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The only certainty in the current higher education environment is that transition and change are 

our constant companions. The transformation of higher education may not yet be complete, but 

the direction is clear – even if the final destination is yet unknown. We have entered an era of 

flexible, student-centered education that provides even greater value for the students we serve. 

Lifestyles have shifted. Flexibility and choice are at the center of every interaction from media 

consumption to work to education and beyond. A shrinking population, provided with more 

choices and more data upon which to make that choice, is demanding – and choosing – the 

solutions that best fit their individual needs.

Forward-thinking colleges and universities are adapting to our new environment and rethinking 

their approach to everything from credentials to marketing and student engagement. We now see a 

true embrace of alternative credentials and online programs.  To reach students where they are, the 

institutions that are rising to the top understand the trends affecting both education and marketing 

in a permanently reshaped landscape. 

Throughout this report, we provide higher education leaders with the information and 

understanding they need to better focus on and serve today’s modern student. There are as many 

paths to success as there are individual students. Together, we’ll help these students achieve their 

academic, professional and personal goals. 

Introduction
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The makeup of student populations has shifted. Further, the definition of “online” and “non-

traditional” student has shifted. Indeed, it is past time that we recognize these individuals for what 

they are. Simply put, they are students, without classification or qualifiers.

While the average student overall has become older, those participating in online and non-

traditional programs are becoming younger. We have experienced the completion of the blurring of 

lines where traditional and non-traditional is about the path chosen rather than a student’s age. 

Why are more students gravitating to non-traditional paths? Because they can. Students are 

choosing the path that best helps them meet their goals and achieve their ambitions.  Online 

programs allow these students to study when and where they desire. 

At the same time, more individuals than ever before are now classified as “Some College, No 

Credential.”  These individuals stepped away from higher education for a variety of personal, 

financial, health, or pandemic-driven reasons. But, this troubling trend also presents an opportunity 

for the schools able to help students overcome these obstacles and re-enter paths to higher 

education.  

Those schools that best understand today’s modern students are best positioned to serve those 

students with flexible options that address their demands and preferences. However, offering 

flexibility alone isn’t going to win the day. The schools that thrive and grow in a challenging 

environment will be those that best engage students and communicate their values with messages 

that resonate. 

Students Demand, 
and Have, Options
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While undergraduate enrollment fell from Fall 2021 

to 2022 (by about one percent), this erosion is lower 

than the erosion seen from 2020 to 2021.  Female 

undergraduate enrollment declines were the largest 

contributing factor in the decline from 2021 to 2022. 

2022 Fall Enrollment Data
National Student Clearinghouse Fall 2022 Data – 

Preliminary October Release

MEN

WOMEN

GRAND TOTAL

Fall 2021
% Change from 2020

-3.0%

-3.5%

-3.1%

Fall 2022
% Change from 2021

-0.7%

-2.1%

-1.1%

Fall 2020 - Fall 2022
% Change from 2020

-3.8%

-5.6%

-4.2%

Source: National Student Clearinghouse Fall 2022

Source: National Student Clearinghouse Fall 2022
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Source: National Student Clearinghouse Fall 2022

 

 

PUBLIC 4YR

PRIVATE NONPROFIT 4YR

PRIVATE FOR-PROFIT 4YR

PUBLIC 2YR

GRAND TOTAL

Fall 2021
% Change from 2020

-2.7%

-0.2%

-4.4%

-5.0%

-3.1%

Fall 2022
% Change from 2021

-1.6%

-0.9%

-2.5%

-0.4%

-1.1%

Source: National Student Clearinghouse Fall 2022

Erosion was seen across all sectors at the undergraduate level.  It is important to note the 

substantial improvement within the public 2-year institution sector from 2021 to 2022.
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UNDERGRADUATE CERTIFICATE

ASSOCIATE

BACHELOR'S

GRADUATE CERTIFICATE

MASTER'S

FIRST PROFESSIONAL

DOCTORAL

GRAND TOTAL

Fall 2022
% Change from 2021

2.5%

-1.7%

-1.5%

2.6%

-1.3%

-1.1%

-0.7%

-1.1%

Source: National Student Clearinghouse Fall 2022

Source: National Student Clearinghouse Fall 2022

Despite an overall decline in enrollment from 2021 to 2022, both undergraduate and graduate 

certificates experienced growth in 2022. In contrast, degrees of all levels experienced 

enrollment erosion.

