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Introductions
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• 1988 graduate of 
Cornell College (IA)

• I have been with 
Ruffalo Noel Levitz 
since 1993

• I am responsible for 
the management of 
the Satisfaction-
Priorities Surveys

A little bit more about me . . . 

Ruffalo Noel Levitz
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The RNL Satisfaction-Priorities Survey (SPS) Team

Shannon 
Cook

Julie 
Bryant

Wanda 
Reyhons

Courtney
Greene 

An additional team member:  Natalie McVay

Ruffalo Noel Levitz
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Ruffalo Noel Levitz
Satisfaction-Priorities Survey Suite

• Student Satisfaction Inventory™ (SSI) is for traditional students, 
primarily enrolled on campus

• Adult Student Priorities Survey™ (ASPS) appropriate for 
undergraduate or graduate adult students. 

• Adult Learner Inventory™ (ALI) developed in cooperation with CAEL 
and appropriate for adult undergrads at four-year or two-year 
institutions. (Online only)

• Priorities Survey for Online Learners™ (PSOL) for students in online 
distance learning programs.  (Online only)

• Institutional Priorities Survey™ (IPS) for campus faculty, 
administration and staff is directly parallel to the SSI.

• Parent Satisfaction Inventory™ (PSI) for parents of currently enrolled 
students at four-year institutions (Online only)
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Let’s learn more about you!

Hello-
My name is…

Ruffalo Noel Levitz
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Introductions of participants:

• Your name and title
• Your institution and its location
• Institution type 

• Four-year private or public, community college,
two-year private or career school, graduate program
or online program

• Which survey instrument(s) you are using:
• SSI, IPS, ASPS, ALI, PSOL, PSI
• How long you have been administering the survey
• Your personal experience with using the data
• What are you hoping to learn today?

Ruffalo Noel Levitz
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Suggestions for making the most
of our time together

• Write down lots of ideas

• Talk with each other and share information 
— What worked, what didn’t
— What you want to do differently next time
— What you want to do with the data to make changes on campus
— How you want to communicate better

• Active interaction! 

Ruffalo Noel Levitz
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In your packet:

• Agenda for our time together
• New ideas worksheet
• Evaluation form to be completed and returned before you 

leave today
• Overview of RNL Student Success support
• Assessment flyer with an overview of the tools available 

from RNL
• Registration list
• My business card

Ruffalo Noel Levitz
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Goals for our time together: 

• Help you increase satisfaction year-over-year

• Help you improve retention and graduation rates

• Provide you with practical 
examples of ways to review 
and respond to your data

• Spark ideas for what you 
can differently on your campus

12

Is conducting surveys an 
item you check off your 
to-do list? 
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Schools don’t lack for data. 

However, they often lack the ability 

to take action with that data.

14

Another goal: Learn how to 
take action with your data! 

15

1. Is the data actionable? 

2. Is the data prioritized? 

If yes, you are going to be in a better position to
respond and improve the student experience. 

When gathering student feedback data, 
there are two key considerations: 

The data gathered by the RNL SPS are BOTH: 
actionable and prioritized!

16

Terrence Deal and Allan Kennedy

Culture is the way we do 
things around here. “

“
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James Clear
www.JamesClear.com

The act of measurement takes an unknown quantity 
and makes it known. When you measure something, 
you immediately become more certain about the 
situation. Measurement won’t magically solve your 
problems, but it will clarify the situation, pull you out of 
the black box of worry and uncertainty, and help you 
get a grip on what is actually happening.

“

“

18

2 The case for satisfaction 
assessment
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Student Satisfaction is linked with:

Institutional 
loan default 

rates

(lower)

Individual 
student 

retention

(higher)

Institutional 
graduation 

rates

(higher)

Institutional 
alumni 
giving

(higher)

Learn more here: www.RuffaloNL.com/benchmark #1: Retention

21

Effective Practices for Student Success, 
Retention and Completion

2017 Ruffalo Noel Levitz Effective Practices Report for Student Success, Retention and Completion

Effectiveness of retention practices

Institution 
type

Using 
method 

Very or 
somewhat 
effective

Using student satisfaction 
assessment data to make 
changes to address attrition

4-Year Public 85.2% 60.9%

4-Year Private 91.0% 87.3%

2-Year Public 88.9% 68.8%

22

Retention at four-year 
institutions

Ruffalo Noel Levitz
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www.RuffaloNL.com/retentionlink

Ruffalo Noel Levitz
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Institutional Features 1-4%

Demographic Characteristics  3-4%

Student Satisfaction  17%

Unknown  75%

Linking student satisfaction and retention
Satisfaction accounts for 17% of the variation in retention

Schreiner, Laurie. Linking Student Satisfaction and Retention, Noel-Levitz (2009).
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Key variable:  Campus climate

How do students FEEL
on your campus? 

