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WELCOME 

to Columbus



Let’s get 

started

Introductions
- How did you “get here”? 

What’s on the Agenda Today?

WiFi Network
Please refer to the sign on your table for the credentials.

10:00 Know Your Market: How National 
and Regional Trends Impact Your 
Success

11:15 Understand Your Audience:
 12 “Must Dos” to be Competitive

12:15 Lunch

1:30   Meet Your Market: Best Practices 
in Lead Gen and Conversion

2:30   Applying What You Learned: Next 
Steps in Making Change Happen
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✓ Growth factors

✓ Regional geographic and 
program specific data

✓ Behaviors and expectations in the 
non-traditional student market

✓ Key characteristics of a high-
quality marketing and recruitment 
plans

✓ Patterns of success we have 
observed in this market

Goals for today

1

2

3

Connect with colleagues from around your region

Leave armed with context and research focused on:

Go back to campus energized with at least one actionable 

idea to implement
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We value you!

EVALUATION FORM
Please complete evaluation form and leave at the table 
or hand to an RNL staff member.

RESOURCES
We are giving you exclusive access to our full research 
reports. Check out the reports at the registration table 
and at your seats. 

CONNECT WITH RNL
Let us know if you’d like to connect to discuss how we are 
partnering with campuses in any of the following areas:

• OPM alternative

• Lead generation 

• Full-funnel attribution

• Conversion

• Instructional design

• Consulting and research

Access to RNL’s latest 

report: the 2023 

Graduate Student 

Recruitment Report

OFFER TO RNL 
WORKSHOP PARTICIPANTS



Factors 

Influencing 

Enrollment
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Know Your Market: 
Regional and National Data To Inform 

Your Strategy 1
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The National 

Outlook
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Source: RNL analysis of IPEDS Fall Enrollment data. 

*We compare 2019 to 2021 rather than 2020 in order to better understand the pre- and post-pandemic trajectory of online demand. 

No surprise that online education has become “mission 

critical” for graduate growth 
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*We compare 2019 to 2021 rather than 2020 in order to better understand the pre- and post-pandemic trajectory of online demand. 

…but would are you surprised that the same is true for 

undergraduate? 
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Graduate enrollment may be “correcting”
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Undergraduate enrollment continues its slide
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Graduate Enrollment Trends and Format Choice 
(With and Without the Pandemic)
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Undergraduate Enrollment Trends and Format Choice 
(With and Without the Pandemic)

Source: RNL Analysis of IPEDS Fall Enrollment Snapshot data. (U.S. degree-granting institutions of at least two years.)  
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Fall Enrollment 

Snapshot       

(Fall 2021)

12-Month 

Enrollment 

(2021-2022) Undercount % of total

Total Enrollment 3,211,586 4,024,245 812,659              20.2%

All Online Courses 1,294,448 1,747,014 452,566              25.9%

Some Online Courses 515,500 952,737 437,237              45.9%

No Online Courses 1,401,638 1,324,494 (77,144)               -5.8%

Graduate

Fall Enrollment 

Snapshot         

(Fall 2021)

12-Month 

Enrollment 

(2021-2022) Undercount % of total

Total Enrollment            15,825,026 20,881,097 5,056,071          24.2%

All Online Courses              4,365,930 6,282,243 1,916,313          30.5%

Some Online Courses              5,056,813 7,977,708 2,920,895          36.6%

No Online Courses              6,402,283 6,621,146 218,863              3.3%

Undergraduate

The Undercounting of Online Students

Who are these students? 

Online and hybrid students 
who enroll at times other 
than the fall semester. 

Source: RNL Analysis of IPEDS 12-Month Unduplicated and Fall Enrollment Snapshot data. (U.S. degree granting institutions of at least two years.)  
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Has your institution increased goals 

for graduate and online in recent 

years? 