The US Department of Education defines a First Professional degree as one that requires at least 
2 years of completion and 6 total academic years of college work while meeting the academic 
requirements to begin practice as a (typically licensed) professional. 

Source: https://www2.ed.gov/about/offices/list/ous/international/usnei/us/professional.doc
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HIGHLY SELECTIVE

VERY COMPETITIVE

COMPETITIVE

LESS SELECTIVE

 

 

Public

Private Nonprofit

Total

Public

Private Nonprofit

Total

Public

Private Nonprofit

Total

Public

Private Nonprofit

Total

Fall 2022
% Change from 2021

0.6%

0.5%

0.5%

-0.4%

-0.4%

-0.4%

-2.2%

-2.2%

-2.2%

-3.1%

-0.9%

-2.6%

Source: National Student Clearinghouse Fall 2022

Source: National Student Clearinghouse Fall 2022

Institutions classified as “Highly Selective” saw an increase in enrollment from 2021 to 2022. All 

other institution types experienced an erosion in enrollment. The level of decline was relative to 

the selectiveness of the institution. Those considered to be “less selective” saw the largest erosion, 

followed by those who are considered “competitive”.

Institutions seen as 
competitive or less 
selective saw the 
largest decrease in 
enrollment from 2021 
to 2022.
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STATE

New Hampshire

Kansas

South Carolina

Hawaii

Arizona

Louisiana

Nebraska

North Dakota

Virginia

Connecticut

Idaho

Illinois

Michigan

Iowa

Montana

Nevada

Alabama

Colorado

Delaware

Texas

Kentucky

North Carolina

Florida

South Dakota

Georgia

Mississippi

Ohio

Maine

West Virginia

Pennsylvania

Oklahoma

Tennessee

Arkansas

Missouri

New York

Wyoming

Wisconsin

California

Maryland

Indiana

New Mexico

Alaska

Fall 2021
% Change from 2020

Fall 2022
% Change from 2021

Source: National Student 

Clearinghouse Fall 2022

5.4%
2.3%
0.9%

-0.1%
-0.3%
-0.5%
-0.8%
-0.8%
-0.9%
-1.1%
-1.2%
-1.3%
-1.3%
-1.5%
-1.7%
-1.7%
-2.0%
-2.1%
-2.1%
-2.4%
-2.6%
-2.6%
-2.8%
-3.2%
-3.4%
-3.7%
-3.7%
-3.8%
-3.8%
-3.8%
-4.0%
-4.1%
-4.3%
-4.7%
-4.8%
-5.1%
-5.5%
-5.9%
-5.9%
-7.2%
-7.3%

-10.3%

6.8%
-4.6%

3.7%
-3.3%
2.6%

-3.0%
0.9%

-0.1%
-0.4%

0.7%
-1.4%
-1.3%
-4.6%
-1.0%
0.7%

-4.3%
-0.6%
-2.1%
-2.2%
0.3%
1.6%
1.4%

-1.5%
-0.6%

0.7%
0.1%

-3.4%
0.6%

-1.7%
-3.6%
-0.9%
-1.2%
-1.9%
-4.4%
-3.5%

2.3%
-3.1%
-1.1%

-2.0%
0.2%
4.3%

-5.2%

Only three states saw 

undergraduate enrollments 

increase in 2021. In contrast,  

15 states experienced 

enrollment growth in 2022. 

13 states that experienced 

enrollment erosion in 2020-

21 saw an increase in 2022.

New Hampshire, for the 

second year in a row, saw the 

largest enrollment growth 

of any state in the nation. 

