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A Continuing Education KPI:

Course Exit Rate

By Jacob Ensign, Business Analyst, JMH Consulting, Inc.

In previous articles, I introduced two new key performance indicators for continuing education, the
course bounce rate (CBR) and the course landing rate (CLR). Together, these metrics help us analyze
the behavior of customers as they enroll in classes. CBR creates a natural divide between two disparate
groups of customers: repeaters and non-repeaters. CLR identifies which classes generate new business;

that is, the first class taken by a customer.

With these two metrics, you know which classes bring in the most new business and whether that new
business continues. However, a question remains. Of the repeating customers, which classes can you
expect to be the last taken in a series? CLR’s has a companion metric, called the course exit rate (CER).
CER identifies which classes end the customer lifecycle; that is, the last class taken by a customer. An

“exit” occurs when a customer takes his or her final class and never repeats again.

Definition of CER

When analyzing statistics for a webpage, web analysts use the exit rate metric as a way to measure how
many people left the site after viewing a particular page. In using CER, we are replicating this concept.
A customer “exits” when he or she stops doing business with your organization, whether the customer
gets training elsewhere or simply does not see the need for more training. Every customer has an exit
class; even those who bounce' (took only one class). When we measure the CER for a course, we count
the number of exits for that course and divide it by the total number of enrollments.

number of last enrollments
CER

" total number of enrollments

A CER of 0% means that everyone in that course enrolled in another course. We can expect low CER
for any course before a capstone in a certificate series. A CER of 100% means that every enrollee in a
course stopped doing business with you after completing that course. You might expect capstones to
have CER of 100%, but this is not necessarily the case. Capstone courses for a certificate program

should have higher CER than other courses in the same certificate, but we need to struggle to keep CER

! For a bouncer, the landing course and the exit course are the same course.
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low for all offerings. After taking a capstone, the customer should still look to you for more learning

needs.

How to use your CER

Unlike landing rate, which you should not use to measure all of your courses, you can and should
measure CER for all courses. Much like the bounce rate, we can use CER to identify opportunities to
improve our repeat rates. Your objective should always be to decrease high CER. Identify the courses
with high CER; those courses are your best opportunities to improve repeat rate and the value of your

customers. Remember, you should even work to lower the CER of capstone classes.

As we saw in the articles on course bounce rate (CBR), decreasing the CBR always improves your repeat
rate and customer value. However, courses with low CBR can still be opportunities to improve the
value of your customers. Remember, a course with a high CBR automatically has a high CER, because
the bouncers are also exits. However, the converse is not necessary true: a low CER does not mean a

low CBR. When a course has a low CBR, there are two possible cases:

1. The landing rate is high and the exit rate is low

2. The landing rate is low and the exit rate is high

In the first case, the course is performing efficiently. This course generates a lot of new business (high
CLR), and that business continues to do more business (low CBR and low CER). On the other hand, in
the second case, while most of the enrollees are valuable repeaters (low CBR and low CLR), most of
them stop doing business with you after that course (high CER). In our marketing and programming

efforts, we need to strive to turn all of the type 2 classes into type 1 classes’.

An example

Below is a table of some IT courses at Emory University and their respective CERs and CBRs. The first

two of these classes serve two different types of audiences, based on how the programs are constructed.

The classes are a web design class, Photoshop: Web Graphics, and a QuickBooks class. The second set of

classes provides for an interesting comparison, MS

Project 2003 Introduction and Intermediate ‘ Title CER CBR
classes. Photoshop: Web Graphics 33%  10%
QuickBooks 89%  67%
Project 2003: Intermediate 87%  21%
Project 2003: Introduction 57%  50%

? There are two ideal classes. We can measure the performance of all courses using these three metrics.
The ideal types of classes have either: (1) low CBR, high CLR, and low CER, or, (2) low CBR, low CLR,

and low CER.
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The Photoshop class, with low CER and low CBR represents an ideal class type. This class is part of a
certificate program, so the number of repeaters for this class is high. Therefore, Photoshop customers
have a very high value to the organization. On the other hand, QuickBooks is the exact opposite type of
class; it caters to a very narrow group of customers. Because of its high CER and high CBR, most
students who take QuickBooks do not see value in most other offerings from this organization.
Likewise, students who take other classes in this program do not see the need to take QuickBooks.

Therefore, QuickBooks customers are lower in value relative to Photoshop customers.

For the Project 2003 classes, we can see two different types of classes as well. Clearly, the Introduction
class provides many of the enrollments in the Intermediate class. The Intermediate class’s low CBR
reflects this trend—these customers are not bouncers, they were in the Introduction class. When we
analyze the CER, however, we can see opportunities to improve the repeat rate and customer value of
enrollees in both classes. With a CER of 57% for the Introduction class, slightly more than half of the
customers are never returning their business. Depending on the number of customers this represents,
that could be a lot of lost revenue. Presumably, many of the customers who do repeat are taking the
Intermediate class with its massive CER of 87%. We can improve the value of the Introduction class

customers by more effectively encouraging enrollment in the Intermediate class. Likewise, we can
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