If so, have you been given more 

resources to do so? 
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The Region 
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What online bachelor’s 

program is generating the 

most graduates in this state?
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25 Largest Online Bachelor’s (Ohio)
ONLINE AVAILABLE ALL FORMATS OCCUPATIONS

PROGRAM

TOTAL 

ONLINE 

DEGREES

5-YEAR 

GROWTH #

5-YEAR 

GROWTH %

TOTAL 

DEGREES 

2021

5-YEAR 

GROWTH #

5-YEAR 

GROWTH %

ESTIMATED 

ANNUAL 

OPENINGS

PROJECTED 

% GROWTH (2022 

– 2027)

Registered Nursing 5,845 98 2% 7,051 341 5% 4,775 3%

Business Administration and Management 1,647 (22) (1%) 2,402 (689) (22%) 37,699 3%

Speech Communication and Rhetoric 561 322 135% 1,474 (143) (9%) 933 3%

Criminal Justice/Safety Studies 444 71 19% 964 (43) (4%) 1,631 (2%)

Allied Health and Medical Assisting Services 366 252 221% 385 256 198% 9,411 2%

Marketing/Marketing Management, General 362 266 277% 2,981 494 20% 2,075 8%

Psychology 356 219 160% 3,519 (98) (3%) 1,328 10%

Accounting 312 63 25% 2,132 (293) (12%) 8,071 1%

Public Health 249 71 40% 469 176 60% 1,808 8%

Social Work 226 116 105% 1,135 3 0% 1,739 4%

Health Professions and Related Clinical Sciences 224 135 152% 278 (151) (35%) 18,644 4%

Multi-/Interdisciplinary Studies, Other 217 214 7133% 304 3 1% 38,599 1%

Information Technology 197 66 50% 264 7 3% 6,955 6%

Nursing Practice 172 71 70% 189 88 87% 5,146 4%

Clinical Laboratory Science/Medical Technology 169 (41) (20%) 261 (35) (12%) 460 2%

Small Business Administration/Management 165 165 Insf. Data 167 167 Insf. Data 11,616 4%

General Studies 149 123 473% 296 24 9% 45,145 1%

Human Resources Management 147 61 71% 398 25 7% 3,371 3%

Criminal Justice/Law Enforcement Administration 127 (387) (75%) 370 (260) (41%) 1,754 (2%)

Business/Commerce, General 125 91 268% 288 (194) (40%) 12,818 5%

Health/Health Care Administration/Management 122 (65) (35%) 301 (124) (29%) 5,174 3%

Kindergarten/Preschool Education and Teaching 114 48 73% 123 (13) (10%) 1,133 4%

Education, Other 108 (21) (16%) 159 4 3% 8,836 1%

Organizational Communication, General 104 23 28% 122 (26) (18%) 465 4%

Theology/Theological Studies 97 (24) (20%) 110 (35) (24%) 935 3%
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10 Critical Pieces of 

Market Intelligence
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Online BSN: Degrees and Jobs

Related Occupations (at Level) 

1. How many 
degrees? 

2. How is online 
contributing?

3. Will jobs 
grow?

4. How many 
jobs annually?
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Online BSN: Top online competitors in the region

10 Largest Online 
Programs

5. How do you compare 
with competitors?

6. Who is 
dominating?

7. How have competitors 
performed?
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Online BSN: Long- and short-term trends in the region

Degree Production Trends – 2003-2021 8. What is the 
enrollment trend 
across all programs?

9-10. Which 
types of 
programs are 
pushing 
growth? 
Online? 
Classroom? 
Both?
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What master’s (all formats) has 

seen the greatest growth in 

the last five years in this state?
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25 Largest Growth Master’s (Ohio)
ALL FORMATS ONLINE AVAILABLE OCCUPATIONS

PROGRAM

TOTAL 

DEGREES 

2021

5-YEAR 

GROWTH #

5-YEAR 

GROWTH %

TOTAL 

ONLINE 

DEGREES

5-YEAR 

GROWTH #

5-YEAR 

GROWTH %

ESTIMATED 

ANNUAL MASTER’S 

OPENINGS

PROJECTED 

% GROWTH 

(2022 – 2027)