This may be driven in part 

by enrollments at Southern 

New Hampshire University 

(SNHU), which enrolls online 

students from across the 

nation. Kansas, which enjoyed 

the second largest growth  

in 2021, lost enrollments in 

2022. Kansas was the only 

state to grow enrollment 

in 2021 but experience 

enrollment decline in 2022.

Source: National Student Clearinghouse 
Fall 2022
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Enrollment Change (Fall 2021-Fall 2022)

Source: National Student Clearinghouse Fall 2022

-3%

-0.4%
-1.4%

-1%

6.1%

1.2%

-2.5%

0.6%

0.9%

0.2%

-0.2%

-3.7%

0.3%
-3.1%

-2.9%

-2.9%

-2.9%
-1.4%

-3.1%

0.4%

-0.7%

0.4%
-0.6% 1%

-1.1%

3%

-0.2%

2.7%

1.6%

-4.1%

2.1%

-1.4%

3.5%

2.3%

-0.3%

-1.4%

-1.6% -2.5%

-3.4%

Enrollment change (Fall 2021-Fall 2022)

Source: National Student Clearinghouse Fall 2022
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Source: National Student Clearinghouse Fall 2022

OKLAHOMA

RHODE ISLAND

GEORGIA

CONNECTICUT

NEVADA

KANSAS

INDIANA

TEXAS

ALABAMA

VIRGINIA

MISSOURI

Fall 2021
% Change from 2020

5.4%

4.0%

7.5%

2.2%

0.5%

1.5%

0.9%

4.3%

0.6%

4.5%

1.7%

Fall 2022
% Change from 2021

2.5%

2.4%

2.4%

2.2%

2.1%

1.8%

1.4%

1.3%

1.1%

0.5%

0.4%

Source: National Student Clearinghouse Fall 2022

-0.9%
-1.9% -4.3%

2.4%
2.2%

-6.6%

-0.6%

-1.0%

-4.8%

2.5%

1.8%

1.4%

1.3%
-4.6%

0.4%

-4%

-3.5%

-0.1%

-3.1%

-2%

-4.9%
2.4%

2.5%

-0.9%

-2.5%

0.5%
-1.1%

-0.6%
-1.5%

-0.1%

-7.4%

-0.6%

-1.0%

-5.7%

-3.4%

-4.8%

2.1%

Eleven states saw a graduate enrollment increase in both 2021 and 2022.  Nearly half (24) saw an 

enrollment increase in 2021 but then experienced a decline in enrollment in 2022.  In total, more 

than half of states saw an enrollment erosion in 2022.

Source: National Student Clearinghouse Fall 2022



©2023 EducationDynamics     11

Source: National Student Clearinghouse Fall 2022

OKLAHOMA

RHODE ISLAND

GEORGIA

CONNECTICUT

NEVADA

KANSAS

INDIANA

TEXAS

ALABAMA

VIRGINIA

MISSOURI

Fall 2021
% Change from 2020

5.4%

4.0%

7.5%

2.2%

0.5%

1.5%

0.9%

4.3%

0.6%

4.5%

1.7%

Fall 2022
% Change from 2021

2.5%

2.4%

2.4%

2.2%

2.1%

1.8%

1.4%

1.3%

1.1%

0.5%

0.4%

Source: National Student Clearinghouse Fall 2022

-0.9%
-1.9% -4.3%

2.4%
2.2%

-6.6%

-0.6%

-1.0%

-4.8%

2.5%

1.8%

1.4%

1.3%
-4.6%

0.4%

-4%

-3.5%

-0.1%

-3.1%

-2%

-4.9%
2.4%

2.5%

-0.9%

-2.5%

0.5%
-1.1%

-0.6%
-1.5%

-0.1%

-7.4%

-0.6%

-1.0%

-5.7%

-3.4%

-4.8%

2.1%

All in all, more than half of states saw an enrollment erosion in 2021-22.