Ruffalo Noel Levitz
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Campus Climate items

• Institution showing concern for students as individuals
• Enjoyable experience to be a student here
• Institution has a good reputation within the community
• There is a commitment to academic excellence
• Campus staff are caring and helpful
• Students are made to feel welcome 
• Students feel safe and secure on campus 
• Students seldom get the “run-around” 

27

Are you actively targeting 
improvements on campus 
climate items at your 
institution? 

28

Retention at community colleges

Ruffalo Noel Levitz
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www.RuffaloNL.com/CCSatisfaction

Ruffalo Noel Levitz
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Significant variables that positively affect 
predicting spring-to-spring retention

Variable
Level of 
Significance

Attending a larger institution .105***
Students with a higher GPA .087***
Attending an institution with a larger number of student 
receiving financial aid

.080***

All in all, if you had it to do over again, would you enroll 
here

.051**

Rate your overall satisfaction with your experience here 
thus far

.044*

Attending an institution with a large full-time populations .034**
Library staff are helpful and approachable (IMP) .032**
Students carrying a full-time load .031**

Financial aid counselors are helpful. .029*
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#2: Graduation Rates

Ruffalo Noel Levitz
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www.RuffaloNL.com/benchmark

Ruffalo Noel Levitz
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Graduation rates: Satisfaction

54%
51%

59%

39%

62%
59%

62%

49%

69%

52%

64%

56%
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50%
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80%
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Colleges

Career Schools
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© 2014, Noel-Levitz LLC.
National Student Satisfaction Data

Overall satisfaction is tied to graduation rates in a linear 
relationship for all institution types except four-year publics 

#3: Alumni Giving

Ruffalo Noel Levitz
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www.RuffaloNL.com/AlumniGiving

Ruffalo Noel Levitz
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Increasing student satisfaction has a significant, 
positive effect on alumni giving

© Ruffalo Noel Levitz 2015
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Alumni Giving Rate Category

Rate your overall satisfaction with your experience here thus far
(Percent "Very satisfied" or "Satisfied")
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Are you paying attention to 
getting students involved 
and connected on campus? 

Ruffalo Noel Levitz
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#4: Loan Default Rates (Four-year institutions)

Student satisfaction linked to 
lower loan default rates 
(A blog published on 
September 12, 2016 on  
http://blogem.RuffaloNL.com)

Ruffalo Noel Levitz
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Overall satisfaction is tied to loan default rates in a linear 
relationship for four-year private institutions only

Loan default rates: Satisfaction
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63%
59% 60% 62%
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© 2016, Ruffalo Noel Levitz
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Consider running your own 
analysis on individual student 
retention, graduation rates and 
alumni giving with your 
satisfaction results. 

41

Assessing student satisfaction, taking action 

in priority areas, and creating environments 

where you are student-focused can have a 

positive effect on retention, graduation 

rates, and alumni giving.

Ruffalo Noel Levitz
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3Systematic Assessment Cycle
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Systematic Assessment Cycle

Survey your 
students

Inform the 
campus

Review and 
share the 
results

Explore the data

Respond to 
the data with 
new initiatives

44

Survey Your Students

45

• When are you going to survey? 
— Fall or spring? Which specific weeks of the academic year? 
— Establish a regular cycle that makes sense with the other surveys you 

are administering

• Who are you going to survey?
— Entire population? A special subpopulation of students? 
— Traditional students and adults and online learners? 

• How are you going to survey?
— Paper or online? 

What needs to be determined? 

46

Survey administration
Online vs. Paper 

A small number do a combination of both

47

• Ten items rated for importance and 
satisfaction

• Demographic item(s)

• Unlimited list of majors/programs

Take advantage of campus-defined items

48

Critical step:  Communication on campus in 
advance of the survey

1. Campus personnel: Faculty and staff

2. Students
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With faculty/staff:  Set the stage from the 
top leadership

Help everyone to understand 
why the student data are 
important to the institution 
and what you plan to do with 
the data

50

If you have surveyed in the past, let 
them know how you have used the 
data to inform decision making.

