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Leveraging Star Ratings 

to Drive Non-Traditional Student Registrations 

“Build it and they will come” is no longer an effective approach to driving enrollments. Today’s learners are 
experienced shoppers of all ages looking for specific, high-quality offerings that will help them achieve their 
specific outcome goals. They also know they have choice, with the ability to register at any postsecondary 
institution in their region or even country.

This modern customer requires colleges and universities—and especially divisions serving non-traditional 
learners—to revamp their approach to the market. Today, it’s essential for institutions to transform their 
websites into enrollment engines designed to turn prospects into registered learners.

Accomplishing such an outcome requires institutions to follow the lead of Amazon, GrubHub, Uber and other 
eCommerce giants. And one of the most important tools these organizations leverage to build trust are 
verified customer reviews and ratings.
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Understanding the Modern Postsecondary Shopper
“The reality is that these stealth applicants aren’t making a snap decision. 

Rather, they have been quietly doing their research on the schools that best 

meet their needs, such as schedule flexibility, affordability, programs that 

support their passions and goals.” 2 

LESLEY NICHOLS 

Digital resources are essential to helping stealth applicants find 

and research offerings. According to Google, 86% of adult learners 

who plan to enroll in a postsecondary program within 12 months 

found digital resources critical to their decision-making process.4 

What’s more, the majority of students (between 56% and 78% of 

prospective learners) don’t search for specific schools’ websites; 

they search for programs and degrees first. 4, 5

This means institutional websites and program pages need to 

provide learners with as much information as possible, be SEO-

optimized, and be specifically designed to rank well and stand 

out on Google and other search engines.

Executive Director of Professional 

Studies, Emerson College

86% of adult learners who plan to enroll 
in a postsecondary program within 12 
months found digital resources critical to 
their decision-making process. 

The modern postsecondary customer is an experienced and 

savvy shopper who brings the same critical eye to finding 

the right college or university program that they do to 

buying a car or a new technology tool. The old approaches 

to gaining their attention and enrollments—like on-site 

events and physical coursebooks—are not effective for this 

audience in isolation.

Today’s learner—especially those seeking out continuing 

and online education programming—is considered a 

“stealth applicant.” 1 Rather than requesting institutional 

information, speaking to recruiters and attending 

information sessions, stealth applicants research programs 

independently and move themselves down the enrollment 

pipeline.

This means colleges generally don’t know how many 

individuals are actually in their pipeline as individuals 

are driving their own purchasing decisions. Essentially, a 

college only engages with a stealth applicant when they’re 

ready (or almost ready) to make a purchasing decision.

86%
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Of course, standing out in a crowded search engine results 

page can be both complex and challenging. It takes the right 

tools and the right focus to ensure your offerings rise above 

the noise and can be found by the learners who would most 

benefit from them.

The Destiny One Student Lifecycle Management (SLM) 

software platform was designed to help non-traditional 

divisions close that gap. Crafted specifically for non-traditional 

education, Destiny One provides staff with the tools they 

need to efficiently manage all aspects of the learner lifecycle, 

including marketing, enrollment, curriculum, finance and more. 

The SLM software platform integrates with main-campus 

systems, engages students with an Amazon-like experience, 

optimizes staff efficiency, and provides business intelligence 

that empowers data-driven decision making.

Destiny One has always helped colleges and universities 

address the needs of stealth applicants. Offering robust SEO 

capabilities, an easy mechanism to ensure all website content 

is up-to-date and accurate, and simplified web publishing 

tools, the SLM has always been effective at helping institutions 

rank well in search engines.

Now, Destiny Solutions is helping its partner institutions get 

even more value out of the Destiny One SLM thanks to a 

partnership with Expirically, and the launch of the Destiny One 

Ratings and Reviews module.

How to Make an Offering Stand Out
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How Destiny One Ratings and Reviews Will Help You Rise 
Above the Noise 
Destiny One Ratings and Reviews will leverage Expirically, a tool that helps colleges and universities collect star 

ratings and written reviews from learners, past and present. Rather than collecting student, alumni and graduate 

surveys purely for internal assessment purposes, it allows institutions to leverage these insights to help their 

courses and programs stand out to new prospects.

