
1



GRADUATE & ONLINE RECRUITMENT 
SIMPLIFIED: SOME REMARKABLY BASIC ADVICE

GODFREY GIBBISON

CAL STATE UNIVERSITY SAN MARCOS



GOAL OF THIS 
DISCUSSION

TO CONVINCE YOU TO JOIN ME IN THE FIGHT AGAINST THE WORD UNIQUE!



COVID DIDN’T CHANGE 
MUCH!

LESSON 1
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The Graduate and Online Imperative

…but not all institutions will benefit equally. 

Source: RNL analysis of IPEDS “First Look” data for Title IV, Degree Granting Institutions
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The Graduate and Online Imperative
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The Graduate and Online Imperative

…but not all institutions will benefit equally. 
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Online and Hybrid Dominate Graduate Study
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RECRUITMENT IS 
PERSONAL

LESSON 2



GENERIC SELLS

THE WORD UNIQUE HAS KEPT US FROM BOLDLY GOING WHERE 
OTHERS HAVE GONE BEFORE!

LESSON 3



GENERIC SELLS

UNIQUE SOUNDS SENSIBLE & LOGICAL

AVOID SUPER BOUTIQUE

LESSON 3
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Subject of Study – Online Students
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Source: 2022 Online Student Recruitment Report, RNL
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Intended Credential

Master's, 49%

Doctorate, 15%

Post-Bac 
Cert./Licensure

, 12%

Grad. 
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, 19%

Graduate
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Cert./Licensure, 6%

Post-Bac. Cert./Licensure, 4%
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Online

Source: 2021 Graduate Student Recruitment Report, RNL Source: 2022 Online Student Recruitment Report, RNL
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Enrollment Decision Priorities

Three Most Important Factors in 

Enrollment Decision Graduate

Program content I want 50%
Positive career opportunity/job placement 

info. 39%
The lowest tuition (among programs 

considered) 37%

University's reputation 35%

Online/hybrid courses available 28%
Being able to enroll in a mix of formats, 

types and lengths 11%
Having specific faculty with whom you 

want to study 20%

Being able to enroll in courses year-round 19%

Having accelerated (shorter) terms 15%

Three Most Important Factors in 

Enrollment Decision Online

Cost of tuition and fees 47%

Total time to complete my studies 35%

Program content I want 31%

University's reputation 28%

Online/hybrid courses available 28%

Being able to enroll in courses year-round 26%
Positive career opportunities/job 

placement info. 26%
Personal attention from faculty and staff 

from inquiry through enrollment 21%

Source: 2021 Graduate Student Recruitment Report, RNL Source: 2022 Online Student Recruitment Report, RNL



THE WEB EXPERIENCE 
MATTERS

LESSON 4







WHY DOES THE WEB 
EXPERIENCE MATTER?

LESSON 4
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Marketing Budget Allocations

Digital advertising, 
43%

SEO/organic lead 
generation, 13%

Traditional media, 
13%

Events (face to 
face), 9%

Events (virtual), 
8%

Corporate partnerships, 
1%

Other, 2%

Don't know, 13%

Allocation of Marketing Dollars

Source: 2021 Graduate Marketing and Recruitment Practices Report, RNL
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Search Sources and Tools
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Source: 2021 Graduate Student Recruitment Report, RNL

Source: 2022 Online Student Recruitment Report, RNL
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Speed Wins
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26%
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0% 20% 40% 60% 80% 100%

Personal email

Text message

Phone call
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Minutes An Hour A Day More Than a Day
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Three or 
More, 37%

Grad: Number of Applications

One, 
29%

Two, 
50%

Three or more, 
22%

Online: Number of Applications

Note: No significant differences in graduate and online student expectations.



SPEED WINS!

LESSON 5
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Speed Wins
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Speed Wins (again)

85%

Likely/Definitely Enroll at First Program to Accept Me

Note: No significant differences in graduate and online student expectations.



PEOPLE KNOW THIS STUFF!

LESSON 6
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