With students: 

What’s in it for them? 
• Chance to provide feedback to the campus
• Incentives

What you are going to 
do with their feedback?

?

!

?

51

Best practices: Paper administrations

• Representative sample

• Work with registrar office 

• Manage the distribution and collection

• Provide a script for the faculty

• Allow time for the survey to be
completed in class

52

Best practices: Online administrations
• Invite 100% of the population

• Send multiple email messages 

• Offer incentives

• Share who has won incentives while the survey is ongoing

• Use a variety of communication methods

• Monitor your response rate and demographic distribution

• Create competitions between departments

• Allow class time for the survey to be completed (mobile version)

53

• Higher for residential campuses

• Higher for smaller campuses

• Lower for nontraditional populations

• Women tend to respond more than men

• Students with higher GPAs more likely to respond

Online administrations: 
20% overall average response rate

54
Shared during an AIR Forum 2015 session by James Cole and Shimon Sarraf

Most frequently cited reason why students 
didn’t respond to the survey:

“We never saw the invitation.”
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Research indicates that people need seven touches (or 
exposures to an idea) to take action. 
1. On-campus campaign 

(posters, table tents, digital signage on campus)
2. Online campaign (website, Facebook)
3. Invitation email
4. Twitter campaign (utilize social media ambassadors)
5. Reminder email
6. Announcements in class by faculty
7. Final reminder email

You may want to create a theme around your seven touches

Suggestion for seven touches:

56

57

What have you done on your campus?

59

Review and share the results

60

Review the results with:

• Top leadership

• Faculty and staff

• Students
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Share the results through a 
variety of methods

• Presentations

• Written executive summaries

• Bite size nuggets

• One-on-one meetings

• Group brainstorming sessions

62

• What survey was administered?

• Who was surveyed? 

• When was the survey conducted? 

• How were the data gathered? 

• Why are the data critical? 

• Where will you go from here? 

Questions to answer as you share the results:

63

Make the data relevant to the audience

64

Data for Everyone

• Summary scores (because linked to retention)

• Top strengths and challenges

• Item: Tuition paid is a worthwhile investment

• Scales in order of importance

• General comparison to the national comparison group

• Trends in satisfaction over time

65

Data for Enrollment Managers
• Percentage of students indicating the

institution is their first choice

• Admissions and financial aid items
(strengths and challenges; comparison to national)

• Key areas of higher satisfaction
vs. national comparison group

• Top strengths for marketing 
materials

66

Data for Academic Affairs

• Instruction and academic 
advising items 
(strengths and challenges; 
comparison to national)

• Item: Institutional commitment 
to academic excellence

• Data sliced by students’ 
indicated major/program
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Data for Student Affairs
• Campus climate items (strengths and challenges; comparison 

to national)
— Sense of belonging, Made to feel welcome; Tuition paid

is worthwhile investment.
• Campus life items (strengths and challenges; comparison to 

national)
— Residence halls; cafeteria; 

campus activities
• Support services items 

(strengths and challenges; 
comparison to national)
— Career services, orientation, tutoring

68

Data for Directors of Retention

• Summary scores (because linked to retention)
• Overall strengths to celebrate and overall challenges as 

priorities for response 
• Campus climate items (strengths and challenges; 

comparison to national)
— Sense of belonging, Made to feel welcome

• Item: Tuition paid is a worthwhile investment
• Perceptions of institutional choice

69

Data for Accreditation

• Satisfaction trends over time
• Survey items mapped to regional accreditation criteria
• Satisfaction levels vs. regional comparisons
• Summary scores

70

Data for Institutional Research

• Program level review data
• Satisfaction trends over time
• Data points on satisfaction as 

compared with engagement
data points

• Student voice data for
strategic planning efforts

71

Seven questions the 
Satisfaction Priorities Survey 
data will help you answer

72

1 Who are your students? 
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Sample University Demographics
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Sample University Demographics
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2 Why do students enroll
at your institution? 

77 78

Factors in the decision to enroll
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Sample University National 4 year Privates
National Four-year Privates
217,956 students from 332 institutions
Fall 2014 – Spring 2017
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3 What areas on campus 
matter most to students? 