Source: National Student Clearinghouse Fall 2022
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STATE

Oklahoma

Georgia

Rhode Island

Connecticut

Nevada

Kansas

Indiana

Texas

Alabama

Virginia

Missouri

Arizona

Illinois

Hawaii

New York

South Dakota

North Carolina

Pennsylvania

Florida

North Dakota

West Virginia

Michigan

Ohio

Tennessee

South Carolina

Kentucky

Idaho

Iowa

Arkansas

Maryland

Louisiana

California

Nebraska

Mississippi

Montana

Maine

Alaska

Fall 2021
% Change from 2020

5.4%
7.5%

4.0%
2.2%
0.5%
1.5%
0.9%
4.3%
0.6%
4.5%
1.7%
1.3%
5.0%
6.4%
3.1%
3.1%
2.5%
1.0%
5.8%
1.5%
0.3%
1.3%
2.3%
3.1%
4.4%
1.6%
5.3%
1.6%
2.7%
9.8%
4.2%
0.5%

-3.6%
5.5%
6.8%
8.8%

-8.7%

Fall 2022
% Change from 2021

2.5%
2.4%
2.4%
2.2%
2.1%
1.8%
1.4%
1.3%
1.1%

0.5%
0.4%

-0.1%
-0.1%
-0.6%
-0.6%
-0.6%
-0.9%
-0.9%
-1.0%
-1.0%
-1.1%
-1.5%
-1.9%
-2.0%
-2.5%
-3.1%
-3.4%
-3.5%
-4.0%
-4.3%
-4.6%
-4.8%
-4.8%
-4.9%
-5.7%
-6.6%
-7.4%

Source: National Student Clearinghouse Fall 2022

Source: National Student Clearinghouse Fall 2022
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Award Level

UNDERGRADUATE

GRADUATE

GRAND TOTAL

Gender

Men

Women

Total

Men

Women

Total

Fall 2022
% Change from 2021

4.4%

2.3%

3.2%

0.2%

-1.4%

-0.9%

2.0%

Source: National Student Clearinghouse Fall 2022

Overall, undergraduate enrollment shrank from 2021 to 2022. Despite the decline in overall 

undergraduate enrollment, Primarily Online Institutions (POIs) experienced enrollment growth 

in 2022. Note that graduate erosion at POIs was roughly the same as the overall graduate 

enrollment decline.

Graduate erosion 
at POIs was 
roughly the same 
as graduate 
enrollment decline 
overall.

Source: National Student Clearinghouse Fall 2022
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Source: Google Search Trend Index 1/1/2019-11/15/2022

6/20/19 7/6/19 1/6/20 7/6/20

100

84

1/6/21 7/6/21 1/6/22 7/6/22

2.60%

2.50%

Undergraduate
Certificate

YoY Fall Enrollment Growth

Graduate
Certificate

As noted in the Fall 2022 

enrollment summary, demand 

continues to grow for both 

undergraduate and graduate 

certificates. Indexed Google 

Search Trends also illuminate 

growth in demand for 

certificates. 

Search Term: Online Certificates

Demand for Certificates

Source: Google Search Trend Index 1/1/2019-11/15/2022
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1

Source: HigherEd Dive: https://www.highereddive.com/news/

how-many-colleges-and-universities-have-closed-since-2016/539379/

6

5

91

4

5

3

4

1

6
5

Universities continue to 

struggle with enrollment 

declines and general 

underfunding. As the pressure 

is on to attract and retain 

enrollments, the need for 

effective marketing continues 

to grow.

Since 2016, 81 colleges/universities 

have announced plans to close or merge. The 

largest number of closures are found in Massachusetts 

(9), with another 20 in the northeastern states of New York, 

Vermont, Connecticut, Pennsylvania, Delaware, Maine, New Hampshire, and New Jersey. In all, 

32 states are home to institutions that have announced closures or mergers. 

Data Note: Prior to this update, we removed for-profit colleges from our list; this was due to 
their differences in scale from private nonprofit and public institutions as well as the sometimes-
fragmented nature of their closings.

