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Online education has become “mission critical” for most

institutions seeking to grow enroliment.
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Pre-pandemic year-over-year enroliment growth

In each year since 2012, fewer students have chosen to enroll in all
classroom programs
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Post-Pandemic Enrollment Choice Correction?

The first post-pandemic data do not indicate the kind of “snap back”
to “normal” that some hoped for
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Enroliment trends and format choice since 2012

At both the undergraduate and graduate levels, fully online and fully classroom students
are now at near parity. Is this the future of higher education?
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As you make decisions about enrollment of
online programs do you have state
requirements that you need to contend with

or manage before you can consider
expansion?



Benefits of a Partnership Fee-for-Service OPM - Revenue Share
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When you consider growing enrollment
online what budgetary pressures do you face
when choosing a partner?



As you make choices about finding a partner to help you grow

programs, what segments of online delivery are most helpful with a

partner and what criteria do you use to choose?

START HERE
&

Market Your Program(s) Authorization and Accreditation
Once you've got all of these factors Start by ensuring you are “good to go”
sorted and set up, now you're on the rules and regulations.
ready to go to market!

Identify the Right Programs
Then, ensure you have objective

Meet Student Expectations
Now you're ready to look at your
recruitment operation. Are they ready to market data that indicates each
meet prospective student expectations? program is in demand.
If not, they'll go elsewhere.

AN
Ensure Student Success

Once you've got your programs, ensure that they
offer high quality learning experiences, convenient
processes, and flexible requirements.
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Thank You

And special thanks to:

Godfrey Gibbison, Dean of Extended Learning and Global Programs,
California State University, San Marcos

Suzana Diaz Rosencrans, Assistant Vice Provost for Online Programes,
University of Texas, San Antonio

All material in this presentation, including text and images, is the property of RNL. Permission is required to reproduce information.
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