Ruffalo Noel Levitz

81

Scale Sample University National Four-year
Privates

Student centeredness 1 3

Instructional effectiveness 2 1

Academic advising 3 2

Campus climate 4 4 (tie)

Concern for the individual 5 4 (tie)

Recruitment and financial aid 6 7

Safety and security 7 4 (tie)

Service excellence 8 9

Registration effectiveness 9 8

Campus support services 10 10

Campus life 11 11

Sample University’s 
Scales in Order of Importance

83

4

5 What do your students think 
you could be doing better? 

What do your students 
think you are doing well?

Ruffalo Noel Levitz

84

Matrix for prioritizing action

Very
Important

Very
Satisfied

Very
Unimportant

Very 
Dissatisfied

Copyright 1994-2016 Ruffalo Noel Levitz
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Sample University Strengths and Challenges

Strengths Challenges
• The content of courses 

within my major is valuable. 

• My academic advisor is 
knowledgeable about 
requirements in my major. 

• The campus is safe and 
secure for all students. 

• The instruction in my major 
field is excellent. 

• My academic advisor is 
approachable. 

• Nearly are faculty are 
knowledgeable in their field. 

• I am able to register for classes 
with few conflicts. 

• The quality of instruction in most 
of my classes is excellent. 

• Security staff respond quickly in 
emergencies. 

• There is a good variety of courses 
provided on this campus. 

• It is an enjoyable experience to be 
a student on this campus. 

• Faculty provide timely feedback 
about student progress in a course. 

Ruffalo Noel Levitz
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6 How do you compare with 
institutions nationally? 

Ruffalo Noel Levitz

89

Current National Comparison Groups

© Copyright 2017 Ruffalo Noel Levitz, LLC • 2017 National Student Satisfaction and Priorities Report
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Sample University
Summary Satisfaction and Re-Enrollment Percentages
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Sample University National 4-Year Privates

Satisfaction Re-Enrollment

Ruffalo Noel Levitz
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7 Where have you improved
over time? 

Ruffalo Noel Levitz
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Sample University 2017 vs. 2015
Items with significant positive shifts

• Males and females have equal opportunities to participate in intercollegiate 
athletics. (0.14***)

• Counseling staff care about students as individuals. (0.12***)
• The student center is a comfortable place for students to spend their leisure 

time. (0.08***)
• Security staff respond quickly in emergencies. (0.07***)
• The staff in the health services area are competent. (0.06**)
• Library resources and services are adequate. (0.06***)
• Library staff are helpful and approachable. (0.05***)
• Bookstore staff are helpful. (0.04*)
• Graduate teaching assistants are competent as classroom instructors. (0.04*)

Ruffalo Noel Levitz
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Sample University 2017 vs. 2015
Items with significant negative shifts

• The amount of student parking space on campus is adequate. (-0.26***)
• There is an adequate selection of food available in the cafeteria. (-0.19***)
• Parking lots are well-lighted and secure. (-0.17***)
• Billing policies are reasonable. (-0.15***)
• Living conditions in the residence halls are comfortable. (-0.14***)
• Most students feel a sense of belonging here. (-0.13***)
• The campus is safe and secure for all students. (-0.13***)
• There are sufficient number of weekend activities for students. (-0.12***)
• Tuition paid is a worthwhile investment. (-0.12***)
• Faculty are fair and unbiased in their treatment of individual students. 

(-0.11***)
• It is an enjoyable experience to be a student on this campus. (-0.10***)
• This institution shows concern for students as individuals. (-0.10***)
• Student activities fees are put to good use. (-0.10***)
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Sample Top Line Overview of Results

Ruffalo Noel Levitz

98

• Overview of survey 
administrations

• Key demographics

• Enrollment factors

Sample Top Line Overview: Page One

Ruffalo Noel Levitz
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• Scales in order of 
importance

• Summary satisfaction 
and re-enrollment scores

Sample Top Line Overview: Page Two

Ruffalo Noel Levitz
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• Items of strength
• Items of challenge

Sample Top Line Overview: Page Three

101

Be sure to tell people what next steps 
are planned with the data

102

TIME FOR A BREAK
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Survey your 
students

Review and 
share the 
results

Explore the data

Systematic Assessment Cycle

104

Explore the data

105

Digging deeper into 
the data will help you 
to understand what 
changes could be
made on campus

106

• How satisfied are your subpopulations?
- Raw data analysis 
- Target group reports

• What else are students sharing with you? 
- Comments document from online administrations

• Focus group discussions and brainstorming sessions
- Students
- Campus personnel

Ways to explore your data:

107

Subpopulation analysis: You can know better 
where to target specific initiatives based on the 
responses of particular populations on campus. 

