Are discounted seats a new trend?
   Several programs are now reporting big success with limited-time discounted seats for classes promoted on web sites and in email.

   The theory is that your course seats are like airplane seats. After your course takes off, any unused seats are worthless. So getting something is better, sometimes much better, than nothing.

   Those programs trying the discount promotions cite these successes:

*Good for down or low enrollment days.  
Holidays and other off peak registration days are a good time to offer the discounted classes.
*Good to boost low enrollment classes. 
At least one programmer reports that following the discount promotion, the same previously low enrollment classes were promoted the next time without any discount, and they filled at the regular prices.
*Good to fill unused seats and meet minimums.
   Some success stories.

Web site deals

   The Russian Computer Training Center (CTC) in Moscow, Russia, was the first continuing education or lifelong learning program to test discounted seats in their classes. Certain classes, only those with extra seats, are promoted on their web site at discounts that range from 10% to 40%. 
   Not all classes have discounts, just those low performing classes.
   The program changes the discounts, or eliminates them totally, as people register at the discounted rate and fill the seats in the class.
   With the magic of the web, discounts can change daily, so you have minute-to-minute flexibility in reducing or eliminating the discount.
   CTC has been running the discounts on its web site consistently for several years, so the strategy works.
Black Friday email

   Trenda Roch Von Rochsburg of Cottleville, MO, reports a big success with her “Black Friday” email discount promotion sent out the day after Thanksgiving. She provided a discount for some low enrollment classes. The low enrollment classes got a huge bump in registrations and income.

   Even better, the next session the same classes were promoted only at the regular price, no discount. And the classes, which previously had low enrollments, now are filling for Von Rochsburg.  

Twelve Days of Christmas

   Kathy Brady of Providence, RI, tried a “Twelve Days of Christmas” email campaign that lasted 12 days during the Christmas season.  She emailed people every day for 12 days. Every day the discount on certain classes got bigger, ending with a whopping 40% off on the 12th day.

She reports a big jump in income for those days, attributable solely to the successful discount campaign.

Twitter Today

   Heather Dimitt of Columbia, MO, sent a twitter message that offered a 20% discount on gift certificates if they bought one by 5 p.m.  She got six responses and considered that a big and no-cost success.  She also noted that stores love gift certificates because a number of people never use them, so the 20% discount is often more profitable than regular registrations.

Worries
   Other programmers have worries about the discount strategy. They worry that participants might talk to each other and full priced participants discover that others received the course for less money.  They worry that people will just wait to register, expecting discounts to grow the longer they wait.  And they worry that discounts will set a precedent and that discounted courses will no longer be able to be offered for full price again.
   So far none of those worries have been demonstrated by those programs testing discount promotions. Whether fire sale discounted seats is a new trend for the continuing education and lifelong programming industry remains to be seen. But the programs pioneering the strategy report boosts in participants and income, suggesting that other programs will try discounted promotions in the future as well.