Social Work 991 218 28% 681 523 331% 966 4%

Management Science 286 217 314% 74 72 3600% 2,478 4%

Applied Behavior Analysis 189 189 Insf. Data 189 189 Insf. Data 36 11%

Speech-Language Pathology/Pathologist 176 167 1856% 100 100 Insf. Data 140 10%

Mental Health Counseling/Counselor 348 165 90% 51 14 38% 1,018 9%

Physician Assistant 402 163 68% 0 0 0% 82 14%

Computer Science 387 155 67% 75 52 226% 4,050 7%

Health/Health Care Administration 503 146 41% 475 172 57% 2,874 3%

Business Analytics 124 124 Insf. Data 112 112 Insf. Data 1,898 8%

Information Technology 196 104 113% 196 196 Insf. Data 3,864 6%

Business Admin., Mgmt. & Ops, Other... 201 97 93% 102 90 750% 17,795 3%

Biology/Biological Sciences 228 96 73% 152 136 850% 325 6%

Econometrics and Quantitative Economics 126 88 232% 0 0 0% 680 9%

Financial Mathematics 141 84 147% 0 0 0% 467 7%

Physical Education Teaching and Coaching 134 81 153% 127 86 210% 946 10%

Engineering/Industrial Management 179 78 77% 134 92 219% 1,433 2%

Accounting and Related Services... 71 71 Insf. Data 0 0 0% 16,327 2%

Architectural and Building Sciences 71 70 7000% 0 0 0% 1,854 3%

Physiology 211 57 37% 174 57 49% 60 9%

Special Education and Teaching 286 55 24% 238 158 198% 416 0%

American/U.S. Law/Legal Studies 53 53 Insf. Data 53 53 Insf. Data 315 3%

Human-Centered Technology Design 52 52 Insf. Data 52 52 Insf. Data 105 11%

Sport and Fitness Administration/Management 279 48 21% 210 64 44% 1,070 10%

Medical Informatics 66 43 187% 66 43 187% 894 7%

Pharmacology 56 43 331% 44 44 Insf. Data 105 8%
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10 Critical Pieces of 

Market Intelligence
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Social Work (M): Degree and Jobs

Related Occupations (at Level) 

1. How many 
degrees? 

2. How is online 
contributing?

3. Will jobs 
grow?

4. How many 
jobs annually?
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Social Work (M): Top competitors in the region

10 Largest Online 
Programs

5. How do you compare 
with competitors?

6. Who is 
dominating?

7. How have competitors 
performed?
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Social Work (M): Long- and short-term trends in the region

Degree Production Trends – 2003-2021 8. What is the 
enrollment trend 
across all programs?

9-10. Which 
types of 
programs are 
pushing 
growth? 
Online? 
Classroom? 
Both?
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When we come back from 

our break, we’re going to 

dive into what it will take to 

meet student expectations – 

here’s why…
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Business Graduate Students by Generation

Gen X
(No devices)

18%

65%

17%
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Student Expectations have shifted. Are you ready? 

Past student expectations



33

The Pandemic Effect

The experiences graduate students had during the two pandemic years have impacted 
their preferences and expectations: 

1. Increased demand for fully online study: 3.2 million graduate students were 
“pushed off the cliff” and into online/remote study and this was the “push” that some 
needed to embrace online. 

2. Increased demand for access to fully online courses (in classroom programs): 
After several semesters of online/remote course taking, an expectation of being able to 
take some courses (as needed) in a fully online format has increased (this is also 
happening at the UG level). 

3. Changing expectations/interpretation of what is of “value”: Experiences have 
clarified for many students what the “valuable” aspects of classroom study are (and 
what they aren’t), and advanced comfortability with digital content. 



These realities impact every stage…
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Understanding Your 

Audience

12 Things You Need To Do     

In Order to Win
2
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What are the “must do’s” in 

program design? 
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1. Focus on degrees

How to Win

Ensure that you have adequate 

numbers of online  master’s 

AND bachelor’s programs, 

rather than launching any 

program for which there is 

internal interest in 

Source: 2022 Online Student Recruitment Report, RNL
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Ensure that you have 
adequate master’s level 

offerings. Don’t spend undue 
time on certificates which 

demonstrate lower demand 
and produce less revenue – 
unless they can be stacked 

into a degree. 

How to Win

1. Focus on degrees
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2. Focus on high demand degree areas. 

How to Win

Offer online (and hybrid) 
degree programs in high 
demand areas (Business, 
Health Professions, CIS…) 
rather than niche areas 
for which there may be 
less internal resistance.  

Source: 2023 Graduate Student Recruitment Report, RNL
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2a. You can’t “niche yourself into enrollment health. 

How to Win

You cannot “niche” 

yourself into 

enrollment growth. 

12%

4%
2% 2% 2% 2% 2% 2% 2% 2%

0%

2%
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8%
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14%
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20,000
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80,000

100,000

120,000

2021 Master’s Degree Production: 10 Largest Programs

2021 Total Master's Degrees % of All Degrees

Among 1,101 different master’s categories, the 10 largest account for 32% of the total in 
2021. 173 degree areas produced fewer than 10 graduates. 
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3. Ensure you offer online programs – in high demand topics. 