College Closings and Mergers by State

TOP 10
Massachusetts (9)
California (6)
Illinois (6)
New York (6)
Indiana (5)

Tennessee (5)
Vermont (5)
Ohio (4)
Oregon (4)
Alabama (3)

Source: HigherEd Dive: https://www.highereddive.com/news/
how-many-colleges-and-universities-have-closed-since-2016/539379/



©2023 EducationDynamics     16

Source: https://www.insidehighered.com/

news/2022/11/15/when-colleges-close-students-arent-likely-re-enroll?

utm_source=Inside+Higher+Ed&utm_campaign=0908e7ebbe-

DiversityMatters_COPY_01&utm_medium=email&utm_term=0

_1fcbc04421-0908e7ebbe-236710806&mc_cid=0908e7ebbe&mc_eid=8fc2cc4de1

REENROLLED

RE-ENROLLEES:
Dropped Out,
No CredentialStill Enrolled

Earned Credential Dropped Out, Prior Credential

NEVER
ENROLLED

75,777
(52.9%)

67,438
(47.1%)

6,997 (10.4%)

24,824 (36.8%)

25,258 (37.5%)

10,359 (15.4%)

When institutions close, where do their students go? 
What happens to the students of those institutions that have closed their doors? 

Students enrolled at schools that close have much lower rates of educational attainment.  

52.9% of those impacted never enroll again. Of the 47% who enroll at a new institution, 37% 

eventually drop out and fail to earn a credential. 

Many impacted students take time off before entering a new institution. Almost 26% enroll 

more than a year after their previous college or university closed. Those students that delay 

re-enrollment are far less likely to receive a credential than those who re-enroll soon after 

their school closes. This reinforces the need to give students an immediate option to transfer to 

another institution.

Source: https://www.insidehighered.com/news/2022/11/15/when-colleges-close-students-arent-likely-re-enroll
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Source: NCES Fall Enrollments (Preliminary) / Census Current population survey

Both Declined Both Grew Not Related Population Decline Population Growth

18,596
-3.0%1,112

-2.9% 1,536
-1.7%

1,261
6.1%

4,816
1.2%

6,149

-1,287

2,217

-55
1.6%

2,825
0.6%

-189
0.9%

6,005
0.2%

-5,093
-0.2%

-935
-3.7%

-43,126
0.3%

-7,710
-3.1%

-3,663
-2.9%

-4,727
-2.9%

4,090
-1.4%

-8,671

-17,778
-1.0%

-7,428
-3.1%

4,119
-0.4%

-3,924
0.4%

-11,696
-0.7%

-956
-0.6% -4,390

0.4%

-2,039
1.0%

-71,813
1.1%

-1,024
3.0%

-2,674
-0.2%

-30,759
-2.7%

-39
-4.1%

-25,244
2.1%

19,654
-1.4%

2,406
-0.3%

5,995

8,012

-838
2.3%

9,341
-2.5%

-3,723

2,325
3.5%

-3.4%

-18,515
-1.6%

-6,422
-3.4%

Fall Enrollments vs Population Change

Both enrollments and population saw significant change in 2022. To understand if the changes 

were related, the map above displays each state’s fall enrollment percent change as well as 

their population change. Most states did not see a relation between the population change 

and fall enrollments, However, several states did experience a statistically significant related 

change. States in dark orange represent the highest proportion of related decline, where both 

enrollment and population fell.  
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Source: NCES Fall Enrollments (Preliminary) / Census Current population survey

Fall Enrollments 2022 % Change from Previous Year % Difference in Overall Population

