18 52 16.7% 3.1% 149 17 -6 -4% 8,721 5,505
Counselor Education/School Counseling... 359 19 (125) -25.8% -5.8% 38 50 0 0% 1,237 456
Information Sciences 334 20 80 31.5% 5.6% 81 25 51 170% 7,109 5,749
Family Practice Nursing 317 21 73 29.9% 5.4% 8 117 -115 -93% -42% 919 3,523
Library and Information Science 309 22 (107) -25.7% -5.8% 222 7 -194 -47% -12% 582 0
Special Education and Teaching 288 23 (67) -18.9% -4.1% 139 20 101 266% 940 102
Human Resources Management... 281 24 (116) -29.2% -6.7% 209 9 -89 -30% 5,918 934
Architectural/Building Sciences/Technology 274 25 274 Insf. Data #DIV/0! 38 51 38 Insf. Data #DIV/0! 8,409 3,151

@L 11
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Environmental Scan: How to do it

Quantitative Analysis of Supply and Demand Indicators
1. Use publicly available data.

2. Compare multiple programs.

3. Compare your region to the nation (as a benchmark).
Z

Evaluate the role of online v. classroom in growth.

(RNL -
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Regional and National Degree Production Growth

Regional Master’s Degree Production National Master's Degree Production
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Age: Demographic Change 2022-2031

AGE - Growth by Number - 2022-2031
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Regional Population 2022: 37,272,975 / Growth: 2022-2031:-434,723 (-1.2%)
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Overall versus Online Degree Production

Degree production trends represent student demand, but are considered “lagging indicators” because students migrate to new programs much slower than employer needs (a “leading
indicator” of demand) change. We organize the program data - on this slide and in all subsequent slides - by regional demand and then organize the national data in the same order.

Business Analytics
Computer Science
Information Systems
Financial Technology
Management
Engineering Management
Data Science
Systems Engineering
Software Engineering
Artificial Intelligence
Robotics

Pharma. Manufacturing

(@ L Source: Lightcast, October, 2022
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Online Degree Production versus Online Availability (as a percent to total)

This slide presents data on the percent of all DEGREES produced by online programs and the percent of all PROGRAMS that are available online. Programs in which a greater
share of degrees are produced by online programs than their availability in the market represents strong online student demand.

Region us
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Five-Year Degree Production Growth: Total, Classroom, and Online

Region us
I 18
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Degree Production Trends Online: Two Largest Programs
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Average Tuition: In-State, Out-of-State, and Private

Region Nation
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Related Occupations: Annual Opening and Projected Growth

SAMPLE CLIENT Region Annual Openings at Level and Projected Growth uUs
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Unique Job Postings: 12-Month Total Volume

Region Unique Job Postings: Jan 2022 - Dec 2022 Nation
60,000 53718 350,000 318.409 327,777
50,000 300,000
241,502
250,000
40,000
192,341
30,528 200,000
30,000
150,000 140,837 140,898
20,000 17,267
9830 12,229 100,000
10,000 ’ 48,228
' 4,025 50,000 28,357
1,184 2297 . 956 l 1,207 18,542 . 6565
0 — Bl - S — o —_—
A ¢ & o & & N J @ & *
& & S & & N Q & & o . ° & Q o 2 &
é‘o\o ‘o"\o S 0'2’&\0 \0@\ ‘75‘&0 &Q&o %*é& ol @4&\ *0°\°°;\ f—,‘@\zob e&\(\ 65;000 (&@«\(\ og’&é\ z"“y\ ~\"’@}Q %bé\ §i¢b
N 5 ) & g & o \al ¢ S S & 58 g <
S & & & S K = S 2 S\ <& N & N @ o & s
Q & D & & & 3 P < X $ NG N £ $ 3
(Jo@ s & c‘f"&(\ & « < g@*& (P(\Q (’o@ N &\Q ‘é‘&& « é@ « é@% )
& N & N N o
= & < ) & S
S S & &
g 1S3 & &
V‘@ @'DQ ©

® Unique Monthly Openings

22

@ L Source: Lightcast, May, 2023



T ——
Unique Job Postings: Median Posted Starting Salaries

Median Posted Starting Salaries
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Z-Score Ranking Detail - REGION
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SAMPLE CLIENT Program Prioritization Matrix — All Program Formats
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How to do it

Competitor Profiling and Analysis
1. Focus on specific programs that you will compete with.