How to Win
Distance of Furthest Programs 
Considered

All Online
Partially 
Online 

All 
Classroom

Within 
25 
miles 40% 37% 34%

Almost any program 
designed to materially 

contribute to enrollment 
growth must be available 

online. Recognize that online 
delivery is how institutional 

provide flexibility and 
convenience today. 

All 
Classroom, 

18%

Partially 
Online, 

43%

Fully 
Online, 

39%

Source: 2023 Graduate Student Recruitment Report, RNL



43

4. Ensure that programs offer accelerated courses. 

How to Win

Less than 30% of undergrads 

and 20% of grad students 

seek semester-length study. 

Growth programs must offer 

accelerated terms – and 

stackable courses. 

Source: 2022 Online Student Recruitment Report, RNL
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4a. In online programs, some self-paced and more structured 

elements should be included, and optional convenings. 

How to Win

Online students want both self-

paced and structured elements in 

their courses, and express interest 

in (not more than 2) synchronous 

convenings per course (which 

should be optional.)

Source: 2022 Online Student Recruitment Report, RNL
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5. Ensure that career advancement is at the core of your 
positioning – and curriculum.

How to Win

All but 8% of students enroll for 

career reasons. Positioning and 

curriculum that does not make 

future career success (think ROI) 

clear will not win. Avoid imagery 

of grads in caps and gowns in 

favor of people in work situations.

Source: 2023 Graduate Student Recruitment Report, RNL
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6. Messaging, positioning, and programs should reflect 

concerns with cost, future employment, and flexibility. 

How to Win

Every aspect of programs should 

reflect student concern with total 

cost, future employment, and 

flexibility. This not only means 

positioning to these concerns, but 

developing programs that require as 

few credits as possible (less $), 

accept previous credit, showcase the 

success of recent graduates, and 

offer flexibility in formats. 
Source: 2023 Graduate Student Recruitment Report, RNL
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6a. If you are not the most affordable institution, focus 

even more messaging on other aspects of ROI. 

How to Win

Only 26% enroll in the least 

expensive program, so if you are 

less affordable focus on flexibility, 

content match, but do not over-

rely on the “prestige” factor unless 

you truly ARE the prestige provider 

in your region or program area. 

Source: 2023 Graduate Student Recruitment Report, RNL
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What are the “must do’s” in 

recruitment and cultivation? 
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What is your team doing (or want 

to do) to address

evolving student expectations? 
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1, 
33%

2, 
40%

3, 
17%

4 or 
more, 
10%

How to Win

Unlike past times, you are not the 

only program being considered, 

so focus on “selling” your program 

in relation to others. Also note that 

(even in online programs), you are 

competing locally more often 

than nationally – or even 

regionally. 

Less 
than 
25 

miles, 
38%

25-50, 
27%

51-75, 
11%

76-100, 
6%

100+, 
17%

How Far AwayHow Many Programs

Source: 2023 Graduate Student Recruitment Report, RNL

7. Make the case for YOUR program in comparison with 
your competitors (which ARE local). 
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8. Respond quickly – within minutes or hours – or risk losing 

the student and/or creating a bad “first impression.” 

How to Win

Students (young or old) 

expect response times like 

any other service they use. 

Responding within minutes (or 

hours) is essential in both 

satisfying the student AND 

ensuring they have a positive 

attitude about your program. 
Source: 2022 Online Student Recruitment Report, RNL
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8a. The best programs with the best marketing, are 

stunted by ineffective cultivation and follow up.  

How to Win

Response times that take 
longer than expectations 
result diminished interest 

and negative impressions. 
Only one in three will 

“forgive” a slow response. 

Source: 2023 Graduate Student Recruitment Report, RNL
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8a. Early personalized communication is essential 

How to Win

While 90% percent of students will 

accept a non-personalized email as a 

place-holder only 7% prefer ongoing 

non-personalized contact. Two-thirds 

indicate that personalized 

communication is an important 

aspect of their interest in programs, 

but the methods they expect are 

quite straightforward. 

Very 
important, 15%

Important, 49%

Importance of Personalized Communication 
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9. Ensure that professional recruiters are responding to 

first, and early follow up, contact. 

How to Win

Many decentralized enrollment offices 

rely on faculty or other program staff 

to respond to inquiries. This is not only 

ineffective (in ensuring quick follow 

up) but also unnecessary, as students 

prefer a recruiter, and the information 

they need is general. 