 
These star ratings—which appear on course and program pages on institutional 
websites as well as in Google search results—make a huge difference to prospective 
customers. Across the eCommerce industry nearly 95% of shoppers read online 
reviews before making a purchase, and 72% of customers don’t take action until 
they’ve read reviews. 6,7 There can be no doubt that reviews play a hugely important 
role in informing customers’ research processes.

From the organizational perspective, customer reviews can play a significant 
role in supporting conversion and customer engagement. Displaying reviews has 
been shown to increase conversion rates by 270%, and conversion for higher-
priced products by 380%.8  For postsecondary institutions who are often forced to 
compete with lower-priced alternatives, displaying learner reviews helps to drive 
home the value of a quality learning experience to a prospect trying to assess their 
ROI.

When it comes to standing out on search engines—critical to appealing to the 
modern student-customer—customer ratings can also help an institution get ahead. 
Star ratings can improve click-throughs from search engine results by up to 35%.9 

Finally, star ratings can help institutions overcome the tendency for prospective 
learners to prioritize word-of-mouth feedback when making enrollment choices. 
According to EAB, 43% of students first learn of the schools where they eventually 
enroll via feedback from people they trust.10 With star ratings, institutions can close 
that gap. Across the eCommerce space, 85% of buyers say they trust customer 

reviews as much as personal recommendations.11

3%
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But What If Our Students Give Us Negative Reviews?

For many higher education leaders, their biggest concern 

with publishing student and alumni review information is the 

possibility of sharing negative reviews. However, for the modern 

eCommerce customer, negative reviews have a very positive 

outcome.

The major benefit of ratings and reviews is that they validate 

the customer experience, and people expect the inevitability 

of a negative experience. If those negative experiences don’t 

appear in the reviews, though, customers don’t trust the 

legitimacy of the reviews.12

Across the eCommerce space, 82% of shoppers specifically 

search out negative reviews 13 and 95% of consumers are 

suspicious of products without any negative reviews.14

Ultimately, according to the Spiegal Research Center at 

Northwestern University, the ideal average star rating to 

encourage eCommerce purchases is between 4.2 - 4.5 stars.15

Of course, it’s critical to ensure all feedback is constructive 

and the Destiny One Ratings and Reviews module will give 

institutional leaders ownership over what they publish. While 

star ratings will be published as-is, all written reviews are 

subject to moderation to ensure any potentially inappropriate 

content is filtered out prior to being shared online.
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Hit the Ground Running=

Destiny One Ratings and Reviews will be 
made available to all Destiny Solutions 
partner institutions in July 2019, with 
a complementary subscription to start 
collecting student ratings and reviews. 

The complementary Collect package will allow institutions to 
leverage Expirically to begin collecting ratings and reviews from 
students, recent graduates and alumni for internal uses and to 
gauge the potential value.

The optional paid Publish package will allow institutions to take 
the next step and publish this information on their course sites, 
program sites and have star ratings appear in search engine results.

What’s more, Destiny Solutions customers can engage directly 
with Expirically to convert historical customer feedback into star 
ratings and reviews. With this service, institutions can go live with 
robust, verified learner feedback available to prospective students 
right off the bat.
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About Destiny Solutions

Destiny Solutions is committed to providing non-traditional learners with an outstanding customer 
experience. Our SaaS platform, Destiny One, is student lifecycle management software made 
specifically for higher education administrators serving non-traditional students. It is crafted from the 
ground up for how you work and who you serve. 

Destiny One manages all aspects of the learner lifecycle thereby allowing you to unite, understand, 
and control all aspects of your business at once. It integrates with main-campus systems, engages 
students with an Amazon-like experience, optimizes staff efficiency, and provides business intelligence 
empowering data-driven decisions.

How Destiny One manages the learner lifecycle:

CONTACT US TO LEARN MORE

Curriculum  
Plan and manage courses, 
certificates and programs

Enrollment
Increase registrations by 
engaging learners and 
automating the enrollment 
process 

Marketing 
Target marketing campaigns and 
define consistent branding

System Administration
Configure workflows, staff roles 
and permissions, and business 
rules and fees

Finance
Govern accounting transactions 
and manage financial information

Reporting
Leverage dashboards and report 
to make business-intelligent 
decisions 
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