2. Select specific programs based on stakeholder knowledge AND market
data - not all competitors are those you think.

3. Focus on gathering information that will help you differentiate - and
think broadly.

4. Build a template and put someone to work.

Analyze by comparing to your plans (or your current practices.)

@L 27



What to include in your analysis?

reputation.

Program descriptions can be “student-fod
student, or “institution-focused” focusing
some combination of the two. As increasi|
between the program content and their o
decision factor (RNL, Graduate Student R
institutions to lead with what the prograr
community — rather than focusing on spef

In what follows we highlight key passage
visitors view the program from their firsy

Program Descriptive Language

We analyze the content and tone of the primary program descriptions that are presented by
each competitor on program webpages because this helps us understand how they position
the program to stand out among competitors.

Primary Pr

By Nurses, For Nurses
Qur 1009 doctorally-
prepared faculty use their
nursing experience to help
you grow. Join a CENE-
aceredited nursing school
with more than 130 years of
history educating nurses.

You're in Good Company
You'll join o network of more
than 90,000 students and
alumni nationwide who step
forward to support each
ather - and their patients.

& Specialty Track Options
Specialize your practice as
you earn your MSN degree.
Choase from specialty tracks
including healthcare policy,
nurse educator, nurse
executive, nursing
informatics, family nurse

Earn the credentials to
advance your career
Ifyou're a registered nurse)

2021 MASTER’S DEGREE PRODUCTION

Chamberlain
University

Indiana Wesleys:
University

2021 Degree Produy

2021 Degrees: 565
Yo Change: +54.80

2021 Degrees: 19 29
YoY Change: +26.604 Yo

Degree Production: How Competitors Comp

Among these competitors, Chamberlain is by far th
in 2021, which represents a 54.8 percent year-ove
largest degree producer in this field nationwide (b
produced 288 master's degrees.) Rush was next la
decrease of 10.1 percent. University of Illinois-Chi

DeFaul’s MS in Nursing
program will help you
develop the skills and
credentials you need to
become a nurse
administrator, nurse
educator, family nurse
practitioner or adult-
gerontology nurse
practitioner. We'l tailor the
program for you depending
an your educational

background.

If choosing nurse educator or
nurse administrator track,
you'll earn a Master of
Science in nursing through
DePaul: and a certificate in
health administration or
health professions education
through DePaul’s alliance

Science in Nursing (MSN).
Discover a high-quality and

can take on the role of an

advanced nurse who

affordable pathway to your
next nursing credential
Power anward in your
nursing career with PNW.

Online Flexibility for
Warking Nurses

* Customize your path and
pace to fit your busy
nursing schedule.

Complete your practicum

‘haurs where you work.

* Graduate with your
master’s degree in
nursing in two years or
less.

functions in a family nurse
practitloner, psychiatric
mental health nurse, nurse
educator, or nurse
administrator role. The MSN
is.a valuable, respected
degree. Advanced practice
nurses are often called on to
assume leadership roles in
the profession and in heaith
care delivery.

As a graduate you will
incorporate your education
and research into a practice
that is reflective of the
dynamic needs of a diverse
population. Through the
advanced role you will be

instrumental in ensuring

practitioner, adult-

RL

WEBSITE BEST PRACTICES

Because undergraduate students conduct almost the entirety of their search process online,
and then make their enrollment decisions largely based on the information they can (or
cannot) find on institutional websites, it is more important than ever for institutional
websites to ensure that they’re following many of the best practices that are commonly
found on the sites of other services with which prospective students interact regularly. 2021
RNL data indicates that nearly 80 percent of both prospective undergraduate and graduate
students have watched a video on an institutional /program page; that more than half have
used a chat feature; and that an informatio
first contact with the programs that interes}
these are done at competitor programs/ins|

‘Website Best Practices: Use of Video, Chat]

Video: Not present on home
page

Video: Not present on home
page

Chat: None

Chat: None

Information Request
Form: A pop-up window
appears as users seroll that
leads to an Information
request form. There are also
action buttons to Request
Info at the tap of the vertical
navigation bar and just
below the main image, as
well as an embedded form
within the bedy of the home
page.