Follow Up: Who 

Follow Up: What

Source: 2023 Graduate Student Recruitment Report, RNL
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10. Create communications flows that engage prospects 

with relevant content in multiple channels. 

How to Win

After first engagement, 

prospective students seek regular 

contact (once per week, after an 

initial period of more regular 

contact). Mix up your channels 

(add in text and leave phone 

messages) to ensure you catch 

them where they are at any given 

moment. 

Daily, 
12%

2-3 times 
per week, 

35%
Once per 

week, 
30%

Every 
other 

week, 12%

Once a 
month, 

10%

Follow Up: How OftenPersonalized 
email, 54%

Non-
personalized 

email, 6%

Text 
message, 

18%

Phone 
call, 13%

"Snail" 
mail, 7%

Follow Up: How

Source: 2022 Online Student Recruitment Report, RNL
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11. Ensure your admissions notification is as close to one 

week as possible. 

How to Win

Admissions processes must be 

streamlined. Evaluate every element 

in your process (and materials 

required) to see if there is a regulatory 

or accreditation reason for its 

inclusion. If not, eliminate. Work with 

faculty to develop “minimum 

requirements” criteria that allows 

admissions office to accept students 

who clearly meet requirements.  Source: 2022 Online Student Recruitment Report, RNL
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12. Why is all of this SO important? 

Source: 2022 Online Student Recruitment Report, RNL

85%

Likelihood of Enrolling:
First Program to Respond 

Likelihood of Enrolling:
First Program to Admit
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RNL’s Graduate and Online Reports

Access Full Report
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Meet Your Market: 

Best Practices in Lead 

Gen and Conversion3
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How do you generate 

leads for your graduate 

and/or online 

programs? 
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1. Ensure your marketing strategy integrates multiple 

channels and tactics

How to Win

Organic search, paid 
digital, traditional media, 

events, and working 
existing leads are all 
essential elements of 

success. 
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2. Allocate your marketing budget to align with student 

search preferences

How to Win

Allocate your 

resources to align 

with how students 

search. 

Source: 2022 Online Program Marketing and Recruitment Practices Report.
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3. Organic lead gen needs to be the foundation of your 

strategy.

How to Win
Search Engine Optimization

Organic SEO may not be your 

largest spend, but it is the 

foundation of success. 

Organic leads convert at 7 

times the rate of other leads 

and 50% of all website traffic 

comes from organic search.  

Organic
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3a. 90 percent of students start on a search engine. 

A multi-channel integrated 

marketing campaign must 

have SEO – paid and organic 

at its heart. 90+ percent of 

students use search engines as 

either their first or second step. 

First Step in Program Search

Source: 2023 Graduate Student Recruitment Report, RNL

How to Win
Search Engine Optimization
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Assess: Benchmark 
visibility based on organic 
sessions and current 
search ranking.

Prioritize: Establish a 
content strategy based on 
goals, trends and potential 
for lift.

Assign: Identify resources 
for management of SEO 
strategy and content 
development.

Research and Write: 
Develop keyword-driven, 
benefits-focused content 
for program and 
enrollment pages.

Fix and Repeat: Resolve 
content and technical 
errors to improve 
performance, and develop 
additional content and 
continue…

4. Effective SEO requires an action plan. 

Effective SEO must be 

constantly attended 

to, it is not an event, it 

is a process. 

How to Win
Search Engine Optimization
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National click-through rates per ranking position

Source: Advanced Web Ranking, August 2022, www.advancedwebranking.com/ctrstudy/

Google search position

% 
Click-
thru

http://www.advancedwebranking.com/ctrstudy/
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RNL State University vs. RNL College

SEO: Key performance indicators

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

RNL State RNL College

rnlstate.edu/mba 

rnlcollege.edu/mba 
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Great example of utilizing SEO to drive leads 
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SEO Analysis: Program Page Performance 

Keyword Ranking by 
Search Volume

Keyword Ranking 
by Rank
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What does SEO 

look like on your campus:

web copy or optimized content? 

Is SEO generating quality leads 

on your campus? Why or why not? 
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Ensure adequate 
investment: CLP/CPE 
have increased with added 
competition. You cannot 
win the student if they 
don’t know you exist. 

Focus your strategy: 
Student personas will help 
ensure you are connecting 
with the right prospects.

Select the right channels: 
Success relies on a multi-
channel approach that 
matches where prospects 
are looking. 

