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The future is embedded
in the present.
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2 Data Set 8: Enroll Persistence (2009-2010)

nal Enroliment - Men and Women

2 s
. Preliminary Summary Report
Institutional Research

Fall 2007 Fall 2008 Fall 2009
through first day. through first day through first day
Tues., Sept. 4 Mon., Sept. 8 Tues., Sept. 8
Undergraduate by Campus:
Main Campus 12211 12,668 13373
Lake Campus 714 936 1,166
Graduate/Professional by Campus:
Graduate, Main Campus 3,064 3153 3,351
‘School of Professional Psychology 121 19 16
Lake Campus 127 "3 105
Total University by Campus:
Main Campus 15,39 15,940 16,840
Lake Campus a1 1,049 127
‘Total University by Unduplicated Headcount:
Undergraduate 12854 13530 14419
‘Graduate/Professional 3289 3,360 3541
University Total 16,143 16,89 17,960
Undergraduate, Main Campus 170523 175,883 182,857
‘Graduate, Main Campus 24110 24,300 25842
School of Professional Psychology 1,687 1,591 1680
Main Campus Total 196,320 201,774 210,079
Undergraduate, Lake Campus 7.860 9,364 1916
Graduate, Lake Campus 775 650 605
Lake Campus Total 8.635 10,034 12521
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At the core of enrolment management is accessing
key metrics

Goals based on data Student support

Student
development

Effective planning

Resources o
Organizational

structure

Academic support
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Creating an information-driven culture

Make decisions based on information analysis

Create relevant reports

Comprehensive information system
and database
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Metrics — the science of measuring!
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Which metrics are important to
monitor?

Key environmental metrics that effect your institution’s
enrolment results

The prospective student metrics are rapidly changing

What do we need to know to improve our students chances
of success?

RUFFALO

NOEL LEVITZ © 2017 Ruffalo Noel Levitz, LLC



Eliminating the Surprises in enrolment Management
Gary Fretwell

Key Environmental

Metrics

RUFFALO NOEL LEVITZ

Key metrics to follow

Student Market
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Current student research reveals broad
institutional issues...

Overall Satisfaction

7
6
5
4
3
2
1
Overall, met expectations? ~ Rate overall satisfaction Would enroll here again Tuition a worthwhile
investment

B Qur students ™ Students at other schools
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...and specific institutional challenges

Item Import Satis / SD Gap
1. Most students feel a sense of bel ing here. 5.79 5.51/1.21 0.28
2. Faculty care about me as an individual. 6.25 5.78/1.25 0.47
3. The quality of instruction in the vocational/technical prog is X 6.39 5.35/ 1.31 1.00
4. Security staff are helpful. 5.94 4.50/ 2.00 1.44
5. The p i lved in regi ion are helpful. 6.55 4.73/ 2.06 1.82
6. My academic advisor is approachable. 6.58 5.10/ 1.75 1.48
7. Ad fil ial aid is ilable for most 6.73 5.26/ 1.63 1.47
8. Classes are scheduled at times that are convenient for me. 6.58 4.49/ 1.63 2.09
z.r:;l::::.ships or practical experiences are provided in my degree/certificate 627 492/ 175 135
10. Child care facilities are available on campus. 4.22 4.10/ 1.60 0.12
11. Security staff respond quickly in emergencies. 6.55 4.58/ 1.98 1.97
12. My academic advisor helps me set goals to work toward. 6.21 4.69/ 1.68 1.52
13. Financial aid awards are announced to students in time to be helpful in 6.64 s.11/1.52 1.53

college planning.
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Key metrics to follow

Student Market
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Program demand shows opportunity

Interest Areas of College-Bound
High School Students

B Primary Market = Secondary Market
40,000
35,000
30,000
25,000
20,000
15,000

10,000
5,000 I I I I I
0 . =l - |

Nursing Dragd \htm‘“‘“cn . Justiee o ports Met - d Care Socit 21 Work v Srudies

NRCCUA Postsecondary Planning survey of college-bound high school students
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Key metrics to follow

Student Market
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Assess your real competitors

B Shares of IPEDS Universe B Share of College's Inquiries
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Proprietary Theological 2-year colleges Small public 4-yr  Med. or large Med. or large
seminaries public 4-yr private 4-yr
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Understand your market share trends

Bachelor's Degrees Awarded in
Business Administration

2014-2015

2010-2011

0 10,000 20,000 30,000 40,000 50,000 60,000 70,000 80,000

For-profits M Four-year privates B Four-year publics

3

Source: National Center for Education Statistics, Integrated Postsecondary Education Data System (IPEDS)
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Awareness of your name vs. competition
120
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Our school Florida Georgia Alabama S. Carolina
3
B QOur school  ®Milton Coll Dover U M®Carter U ®Williams U
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Research to establish brand positioning

RUFFALO NOEL LEVITZ

The growth in distance courses has

resulted in far fewer students on campus

NUMBER OF STUDENTS STUDYING ON CAMPUS - 2012-2015

16,000,000

14000000 -3.93%

12,000,000

10,000,000

8,000,000

6,000,000

2000000 | -2.78%

2,000,000 -31.36%

S =
Public Private not-for-profit Private for-profit
H2012 H2013 H2014 H2015

© Copyright 2017, Digital Learning Compass: Distance Education enrolment Report 2017. All rights reserved. 20
Reprinted with permission. This material may not be posted, published, or distributed without permission from the Babson Survey Rescarch Group.
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Prospective Student

Metrics
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What metrics should you follow?

