Higher Education
Case Study

How a University Identified its
Optimal Pricing Strategy to
Drive Student Interest

CHALLENGE

Due to an increasing interest in online degree programs and variability in

pricing, a university wanted to create a guide for pricing decisions for various
online education programs while di�erentiating itself from competitors.

SOLUTION

This university partnered with Vennli, whose software and services improve business
decisions by making it easy to understand how customers make choices. Using the

integrated survey platform, this university was able to easily gather real-time insights

about student’s opinions on pricing for various programs, scholarship eligibility, and what

factors increase value. Intuitive data visualization quickly led to decisions aligned with the
needs of their students.
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KEY INSIGHTS TO DRIVE ACTION

This study included nine di�erent audience groups that spanned programs and degree levels.
Research showed that in all programs, the cost of tuition was the most important factor for people
interested in online degree programs. Additionally, the research found that individuals interested in an
online MBA trended heavily toward retirees, which is not a demographic this university had previously
marketed to for that program but could start to focus on.
Scholarships and grants serve as an opportunity for students are interested in online degree programs
and the research showed that having a clear tuition pricing for all programs would be a distinct
advantage for the university as more students would �nd the pricing appealing.

Important di�erences were noted across the nine di�erent audience groups by degree, age, choice
factors, and other demographics. The research found that aligning program pricing with the

expectations of those groups most interested in each program resulted in the greatest rise in interest
for prospective students.

Price Sensitivity Meter

Indifference price point $28,491 (39%)

Point of marginal expensiveness $29,540 (38%)
Point of marginal
cheapness
$25,465 (36%)

Optimal price point $26,850 (36%)

RESULTS

These insights have made it possible for the university to accurately price tuition as well as improve in
areas that have not been capitalized on to positively impact the student experience. As a result, the
university made changes that bene�ted the students while also being able to withstand increased
competition from the emergence of new online programs.
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