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Today’s Agenda 

1. About the Online Accounting and Data Analytics Program 

2. Digital Lead Generation Learnings

3. Search Engine Optimization Learnings

4. Questions and Wrap-Up 
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Online Master’s in 
Accounting & Data 

Analytics

1
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Market Research 

Program Development

Identifying a need in the 
market for online MS in 
accounting programs

Talent shortage 

National and in the state 
of Michigan

Emphasis on data 
analytics

Flexibility

Accounting or non-
accounting background

Identify target 
demographics

Career changers, just 
graduating but prefer 
online, in-state brand 
awareness or national
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Curriculum Design

Program Development

Started with identification of program level learning objectives

Flexibility in timing and 
sequence of courses

To accommodate different 
backgrounds

Taught by experienced MSU faculty
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Learning Technology and Design Support

Program Development

• MSU Broad College of Business LTD team support

• Professional and consistent template for courses

• Best practices in course development

• Support for video creation

• Meets accessibility standards
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Digital Lead Generation 
Learnings and 
Opportunities

2
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Expectations Have Changed within Higher Ed

Today’s students expect higher ed to keep up 
A majority of graduate education 
students are Millennial and GenZ

65%
of graduate students 

are Millennials
(and GenZ exceeds GenX in numbers) 

Source: RNL 2023 Graduate Student Recruitment Report
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Onboarding & Launch Timeline

Project Kickoff

& 

Program 
Discovery

Online Master’s in Accounting & Data Analytics

Oct. 2022 Nov. 2023

SEO Project 
Kickoff 

(30 pages)

Dec. 2023

Campaign 

Launch

Jan. 2023

Continuous 
Campaign 

Monitoring for 
Optimization & 

Success

Creative Refreshes

Jan. 2023-Present

Creative 
Drafting: Ad, 

Landing Page, 
Video Creation
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Consistent use of messaging and imagery 
throughout campaign 
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Goal: Lead generated > 
Application submitted > 
Enrolled student 
• Ad Copy

• Google Search, display, retargeting, 
Meta, LinkedIn

• Landing page copy

• Email communication plan

• Personalized video 

• Immediate follow up from campus

• Ability to schedule a call or request a meeting

• Incomplete application follow-ups
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Communication and calls 
to action post lead generation 

Communication PlanPersonalized Video
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Google Display and Retargeting Performance
Insights – Ad Performance from 5/1/2025 to 5/31/2025
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Facebook/IG Performance
Insights – Ad Performance from 5/1/2025 to 5/31/2025

Clicks: 357
CTR: .31%

Impressions: 114,759
Conversions: 18

Clicks: 200
CTR: .42%

Impressions: 47,648
Conversions: 13

Clicks: 182
CTR: .36%

Impressions: 51,185
Conversions: 7
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Accounting & Data Analytics Funnel 
June 2022 – June 2025

4,410 Inquiries 741 Applications

75 Enrolled 
Students

162 Enrolled 
Students

23-24 Class

24-25 Class

16% Application Rate
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SEO Learnings and 
Opportunities

3
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SEO: Which pages will increase new traffic and enrollments?

SEO Partnership Overview 

• Department pages: Introductory “hub” sections within 
each department.

• Program pages: For targeted degree programs. If combined 
with paid ads, include these programs for the SEO project.

• Adjacent content: Blog/article pages that tie to programs to 
provide deeper detail and enhance search rankings.
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Keyword Performance 
Target Keywords Ranked in Top 3 Search Results Pages

98 target keywords 
ranked on page 1 in 
May, a 15% 
increase MoM.

Ranking on page 1 
increases search 
visibility and drives 
more organic traffic 
to your website.
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SEO Reporting Notes 
New Findings on AI Overviews and Organic Search
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SEO Reporting Notes 
New Data on AI Overviews and Organic Search
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Total Organic Impressions YoY

Organic Search Performance

Total organic impressions increased 
42% YoY. The same study from 
BrightEdge found that impressions 
have increased by over 49% over the 
last year, suggesting that users are 
searching more frequently and 
engaging with a broader range of 
queries – especially those that elicit 
AI-powered summaries.

Impressions are the number of times 
one of your pages appears in organic 
search engine results and is a key 
indicator of overall visibility.



22

Total Organic Clicks YoY

Organic Search Performance

Total organic clicks to the website 
decreased by 13% in May 2025 
compared to the same period last 
year. A recent study from BrightEdge 
found that, since the debut of 
Google AI Overviews (AIOs) in May 
2024, Click Through Rates (CTRs) 
have decreased an average of 30% 
as a result of users consuming 
information within the AIO itself.

Clicks are the number of times 
someone clicks on one of your pages 
in organic search engine results.
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All Keywords Ranked in Google Search Features

Organic Search Performance

The number of 
keywords ranking in 
Google AI Overviews 
increased by 33% in 
May compared to 
April 2025.

AI Overviews 
continue to gain 
greater prominence 
on SERPs, making it 
increasingly 
important to 
optimize for AI-
powered answers.  
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Questions?

4
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What is your process for 
generating new leads and 
moving them through the funnel?
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What are your roadblocks in 
digital lead generation 
campaigns?
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Do you update your webpages 
for SEO?  Do you write for 
top keywords? 



28All material in this presentation, including text and images, is the prop erty of RNL. Per mission is required  to  r eproduce inf ormation .

Thank you!

Catie Connolly & Chris Hogan
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