Increase in conversion from
inquiry to applicant

—sr_

— Increase in applications

—> Increase in “stealth” applications
— Decrease in admit and completion
rates

—> Decrease in yield from admit to
enroled

22
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93% of high school students will give you a valid
e-mail address...but when?

As an inquiry 26%

When a school asks 26%

After applying 44% Secret
After accepted 3% Shoppers

RUFFALO NOEL LEVITZ

09

o

o

The old funnel model does not
monitor different funnels by
application type, geography,
application completion, etc.

24
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Primary ways to affect enrolment

PROSPECTS Channel

I Prospects I

___\4
Inquiries

Conversion %

Applicants

Completed-File Applicants

A p %
Yield %
Academic
Extracurricular
: Persistence %
Responsiveness =
A

Graduates

Program delivery
25
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Observe student response to your financial aid
awards

26
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Key financial aid and scholarship metrics to
monitor

(8) Number of students applying for aid

@ Number of students with demonstrated need
@ Number of students with need aided

@ Percent of need met (determine gap)
@ Percent of need met with gift aid and self-help

@ Amount and percent of merit aid (and non-need aid)

@ Amount of indebtedness at time of graduation

27
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Online data to monitor: Google Analytics

AdWords sent 6,470 visits via 4 campaigns

St vsaon ot oo tcommece [0 Eesris

Visits Impressions Clcks Cost cR cpe RPC RO! Margn
6,470 1,305,625 25,016 $10,011.48 1.92% $0.40 $0.16 -61.09% -157.02%
t worsn %S T ASS Stk $040 vBiaste | Shens: 21605 5 268N
Vistsl  iresscns cxis cout om e

[

oy seon e

rousn | cortaring v

» Set up specific campaigns

* Review search engine optimization (SEO) for the whole site
and specific recruitment and academic program pages

28
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From a SEQO perspective, the best data to

look at is:

google E

Web Web Finance News Images Videos Morev
RELATED SEARCHES ALL RESULTS 1-10 of 2,070,000,000 results - Advanced
Google News Google
Google Maps Directions 209 € -

| winw.google.com - Offcial site
Google G Mail Search the world's information, including webpages, images, videos and more. Google has many
Google Maps Gmail Maps
Google Images Images News
Google Toolbar Google Translate Videos
Google YouTube Quick Access Financial Products
Google Services Search the web with google.com 604.21 YouTube

v 373 (061%)  Goodle Chrome

SEARCH HISTORY Search G00G o

Finance

* Search engine traffic overall
* The most popular keyword phrases used

* How many of the keyword phrases used were related to
specific topics

29
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... A useful benchmark

The number of inquiry form
submissions/per number of unique
visitors to the admissions page
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Web analytics is most helpful when
it's tied to an action

Keeping this in mind will help focus on what to look for.

The key to all web analytics data is surrounding
it with context and supporting actionable
insights.

The most successful clients have implemented detailed tracking
around communications and marketing strategies. For example,
tying together e-mail messages to applications or campus visit
registrations.

31
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Improve Students’

Chances of Success
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How will you know if you have
reached your goals?

33
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First- to second-year retention rates for public

Source: Compiled from ACT Institutional Data File, 2015.
©2015. ACT, Inc. All Rights Reserved.

institutions

Highly selective Selective Traditional Liberal Open

EAA EBA EMA BEPhD

34
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When do first-year students leave?

Median attrition during each term

|~
FOUR-YEAR FOUR-YEAR TWO-YEAR
PRIVATE PUBLIC PUBLIC -Term3

l 4.0% I
4.9% 5.4%
6.4%
9.1%
10.6%
15.4%

T n4
9%
- ’ 15.5%
17.7%
Excludes completers, students who graduated

14.3%
23.4%

© Copyright 2017 Ruffalo Noel Levitz, LLC
2017 Student Retention Indicators: Benchmarks for First-Year, Second-Year, and Transfer Students 35
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First- to second-year retention rates for private
100 institutions
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Highly selective Selective Traditional Liberal Open

EAA WBA EMA EPhD

Source: Compiled from ACT Institutional Data File, 2015.

©2015. ACT, Inc. All Rights Reserved. 3
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When do newly-arrived transfer students leave?

Median attrition during each term

| ~ R

FOUR-YEAR FOUR-YEAR TWO-YEAR

PRIVATE PUBLIC PUB

12.6% 12.6%

LIC
13.8% |
25.3%

26.5%

Excludes completers, students who graduated

© Copyright 2017 Ruffalo Noel Levitz, LLC
2017 Student Retention Indicators: Benchmarks for First-Year, Second-Year, and Transfer Students

ColorKey
Hl Term 1
B Term 2
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Institutional research and data are your best friends

Use these metrics to target your efforts on proactive,

not reactive, activities

and Py

Persistence Pre-Torm 1 ﬁ
Enrolled Students

+ Progression

= Retention
Returning Students
- Ll V1
Term 1 MI
Persistence s i

3rd Year

+ Progression
+ Retention

4th* Year

= Graduation/Completion

5th* Year

Capture %

Persistence %

Completion %*

Bth* Year

38

Persistence %

Return %/Graduatig
o %o

* primarily for four-year institutions
** primarily for two-year institutions
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Retention outcomes can be measured
locally and nationally
Internal measures that may not have national benchmarks

ACT benchmarks

Retention outcomes are multivariate: P,P,R,C/G — with swirl

o=

Persistence and progression
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Four risk categories to monitor

Academic

Preparation
Educational
Aspiration

Financial
needs

Social
Integration

40
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Think prevention, not reaction!!
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Questions
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GARY FRETWELL

Gary.Fretwell@RuffaloNL.com
800.876.1117 | toll free
720.984.6464 | cell

303.714.5660 | office
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