
If your higher education enrollment funnel doesn’t include 
your website data, you’ll never have a full picture of the 
enrollment pipeline. 

Making prospective students aware of your brand takes 
hard work, as they are inundated with marketing from your 
competitors. Finding out what it takes to get into their 
choice-set of institutions is critical. You can’t do that without 
understanding the paths they took to find and explore 
your offerings. 

Our metrics list isn’t rocket-science, but it’s a way to start the 
dialogue with your enrollment management team. Start asking 
hard questions. We bet you’ll start to find important answers at 
the top of your funnel. 
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Top of Funnel Volume (User/New Users)

How many suspects (potential students) are visiting your 

website or landing page? Have they been there before, 

or is this their first visit?

Acquisition Source/Channel

Where are these users coming from? Are they clicking 
over from a Facebook post, searching Google, 
or typing your school’s web address directly into 
their browser?

Pages Per Session

What level of engagement are we getting from these 
users? Are they clicking through multiple pages, 
reviewing degree programs, and/or digging deeper 
into your website to find more information?

Bounce Rate

Did these suspects leave your site immediately, or did 
they find something that got their attention and caused 
them to engage with your site longer?

Event Tracking

What specific actions did these users take when they 
visited your website? Did they watch a video, spend 
time scrolling through a degree page, or download a 
PDF with specific degree information?

Pathing Report, Behavior Flow 

How do users typically move through your website? Are 
there specific pages that have a much higher drop-off 
percentage than others, or are there bottlenecks in your 
enrollment funnel that could be optimized? What paths 
are users taking to arrive at your target pages?

Conversion 

Perhaps the most important metric is how many times 
have these users completed the most important 
goals on your website? Did they sign up for a virtual 
tour, submit a form for more information on a degree 
program, or click to call your enrollment team directly 
from your landing page?

Top 7 TOTF Metrics
What questions is your data answering? 

Awareness

Engagement

Conversion

Make Your Data 
Work Hard for You