The data are also more 
relevant for some 
decision makers.

108

When we just look at the data at 
the aggregate level, we don’t know 
how to move forward so we get 
stuck. We need to dive deeper into 
the subpopulation data to be able 
to identify specific initiatives.

SSI Client
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Option one: Order the raw data and
analyze it yourself
• Use Excel or SPSS

Option two: Order target groups from RNL
• Select the demographics that will provide the most 

insight for your population

110

Key demographic variables to review: 
• Class level
• Enrollment status: Part-time / Full-time
• Day/Evening students
• Majors/Programs

Other variables to consider: 
• Gender
• Race / Ethnicity
• Employment
• Campus location (if used as campus item)

112

39%
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45%
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88%

88%
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86%
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Tuition paid is a worthwhile investment. 
National Four-year private institutions

© 2016 Ruffalo Noel Levitz, LLC
National Student Satisfaction and Priorities Results

113

Find the right balance 
in enough data slices 
to inform you but not 
so many that you are 
spinning in circles and 
not moving forward

114

• Sort the comments into positive, negative, 
and informative 

• Identify comments to support
your strengths and challenges

• Any surprises? 

• What comments do you 
need to investigate further?  

Review the comments file from the 
online survey results
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These comments can be precursors to focus groups

116

Focus Groups with two groups on campus:

Students Campus personnel

117

Campus Personnel:  Brainstorming sessions
• Invite a cross section of the campus to participate

- Administration, deans, and directors
- Faculty
- Front-line staff

• Place individuals into cross-functional work groups

• Provide worksheets with your key challenges

- What else do we need to know?

- How can we change perceptions with information?

- What are immediate response opportunities?

- What are longer-term options?

- Who is responsible? 
118

Example: Discussion 
Topics Worksheet

119

This process will: 

• Let people discover the data rather than reporting 
it to them

• Give them time and space 
to understand it

• Bring unusual combinations 
of people to consider and  
identify important points 
within the data

120

Use these kinds of open-ended questions:
• “Tell me about . . .”
• “What have you experienced with . . .”
• “How could the college improve. . .”

You can also meet with students more informally
• Student government
• Students in classrooms
• Discussion with students in the student center

Gather and organize all feedback

Conduct focus group sessions with students
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Focus groups can be very eye opening.  

What you think an item means to 

students may not be how they 

interpret it at all.
SSI Client

122

Bring all the data back to a task force/committee
for review and discussion

123

Begin deciding what you are

going to do differently… 

124

Respond to the data with
new initiatives

125

No action = no change in satisfaction

126

Data on the shelf has no power…
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SSI Client

Targeted, specific changes 
can make a big impression.

““

128

By partnering with other departments 

and leaders on campus, you can help to 

coordinate, facilitate, and recommend 

action steps, using the student feedback 

data as your guide. 

129

Who will you want to partner with on
your campus to take action with the data?

• Student affairs

• Academic affairs

• Enrollment management

• Other departments? 

130

Establish a group responsible for taking 
action steps with representatives from: 
• Institutional Research
• Student affairs
• Academic affairs
• Enrollment management
• Students
• Faculty

Be sure the group has: 
• Decision makers
• People with respect and clout on campus
• Doers (not just talkers)
• A budget

131

• Prioritize where and how you will respond

• Determine who is responsible 

• Establish action plans to hold 
people accountable

• Set a timeline

• Identify dollars where needed

This group will: 

132

1 What is actionable?

What can be done on your own campus? 

2

What is perception?

3

What is beyond your 
control, so you just need 

to be aware of it?
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Matrix for prioritizing action
Very

Important

Very
Satisfied

Very
Unimportant

Very 
Dissatisfied

Copyright 1994-2016 Ruffalo Noel Levitz
134

Three ways to address your challenges                                                                    

“Just do it” Future–strategic
plan

Change 
perceptions

through 
communication

135

Some challenge items may have responses 

that fit into more than one bucket

136

• Just do it: Change policies so payments are not due 
until after financial aid has been dispersed.

• Future plan (within two years): Add automatic 
withdrawal options for monthly payments.

