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Data-Driven Digital Strategies 

for Enrollment Success
      

In today's digital age, leveraging data effectively can be the key to 
achieving enrollment goals while also optimizing budgets and efforts.

Together, the JHU Engineering Director of Recruitment and 
Marketing and RNL Digital Experts delve into a case study that 
showcases the Process, Actions, and Results of a successful digital 
partnership that yields more applications, admits, and enrollments 
year over year.

We will provide valuable insights and recommendations into this 
dynamic and challenging pursuit of leveraging digital channels 
to reach enrollment targets.
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Data-Driven Digital Strategies for 
Enrollment Success

Thursday, July 27th | 1:45 - 2:25 pm CST

Lisa G. Hearld, Client Success Director, RNL

Anuja Siraj, Director of Digital Strategy, RNL

Michael J Ritter, Senior Vice President, RNL

Charise Bell, Director of Recruitment & Marketing, Johns Hopkins University – Whiting School of Engineering
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INTRODUCTIONS

RNL & JHU Engineering

Lisa Hearld, 
Client Success Director, RNL

Anuja Siraj, 
Director, Digital Strategy, RNL

Michael J Ritter, 
Senior Vice President, RNL

Charise Bell, 
Director of Recruitment & Marketing 

Johns Hopkins University 
Whiting School of Engineering 
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Discussion Guide 

▪ Introductions

▪ Overview of partnership and Johns Hopkins University’s Engineering for 

Professionals programs

▪ JHU Engineering’s big wins and outcomes

▪ How did we get here? Process, Actions, Results!

▪ Q&A and discussion

AGENDA
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▪ Partnership started with Nurture, Application Marketing, 
Yield, and Consulting 5 years ago – evolving into Digital Lead 
Generation, Qualify & Transfer, and Enrollment Coaching.

▪ As needs shifted, we regrouped and strategized to fill in 
where we could benefit and boost enrollments the most.

▪ Weekly meetings to go over progress, programs, and analyze 
the data.

▪ Set goals each month: convert more inquiries to applicants, 
get more qualified applicants, perhaps pivot mid-year to boost 
a struggling program or two, identify gaps (geos, keywords, 
audiences), boost enrollments where there is capacity, and fill 
in with support at every step.

– Envision Dashboards – Full Funnel Reporting

– Qualify & Transfer

– Enrollment Coaching

OVERVIEW of RNL & JHU Partnership

2019 - present
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OVERVIEW Johns Hopkins University

Whiting School: Engineering for Professionals Programs

▪ Artificial Intelligence

▪ Electrical & Computer

▪ Computer Science

▪ Data Science

▪ Cybersecurity

▪ Applied Computational Financial Math

▪ Brand

▪ Healthcare Systems

▪ Information/Intelligent Systems

▪ Robotics

▪ Applied Physics

▪ Civil

▪ Systems

▪ Engineering Management

▪ Applied Biomedical Engineering

▪ Environmental

▪ Mechanical

▪ Space Systems

▪ PLUS Industrial, Data Analysis, 
and Climate coming soon!
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JHU's BIG WINS AND OUTCOMES

A Result of the JHU & RNL Partnership

Record High Applications in Q1 of 2023

▪ 31% growth in Spring '23 Completed Apps, as compared to the previous quarter

▪ Spring '23 exceeded enrollments by course programs approximately 36% year 
over year (YOY) growth as compared to Spring '20

▪ Cost per Completed Apps reduced by 25% from previous quarters in 2022

YOY Growth in Lead Conversions

▪ 60% YOY growth in Lead Conversion volume as compared to June 2022

▪ Average Cost Per Lead $72, compared to $125 industry benchmark in engineering

▪ 5.9% Conversion Rate on average, compared to 3.4% industry benchmark
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HOW DID WE GET HERE?

PROCESS, Actions, & Results

Strategy

Channels

Geo TargetingAd Spend

Data Analysis 
& 

Optimizations
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HOW DID WE GET HERE?

PROCESS, Actions, & Results

Raw Inquiry
Prospective 

Inquiry
Contacted 

Inquiry
Qualified 

Inquiry
Submitted 
Applicant

Completed 
Applicant

Admitted 
Student

Registered 
Student

Full Funnel Reporting Enrollment Coaching

Qualify & Transfer

(Speed to Lead)
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HOW DID WE GET HERE?

