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The Student Study:

• 1,609 respondents
(thank you Plexuss for your sample)

• Administered February 2022
• Respondent target: those who have 

searched for on online program in the 
last 12 months. 

• Survey focus: 
 How they search – in detail
 How they make their decisions
 Expectations of institutions they 

contact
 Program details
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The Administrator Study:
• 102 institutions participated
• Administered September 2022
• Respondent target:

 Online program marketing leaders
 Online programs recruitment leaders

• Representation:
 54% Public Institutions
 46% Private (non-profit) Institutions

Program Levels:
 88% offer online Master’s
 62% off online Bachelor’s
 58% offer online non-degree



4

Online Education in 
Context1
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Enrollment Trends and Format Choice 
(With and Without the Pandemic)
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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? 

Source: RNL Analysis of IPEDS Fall Enrollment Snapshot data. (U.S. degree-granting institutions of at least two years.)  
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Undergraduate Enrollment Trends and Format Choice 
(With and Without the Pandemic)

Source: RNL Analysis of IPEDS Fall Enrollment Snapshot data. (U.S. degree-granting institutions of at least two years.)  
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Enrollment Trends and Format Choice 
(With and Without the Pandemic)
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Source: RNL Analysis of IPEDS Fall Enrollment Snapshot data. (U.S. degree-granting institutions of at least two years.)  



8

The Online Education 
Opportunity2
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True or False: Certificates and 
non-degree credentials are the 
greatest opportunity for online 
program expansion?

The largest opportunity for online growth is at the 
bachelor’s level. 

Source: 2022 Online Student Recruitment Report, RNL
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How institutions match up
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What’s Hot, What’s Not?3
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What approximate percent of online 
students plan to enroll in a business 
program?  10% / 25% / 40%  / 50% 

There is no single discipline that is the “sure thing.” 

Source: 2022 Online Student Recruitment Report, RNL
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Online Business students want concentrations

Source: 2022 Online Student Recruitment Report, RNL

Will enroll in a concentration: 
Undergrad Degree: 90%
Grad Degree: 96%

Concentration
Undergrad. 

Degree
Graduate 

Degree
Finance 11% 31%
Accounting 26% 8%
Marketing 19% 12%
Human Resources Management 11% 18%
International Business 7% 8%
eCommerce 5% 5%
Computer Information Systems 4% 8%
Other 4% 4%
Healthcare Management 3% 2%

Business Non-Degree Field of Study
Non-

Degree
Finance 29%
Accounting 22%
Marketing 7%
Human Resources Management 13%
International Business 7%
eCommerce 11%
Computer Information Systems 0%
Other 2%
Healthcare Management 0%

Detail on Business Programs: 
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Online students want shorter courses, two at a time.  

Source: 2022 Online Student Recruitment Report, RNL
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Online students are split on self-paced and want some 
interaction

Source: 2022 Online Student Recruitment Report, RNL
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How do you connect 
with prospective online 
students? 4
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Online students begin their search on search engines
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Online programs are well aligned with students in their 
marketing tactics. 
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Online students click ads that speak to their “persona” 

Source: 2022 Online Student Recruitment Report, RNL
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They expect video, virtual recruiting events, and mobile-
friendly content.

Source: 2022 Online Student Recruitment Report, RNL
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6. They expect video, virtual recruiting events, and 
mobile-friendly content.

Source: 2022 Online Student Recruitment Report, RNL
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Online marketing and recruitment operations are getting 
more and more centralized. 



23

About one in six are working with an OPM
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Online program marketing budgets are growing
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How do you meet their 
expectations during the 
enrollment process?5
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You ARE competing with more than inertia



27

Online students expect a speedy response
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Response times are picking up



29

Recruitment Operation are relatively small, but the right 
people are responding to inquiries
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There is likely insufficient coverage outside of business 
hours. 

Note: See the report for 
information on ongoing 
cultivation practices. 
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Online students reward timeliness
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Online students expect to be admitted quickly and will 
enroll where they are admitted first. 
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Admissions is taking to long and it likely stymied by 
faculty making decisions. 
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Online students enroll where they are admitted first. 



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

Scott Jeffe
Vice President, Research -
Graduate and Online

Scott.jeffe@ruffalonl.com
917-923-2155

THANK YOU
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