• Change perceptions with information:  Send a 
communication to students (and parents of 
traditional-age students) regarding payment options 
six weeks prior to semester start in the fall and spring. 

Example:  Billing policies are reasonable.

137

• Just do it: Implement customer service training for 
front-line staff and remind them of the important role 
they plan in initial and continued student enrollment. 

• Future plan: Budget for additional staff and systems 
to handle financial aid inquiries at key times. 

• Change perceptions with information:  Be 
transparent and clear in your financial aid 
communications. Break down complex information 
into easier sections and be sure students know who 
they can talk to with questions. 

Example:  Financial aid counselors are helpful. 

138

• Just do it: Gather information from various student 
populations on where and why students may not feel 
safe on your campus. 

• Future plan : Address the ares of concern with 
additional lighting, increase security staff and 
implement campus wide safety alerts. 

• Change perceptions with information:  Communicate 
with students (and parents) about how, and how 
quickly, the campus responds to safety threats. 

Example:  The campus is safe and 
secure for all students. 
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• Just do it: Offer extra triage services to answer basic 
advising questions during high demand time periods. 

• Future plan: Identify opportunities for advisors to 
build ongoing relationships with advisees; offer 
incentives to faculty and incorporate guidance into 
student orientation. 

• Change perceptions with information:  Post (and 
maintain) office hours, especially during peak service 
periods. Provide appropriate resources with accurate 
information on requirements and update regularly. 

Example:  Academic advisor is approachable.

140

• Just do it: Work to improve “little” but important areas 
that may be highly visible to students (i.e. Wifi, printer 
access, sidewalk repair, etc.)

• Future plan: Conduct price sensitivity research to assess 
how students feel about the cost to attend. 

• Change perceptions with information:  Track and publish 
employment outcomes for graduates, invite alumni to 
campus to share their successes in person, and use social 
media to highlight student success, educational quality 
and other points that demonstrate your institution’s value. 

Example:  Tuition paid is a worthwhile investment. 

141

Makes changes in:

• Processes

• Policies

• Perceptions

142

SSI Client

Don’t try to do everything 
on your challenges list. 
Target key areas where you 
can get something done.

“
“

143

Retention

Accreditation
Strategic 
Planning

Recruitment

Student satisfaction data can support efforts in:

144

Impacting Retention

1 2 3 4

Focus on 
campus
climate 
items

Improve 
items 

students 
care about

Celebrate 
your 

strengths

Communicate 
regarding

changes made
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Compare 
externally 

with aspirant 
institutions

Recruit new 
students by 
highlighting 

areas of 
strength

Challenges 
that cannot 

be fixed 
immediately

Align budget 
dollars on top 

priority 
issues

Guiding Strategic Planning: 

146

Document strengths3

Using Satisfaction Data for Accreditation: 

Show improvement over time4

Respond to challenge items2

Match satisfaction survey 
items to accreditation criteria1

147

Accreditation support:
• Documents to map the individual surveys to the criteria for: 

- SACS
- HLC
- Middle States (MSCHE)
- NEASC
- WASC (WSCUC)
- ACCJC
- Northwest Commission (NWCCU)

• Available through links on the SSI Web site:  
www.RuffaloNL.com/accreditation

• Applies to all surveys in the Satisfaction-Priorities Suite
of surveys

148

Identify factors in 
the decision to 

enroll
Highlight your 

strengths in your 
recruitment 

materials 

Understand student 
perceptions of 
admissions and 

financial aid 

Using Satisfaction Data for Recruitment: 

What have you done on your campus?
150

Be sure you can point to what actions you 
have taken when it is time to survey again… 
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Inform the campus

152

Communication is a powerful way to
impact perceptions

153

Sometimes we don’t need to make a 

change in the policy or procedure, 

we just  need to be willing to talk 

about the issue and to provide more 

context.