Information Request
Form: Prominently
positioned at the very top of
the home page is an
embedded information
request form.

General Navigati

General Navigati

Summary: Most, if not all of
the information prospective
students need is avallable
and navigation is intutive.

Summary: Most, if not all of
the Information prospective
students need is avallable
and navigation is only
somewhat intuitive. Because

Video: How Programs Compare with Valparaiso University

More than 70 percent of prospective students watch videos during their search for study.
Like three of its competitors, Valparaiso University does not include a video on its home
page. Only University of Maryland Global provides a video. It's about one minute long and
narrated by a graduate who is depicted at home with her family, as well as in an interview
setting, and talks about the benefits of the program.

Examples of Videos
UNIVERSITY OF MARYLAND GLOBAL

Cate Reich wanted to be a role model to her
children and to give back to her country, She
decided to earn an MS in Cybersecurity. UMGC's
reputation and flexibility were the perfect fit for
Cate's busy life. What's more, Cate's UMGC courses
were not only immediately useful to her work, they
also allowed her expand her career while making
the world a safer place.




What to include in your analysis?

INFORMATION ON RELATED CAREERS

2021 data on the enrollment decision making patterns of prospective students indicate that
positive career outlook and/or positive outcomes data on the employment of recent
graduates is the second most frequently cited factor in choosing graduate
programs/institutions. This is a function of the combination of the cost of higher education,
the soft job market in many fields, and the rising skepticism of many about the value of a
college education after a generation of dreamers have had to return to school in order to
equip themselves with useable job skills.

Therefore, it is mission critical for successful programs to prominently present as much
detailed information as possible in order to attract students to their programs. While
programs and institutions are doing better—although not great—at presenting some
information on career prospects, these data tend to be superficial, without detail or

Navigation: How Programs Compare

WESTERN GOVERNORS UNIVERSITY [
Bar for Prog Specifi i

University-wide Information is provided in the horizontal set of links at the top of

the home page (1), The vertical sct of linka on the left sends visitors t relevant

sections of the home page for program-spexific information (2).

Action Buttons for About, Contact Us, Jobs, etc.:
There are action buttons to request information at the top of the home page (3]
d in the body of the home page (61, In addition, there are action buttons to
apply at the top of the home page [2), within the main image (4], followi
the vertical set of links [5), within the body of the home page (7 and 8).
botom of the home page (7).

clickable links, and almost completely devoid of data on the success ol
the specific institution the visitor is considering. With this in mind, wq
career information that is presented by programs and institutions.

Institution,
Program Nam,
and Home @

- Total Credits
Concordia

University Chicago

Cincinnati

Information on Related Careers

Medium-High. The home page
includes a section "What Can You Do
With a Master's in Sports Leadership?”
that includes headshots of four
(presumed) alumni with their position
titles, as well as a bulleted list of
potential positions.

What Can You Do With a Master’s in

Medium-High. Clicking on Careers
leads to an entire webpage dedicated
the career outlook of graduates.

Career Qutlook

Obtaining emplayment in sport requires
a distinctive game plan that often draws
heavily an face-to- face networking with

Low. The hom
“Potential Car
comprises a sh]
position titles.