Process, ACTIONS, & Results

Digital Strategy Modifications

▪ Major shift in the marketing budget from 
Social towards Google Search

▪ Analysis of market competitiveness

▪ Forecast models

▪ Messaging and positioning alignment

▪ Qualify & Transfer and Enrollment Coaching

15%

2%

80%

5%

60%

5%

25%

3%
7%

Leads/Conversions
Distribution

March 2021 – 

March 2022

March 2022 – 

March 2023
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HOW DID WE GET HERE?

Process, ACTIONS, & Results

CYBER-OCTOBER

CYBER-SEPTEMBER

CYBER-DECEMBER

CYBER-NOVEMBER
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HOW DID WE GET HERE?

Process, ACTIONS, & Results

▪ Strategic shift of the ad 
spend budget towards 
Google Search, where 93% 
of Completed Apps 
were generated.

▪ Added programmatic ads 
and Bing to our diversified 
channel portfolio.

▪ Weekly and monthly 
monitoring 
and optimizations.

Paid Completed Apps 

Channel Distribution
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HOW DID WE GET HERE?

Process, ACTIONS, & Results

Examples of JHU's digital ads:
Computer Science on Google Search, Artificial 
Intelligence on Facebook, and Electrical and Computer 
Eng LinkedIn ad – emphasizing flexibility, part-time 

and online modalities, and the "No GRE" requirement. 

Competitive Analysis & 
Diversified Advertising Portfolio
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HOW DID WE GET HERE?

Process, ACTIONS, & Results

Ongoing Optimizations:

▪ Program deep dives​
▪ Keyword expansions​
▪ Budget reallocations​
▪ Bid adjustments​
▪ Geolocation target
    ​refinement
▪ Continuous pace

​monitoring

From top of the funnel to bottom 
of the funnel to maximize Return 
on Ad Spend (ROAS):
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HOW DID WE GET HERE?    

Process, Actions, & RESULTS

▪ Approximately 60% of YOY growth 
in conversion volume compared to 
June 2022.

▪ A 7% reduction in cost per 
conversions.

▪ Consistent and measurable growth 
in program applications and 
enrollments as compared to 
previous years.

Year Over Year Growth 

in Conversions

Ongoing optimizations and budget 
adjustments have resulted in:
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Questions & Answers



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

Thank you!

From RNL & Johns Hopkins University – Whiting School of Engineering

Further information on RNL Enable, the Student Lifecycle, and Full Funnel reporting are included in the Appendix.
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1. RNL Enable

2. The Student Lifecycle

3. Full Funnel Reporting

APPENDIX
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RNL ENABLE: Transforming Enrollment Success
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RNL is enrollment focused, metric driven, and fully transparent

The Student Lifecycle



21

▪ Reports on a) inquiries that come into an RNL system and/or b) are included in the partner down 
funnel file.

▪ The full funnel reporting dashboard shows the down funnel activity of those inquiries (submitted 
applicant, completed applicant, etc.) milestones.

▪ The down funnel activity is pulled straight from the partner down funnel file that is sent to RNL daily.

▪ This provides additional insight for both RNL marketing and our partner into how inquiries are 
progressing through the funnel by channel, program and/or campaign; thus, RNL and our partners are 
then able to make better informed decisions based on this data.

Full Funnel Reporting

Raw Inquiry
Prospective 

Inquiry
Contacted 

Inquiry
Qualified 

Inquiry
Submitted 
Applicant

Completed 
Applicant

Admitted 
Student

Registered 
Student
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Glossary of terms:

• Raw Inquiry: Any valid inquiry that has made it 
into an RNL system.​
• Prospective Inquiry: Unique individual intended 
to be contacted.
• Contacted Inquiry: Successful 2-way 
communication/conversation with a prospective 
inquiry.
• Qualified Inquiry: Contacted inquiry that is not: 
not qualified or no further action.​
• Submitted Applicant: Application filled out and 
submitted.​
• Completed Applicant: Application and all 
supporting documents submitted; ready for 
evaluation by institution.​
• Admitted Student: Admission decision made by 
institution and admitted.​
• Registered Student: Any student that is 
registered for at least one course in the next 
available period.​
• FDOC: Any student who has not dropped and is 
enrolled in at least 1 course on the first day of class 
in the current period.​
• Start New Student: Student is enrolled in at least 
1 course and has not dropped at the census date of 
their first term.

Full Funnel Reporting, cont.
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