Continually optimize for 
success: There is no “set it 
an forget it.” Algorithms 
etc. require regular 
evaluation of ROI. 

Track regulatory 
changes: The regulatory 
environment is in constant 
flux and as such must be 
monitored and adjusted 
for. 

6. Multi-channel digital marketing is essential to ensuring 
students will consider you. 

How to Win
Digital Media

Graduate and online students 

begin and end their search 

online. If you are not (effectively) 

advertising online you are not 

visible to prospective students. 

The right channels, with the right 

messages, with constant updates 

and adjustment is essential.
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5. Digital media are used by massive majorities of graduate 

and online students, marketing strategies should be aligned. 

There is no silver bullet, single 

channel, that works. 

Programs must mount a multi-

channel campaign that 

blends paid search, social 

media, and other methods 

into their paid digital strategy. 
Source: 2022 Online Student Recruitment Report, RNL

6 of the 10 most 

frequent 

search 

methods are 

digital 

marketing.

How to Win
Digital Media
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60+% of prospective students use social media in their search

PREFERRED SOCIAL MEDIA FOR 
GRADUATE PROGRAM INFO

PREFERRED CONTENT ON SOCIAL

Videos

Photos

Links to news

Short text

Event invites

Live events
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7. Digital marketing messaging needs to focus on 

matching to personas in order to increase engagement. 

While 60% of students click on 

digital ads, this is more likely to be 

due to retargeting efforts than 

that the copy of the ad attracted 

the students attention. Aligning ad 

copy and imagery with personas 

developed for each program will 

increase conversion. 

Did you click on digital ads during search? 

Source: 2023 Graduate Student Recruitment Report, RNL

How to Win
Digital 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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8. Traditional media should be leveraged as part of an 
integrated media campaign, but in new ways. 

How to Win
Traditional Media

Continuing to use traditional 

media in the manner that it was 

used in the past is likely 

ineffective, but leveraging digital 

tracking to ensure an 

understanding of ROI can make 

traditional marketing an important 

element in your campaigns. 

Direct Mail: While mailing 
catalogs is a thing of the 
past, mailing post cards 
with QR codes makes this 
entirely measurable. 

Traditional Radio: In 
many markets, traditional 
radio continues to be 
among the best ways to 
raise general visibility and 
awareness. 

Transit and Billboards: 
Similar to direct mail, the 
inclusion of a QR code can 
turn a billboard or subway 
ad into a trackable asset.

Traditional TV: Provides 
broad reach and allows for 
competition with bigger 
brands. 

Out of Home: Builds 
awareness and interest 
but is static.
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8a. Traditional media are cited by as many as 40 percent of 

prospective students as one of their “go to” ways to learn. 

While digital channels are 

most frequently cited as 

sources in program search, as 

much as one-third of students 

use more traditional 

methods. To find them where 

they are, marketing must 

include both. Source: 2022 Online Student Recruitment Report, RNL

Lower usage 

but important 

to include in 

the mix

How to Win
Traditional Media
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How are you leveraging traditional media 

in new ways to support the overall 

strategy?
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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?
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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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Given the mix of your lead 

generation activity, do you have a healthy 

and balanced lead generation strategy?

What activities or additional strategies could 

help you generate more quality leads?
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Applying What You 

Learned: Next Steps in 

Making Change 

Happen
4
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RNL’s Formula for Success

Decisions driven by 
market data and 

analytics 

Culture of 
investment

Direction guided by 
a comprehensive 

strategic plan

Remember your 
mission

Success
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Q & A
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Your questions
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Did you see this 
headline last week?

Who’s missing from 
the data? 

SNHU
Liberty
Grand Canyon
Capella
Western Governors
University of Phoenix
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How to respond to 

decreasing employer 

demand for degrees
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What everyone is talking about…
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What is driving these attitudes? 
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Greatest Growth Occupations (2023-2032)

125,382

125,679

131,575

138,128

144,795

147,877

150,460

154,195

154,232

157,286

173,014

179,037

182,224

202,477

220,521

236,568

238,378

276,990

303,893

307,504

350,932

369,819

397,001

441,080

1,078,739

Medical and Health Services Managers

Landscaping/Groundskeeping Workers

Medical Assistants

Financial Managers

Management Analysts

Construction Laborers

Maintenance and Repair Workers, General

Managers, All Other

Accountants and Auditors

Light Truck Drivers

Supervisors of Food Prep./Serving Workers

Marketing Specialists

Retail Salespersons

Janitors and Cleaners

Heavy and Tractor-Trailer Truck Drivers

Stockers and Order Fillers

Postsecondary Teachers

Waiters and Waitresses

Registered Nurses

Freight, Stock, and Material Movers

General and Operations Managers

Fast Food and Counter Workers

Software Developers

Cooks, Restaurant

Home Health Care Aides

No formal education
High school/GED
Post-secondary credential
Bachelor’s degree
Graduate degree