POTENTIAL €4
The MS in spor]

you for a varie

industry

Sports Leadership? develaped our online Master of Science Compliance|
The Sports industry Needs More in Sport Administration Facility/ap
Business Leaders - You Can Fill That program designed to leverage the Ticket offic:
Need Bearcat Nation's vast alumini network Developme]
and UC faculty members with close fundraising

industry connections Public relat]

Business aff

Human resq

Information on the Career Outcomes of Recent Graduates
Low. There are headshots of what we Low. Under “Testimonials,” users can Nene. No infor
presume are four alumni along with watch deos, which comprise autcomes of rd
their position titles, alumni stories. presented.

wce in Cybersecurity
Required Ce

Grpenance. Bick Maagemen and Compllancs
and Netwerking sod Iné satreci

[T te T —r

Form

Examples of Career Information Presentation
CONCORDIA UNIVERSITY CHICAGO

What Can You Do With a Master’s in i
Sports Leadership?
The Sports ey Newds M Biiaess Leaders - Vo Cam il Tha Necd
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Mirror: How to do it

Primary Market Research to assess how you fit into the market

1. Most affordable route: focus on those who “know you” - your existing
audience to ensure that the maximum number convert.

2. Less affordable route: focus on those who don’t “know you” - the higher
education market as a whole and learn what they think of you.

3. Survey those who enrolled AND those who didn’t so you can assess where
they match - and don’t match.

4. Build a survey that goes well beyond “why DID you enroll?” and “why DIDN’T
you enroll?”

5. Analyze focused on how can you change to meet needs of those who didn’t
enroll while not alienating your loyal audience.

(RNL "



What do you need to know about your audience?

Sources Consulted in Early Stages of Search

Two Most Important Factors In Decision

Proportion Indicating Top Two Factors in
Enrollment Decision

6I%
Program content (relevance to my A
Interests/concentration I want]
39%
0%
Cost of program

A%
st

Program quality

| -
Reputation of the institution %
'
Convenience — the format of the program fits with my .

ather responsibilities
1%
Provimity of the eampus ta where | currently —
tive fwark

L."»
: %
Gher (specify]

®international @ Domestic

Motivation for Graduate Study

Motivation

# Ta prepare for my first
job feareer

To prepare to change careers

Online search
» Ta advance my coreer
Falkied 1o laxsmaates or professers from sy
undergraduate program
* To continue my
dl
Program raskisgsites studies/research

« Ta prepare for a
doctoral/professivnal
program

1 talked to colleagues o supervisors at work

1 talked to ambly members or sthers in sy ® Personal reasons not related

tajab/career

Prined pregram gaides or sther materials

7

- %
Adson websites | visit ' %

e I Enrollment Decision Making Priorities
®[nterna

T

§enrolied at the institation that provided me the most
fursding.

e
N emrlled in a program with higher nstion: hat T

program cantent was clasest tomy intereds

1 enrolied in a program wilh higher taltion; but
Programs ormat scedule/location were most
coavenkeat

8%

Nemrmlhed ina program with highes ttion: bt
program finstitution bad the hest repatation

§enrelled at the fowest cost instintier: other ooes l ™
were secandary.

®lnternational @ Domestic
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What do you need to know about your audience?

Institutions/Programs Considered/Applied To

International 105

First Information about

Most Important

[Nol:e‘— 50)

'Features/Factors LF P
Proportion Indicating “Very Important” bt i ™

(Mot Yet - 39)
——
The match hetween pragram fooas and my 5 P i o
prefessional mterests %

The reputation o

Recommendation of

The reputation of the program

sy MOSt Compelling Program/Institution Features

i

| |
;|
2 a

Proportion Indicating “Greatly Increase”
S Sockl media
Recommeny dation Yes T
— Lo P
s
format and schedales avallsbie _zfj-“
em (pheace explain)
......... apersensiaicocion. |
3l the location where | will ke T
Damesti [rees— iy e
Se
Source of Re el atic #lemed ntrkc n%
s 10 and cultures represented i 0%
% e ¥ T6%
T - -
0% 10% 0% 0% 40% S0% 60% TO%W D9 90% 1007
2 =
(T2 " ®lnternational @ Domes Lic
. e 37
~m Al
Profmerar  Coleageearinend Spevisreiben  FamBymember  Terweroroumnt
scademic s i s
RNL
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Own and Transform
Your Online Success

Download a copy of
our Guide today.
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