154

When and what to communicate:

• When receive results  communicate about the
current satisfaction levels and areas of importance

• When gather information communicate to change 
perceptions about the way things currently are

• When make a change communicate that the change
was made

• When preparing for the next survey administration 
communicate what has been done since the last survey 
administration

155

Establish a communication plan

156

• Announcements on campus by faculty, leadership,
and other students

• Social media (Facebook, Twitter, YouTube, Instagram)

• Student government/activity groups

Methods for students: 
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Methods for students and campus personnel:

• Postings on campus and website

• Email announcements

• Alumni magazines, press releases

• Infographics

• Table tents around campus

158

RUFFALO NOEL LEVITZRUFFALO NOEL LEVITZ

159

Posters in the restrooms:

• “Stall Street News”

• “Flushing Times”

• “The Toilet Paper”

• “The Daily Flush”

160

161 162

Continue to communicate 

regularly throughout the year
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Be sure to have strong 

communication activities in

place prior to your next 

survey administration

164

Systematic Assessment Cycle

Survey your 
students

Inform the campus

Review and 
share the 
results

Explore the data

Respond to 
the data with 
new initiatives

165

Survey your 
students regularly

166

Typical cycles:

Annually

Every other year

Three or more years 
between surveying

167

Be intentional on your 
activities throughout your 
assessment cycle

168

Are able to positively influence student satisfaction
perceptions year over year.

At the institutional level, campuses who
are actively working with their results:

• Taking action to improve the student experience

• Informing the students of the actions that have been taken

• Assessing student satisfaction on a regular basis
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Retention has 
improved

Satisfaction 
assessment 
contributing 
to retention 

improvement

Increasing 
satisfaction 

over multiple 
years

The satisfaction and retention connection

62% 47% 62%

2017 Survey Responses from Satisfaction-Priorities Surveys Clients

Ruffalo Noel Levitz

170

Will you see satisfaction levels improve 
in your year to year reports?

171

Dr. Brene Brown, Daring Great

Without feedback, there can be no 
transformational change. When we don’t talk 
to the people we’re leading about their 
strengths and their opportunities for growth, 
they begin to question their contributions and 
our commitment.  Disengagement follows.

“
“

172

Dr. Brene Brown, Daring Great

People are desperate for feedback—we 

all want to grow. We just need to learn 

how to give feedback in a way that 

inspires growth and engagement. 

“
“

Ruffalo Noel Levitz

173

4 Resources to support 
your efforts

174

Interpretive Guide

• PDF Document provided 
with the report delivery

• Provides direction on how 
to navigate and review the 
survey results

• This document will provide 
written guidance on much 
of what I have covered 
today, in a generic format. 
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www.RuffaloNL.com/SatisfactionSurveyTutorials

176

www.blogem.RuffaloNL.com/
Search: satisfaction

177
© Copyright 2017 Ruffalo Noel Levitz, LLC • 2017 National Student Satisfaction and Priorities Report

Download the full report and 
corresponding appendices at:
www.RuffaloNL.com/Benchmark

Results from the RNL Student 
Satisfaction Inventory™ (SSI),
RNL Adult Student Priorities 
Survey™ (ASPS) or the RNL Priorities 
Survey for Online Learners™ (PSOL). 

178

Other ways we can be helpful:
• Retention and enrollment consulting services
• Market research services (including conducting focus groups)
• Research toolkit: College Employee Satisfaction Survey
• Student motivation assessment as part of an early-alert initiative
• Predictive modeling
• Financial aid impact research
• Website calculator as required
• Fundraising management
• Free Webinars throughout the year
• Regional workshops and national conferences

Visit www.RuffaloNL.com for more information or send me an email

179

Ruffalo Noel Levitz Complete Enrollment

Identify your ideal students 
and engage them from 
search to graduation

www.RuffaloNL.com/CompleteEnrollment

www.ruffalonl.com/completeenrollment 

180

4 powerful components to raise completion 
rates, increase net revenue, and grow enrollment

www.RuffaloNL.com/CompleteEnrollment
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2018 Ruffalo Noel Levitz 
National Conference
July 24-26, 2018
Orlando • FL
Walt Disney World Swan and Dolphin Resort

182

Follow me on Twitter: 

twitter.com/JulieBryantNL

Twitter.com/RuffaloNLEM

Connect on LinkedIn

183

5 Closing Thoughts

184

Understand Change Share

Three things you must do:

185

Before you leave
today, please complete 
your evaluation! 

186

WHAT IDEAS ARE YOU TAKING BACK TO CAMPUS?
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What is on your “To-Do” list?

Share one key idea you 
are taking home with 
you…

188

Thank you for 
participating today!

Associate Vice President, Retention Solutions
Julie.Bryant@RuffaloNL.com
Phone: 800-876-1117
Twitter:  @JulieBryantNL

Julie Bryant