Source: RNL analysis of U.S. Labor Department, Bureau of Labor Statistics data (retrieved 7/2023, via Lightcast)
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Greatest Contracting Occupations (2023-2032)

2,530

2,600

2,800

2,895

3,447

3,722

4,092

4,192

4,678

4,736

4,835

6,116

6,473

9,001

10,197

10,403

11,903

13,470

13,588

16,508

17,583

18,197

35,109

46,580

95,716

Computer Numerically Controlled Tool Operators

Aircraft Structure, Surfaces, Systems Assemblers

Bill and Account Collectors

Engine and Other Machine Assemblers

Floral Designers

Postal Service Sorters/Processing Machine Operators

Prepress Technicians and Workers

Structural Metal Fabricators and Fitters

File Clerks

Order Clerks

Sewing Machine Operators

Switchboard Operators, Including Answering Service

Print Binding and Finishing Workers

Payroll and Timekeeping Clerks

Telemarketers

Printing Press Operators

Word Processors and Typists

Door-to-Door Sales Workers/News and Street Vendors

Legal Secretaries and Administrative Assistants

Correctional Officers and Jailers

Tellers

Data Entry Keyers

Secretaries/Administrative Assistants

Executive Secretaries/Executive Admin. Assts.

Cashiers
(fewer)

Source: RNL analysis of U.S. Labor Department, Bureau of Labor Statistics data (retrieved 7/2023, via Lightcast)
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CEOs, Supervisors, and HR Leaders Differ on Alternative 

Credentials

Source: https://shrm.org/foundation/about/Documents/The%20Rise%20Of%20Alternative%20Credentials%20In%20Hiring.pdf  

https://shrm.org/foundation/about/Documents/The%20Rise%20Of%20Alternative%20Credentials%20In%20Hiring.pdf
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How to think about 

identifying new 

degree areas
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Success is rooted in a balance between market demand and institutional 
strength. How do you order your internal factors? 

Choosing/Prioritizing Programs

Will

Capacity
Market Demands

Trends

Expertise

INTERNAL EXTERNAL

Expertise

Culture
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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 you 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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Largest Master (1-25) Programs (100-mile radius)
ALL Master’s Online Master's Related Occupations

Program

2019 ALL 
Master's 
Degrees

Rank 
- ALL

Client 
Total

5-Year 
Growth #

5-Year 
Growth %

Average 
Annual 
Growth 
(CARG)

Online as 
% of Total

Online 
Master’s 
Degrees 

2019

Rank 
- ON-
LINE

5-Year 
Growth #

5-Year 
Growth %

Average 
Annual 
Growth 
(CARG) 2020 Jobs

Annual 
Openings

Proj. 
Growth 
(2020-
2030)

Business Administration 3,584 1 - (247) -6.4% -1.3% 61% 2,189 1 205 10% 2% 281,501 23,537 15,987

Social Work 1,693 2 - 399 30.8% 5.5% 19% 320 3 320 Insf. Data #DIV/0! 50,913 4,871 4,209

Educational Leadership and Admin. 796 3 - 16 2.1% 0.4% 38% 306 5 76 33% 6% 12,774 883 (56)

Accounting 755 4 - (145) -16.1% -3.5% 8% 62 31 23 59% 10% 71,042 6,039 1,651

Mechanical Engineering 669 5 - 206 44.5% 7.6% 33% 219 8 3 1% 0% 79,768 5,202 (164)

Electrical Engineering 609 6 - 121 24.8% 4.5% 25% 150 16 -22 -13% -3% 33,857 2,254 907

Occupational Therapy 577 7 - 131 29.4% 5.3% 21% 124 23 44 55% 9% 8,081 511 621

Organizational Leadership 550 8 - 149 37.2% 6.5% 91% 501 2 165 49% 8% 169,348 14,092 10,741

Education 541 9 1 (167) -23.6% -5.2% 25% 134 22 -71 -35% -8% 135,323 9,228 (2,072)

Business Admin., Mgmt. and Operations 536 10 156d (147) -21.5% -4.7% 59% 317 4 -217 -41% -10% 60,280 5,180 3,494

Curriculum and Instruction 491 11 - (26) -5.0% -1.0% 49% 242 6 -83 -26% -6% 6,658 596 214

Business Management 423 12 - (78) -15.6% -3.3% 0% 0 n/a -193 -100% -100% 268,500 21,781 14,840

Physician Assistant 402 13 - 67 20.0% 3.7% 0% 0 n/a -37 -100% -100% 7,348 582 1,548

Public Administration 399 14 - (123) -23.6% -5.2% 35% 139 19 -3 -2% 0% 164,850 13,207 9,382

Industrial Engineering 393 15 - 181 85.4% 13.1% 19% 74 27 60 429% 40% 70,724 4,685 2,001

Teacher Educ./Prof. Dev., Specific Levels 377 16 - 143 61.1% 10.0% 16% 59 33 53 883% 58% 19,269 2,200 965

Health Care Administration/Management 371 17 - (91) -19.7% -4.3% 53% 195 10 26 15% 3% 19,265 1,923 4,374

Registered Nursing/Registered Nurse 363 18 - 52 16.7% 3.1% 41% 149 17 -6 -4% -1% 160,526 8,721 5,505

Counselor Education/School Counseling… 359 19 21 (125) -25.8% -5.8% 11% 38 50 0 0% 0% 12,966 1,237 456

Information Sciences 334 20 - 80 31.5% 5.6% 24% 81 25 51 170% 22% 97,780 7,109 5,749

Family Practice Nursing 317 21 - 73 29.9% 5.4% 3% 8 117 -115 -93% -42% 9,758 919 3,523

Library and Information Science 309 22 - (107) -25.7% -5.8% 72% 222 7 -194 -47% -12% 6,484 582 0

Special Education and Teaching 288 23 - (67) -18.9% -4.1% 48% 139 20 101 266% 30% 12,870 940 102

Human Resources Management… 281 24 - (116) -29.2% -6.7% 74% 209 9 -89 -30% -7% 64,974 5,918 934

Architectural/Building Sciences/Technology 274 25 - 274 Insf. Data #DIV/0! 14% 38 51 38 Insf. Data #DIV/0! 102,190 8,409 3,151
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Business Administration

Elementary Education

Mental Health Counseling

Public Health

Marketing Management

Criminal Justice

Criminology

Social Work

English as Second Lang. 
English Writing

-80.00

-60.00

-40.00

-20.00

0.00

20.00

40.00

60.00

80.00

-60.0 -40.0 -20.0 0.0 20.0 40.0 60.0 80.0 100.0

Program Prioritization Matrix – All Program Formats

Source, Lightcast, 2022

Higher Education Outlook
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How to effectively  

differentiate new 

programs in a 

crowded market?
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Graduate (and online) students say that the match between content 

and interests is the most important factor in selecting a program. 
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You differentiate through the language you use, the 

information you provide…
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…and the options that you provide students to 

customize their program. 
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Thank you for attending!

EVALUATION FORM
Please complete evaluation form and leave at the table 
or hand to an RNL staff member.

RESOURCES
Resources are at the check-in table and online. An email 
will be sent out with a copy of the slides from today.

CONNECT WITH RNL
Let us know if you’d like to connect to discuss how we are 
partnering with campuses in any of the following areas:

• OPM alternative

• Lead generation 
with full-funnel attribution

• Conversion

• Instructional design

• Consulting and research

Access to RNL’s latest 

report: the 2023 

Graduate Student 

Recruitment Report

OFFER TO RNL 
WORKSHOP PARTICIPANTS



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

Thank You

We appreciate your time and look forward to further 

conversations with your teams!

https://www.ruffalonl.com/graduate-online-enrollment-solutions/



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

APPENDIX

https://www.ruffalonl.com/graduate-online-enrollment-solutions/
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Media recommendations inform media spend
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Inquiry collection
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So, let’s talk about the big questions

Turn to someone at your table who is not from your institution. Introduce yourself 
and spend five minutes discussing one of the following questions: 

Among the two of you, the shorter of the two of you ask:

Last names A-G: “What is NOT working in our current digital media strategy?”

Last names H-N: “What program is missing from our program portfolio?” 

Last Names O-Z: “What are we doing to increase response times?” 
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