% Difference in Overall Population

0.4%

-0.4%
-3.4%

-0.2%

-0.2%

-0.3%

-3.0%

-0.6%

-2.5% -2.5%

-2.9%

-2.9%

-2.9%

-0.7%

-2.7%

-3.7%

-1.4%

-1.4%

-1.4%
-4.1%

-3.1%

-3.1%

-1.6% 0.4%

0.2%

3.0%

0.3%

0.6%

0.9%

2.3%

3.5%

1.0%

1.2%

2.1%

1.6%

6.1%

1.1%

-5.0%0.0% 5.0% ≥ 8.0%

-1.2%

-4.1% 6.1% -6.3% 11.5%

-2.5%

Fall Enrollments Change % vs Population Change %

With the added detail of city population change, we can derive greater insight into the patterns 

of both enrollment and population change in 2022. Larger circles indicate greater change; with 

green circles indicating growth and red circles indicating decline. Most states show a diversity 

of change, with great growth in some areas offset by a decline in other population centers. Large 

growth patterns can be found in California, Florida, Alabama, Utah, Washington, Pennsylvania, 

New York, Virginia, and Oregon. The states that saw the greatest decline in population include: 

North Carolina, California, and Michigan. 
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Correlation Between Population Change and Enrollment Change - Population Decline

% Difference in Population

6%
5%
4%
3%
2%
1%
0%

-1%
-2%
-3%
-4%

-15% -13% -11% -9% -7% -5% -3% -1%

A comprehensive regression model statistical analysis suggests there is a statistically valid 

relationship between the percent of population change and percent of fall enrollment change. 

Source: NCES Fall Enrollments (Preliminary) / Census Current population survey

Note: Trend Lines Model Values. R-Squared: 0.182414, p value: 0.0185752
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Source: EducationDynamics proprietary client data January 2019 - October 2022

48% 43% 49% 53%

49% 55%
49% 46%

2019 2020 2021 2022

mobile desktop tablet

For the first time in 2022, we saw mobile web traffic make up over half of total website traffic on 

those higher education websites we monitor. After a decline in mobile web traffic in 2020, the 

percent of mobile-first traffic increased to 53% in 2022.  

2023 Marketing Benchmarks

Site Traffic

Source: EducationDynamics proprietary client data January 2019 - October 2022
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2.1

2021 2022 2021 2022 2021 2022

3.1

1.9

2.4

1.7
2.2

mobiledesktop tablet

Prospective students are engaging with more web pages in 2022. The number of pages visited 

increased by an astounding 40% from 2021 to 2022. Among the websites we monitor for traffic, 

visitors on desktop devices visit the most pages at 3.1 pages per session. While the number of 

total visitors is shrinking, visitors are conducting more research per session. 

Source: EducationDynamics proprietary client data January 2019 - October 2022
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Source: EducationDynamics proprietary client data January 2019 - October 2022

Source: EducationDynamics proprietary client data January 2019 - October 2022

58.8%

2021 2022 2021 2022 2021 2022

50.7%

67.3%
59.6%

66.7%64.9%

mobiledesktop tablet

Bounce rates are also decreasing across all devices. The average 2021 bounce rate was 63%. 

Meanwhile, the bounce rate in 2022 is down to 57%, showing higher engagement across 

monitored higher education websites.
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RADIO
$0.27B
(2.77%)

DIGITAL
$1.44B

(14.92%)

CABLE
$1.54B

(15.93%)

CTV
$1.44B

(14.92%)

BROADCAST
$4.98B

(51.45%)
$9.67B

Political advertising significantly impacted the overall media landscape in 2022.

Projections indicate that close to three billion dollars were spent on digital or connected TV 

advertising during the 2022 midterm elections. Combined, these would be the second largest 

advertising components for political outreach advertising – following only broadcast television. 

Digital and Connected TV (CTV) advertising account for nearly 30 percent of all 2022 midterm 

elections political advertising, with overall political advertising spend projected to have reached 

close to $10 billion dollars during the midterm elections.

Media Landscape

Political advertising
 
AdImpact – Digital 
Political Spending

Source: adimpact.com

https://adimpact.com/
http://adimpact.com
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Streaming Services Watched Per Household

6

5

4

3

2

1

0
Jan 20 Jan 21 Jan 22

According to Nielsen data, streaming media now accounts for more than one third of all TV 

consumption in the U.S. Additionally, streaming media has now surpassed cable television in terms 

of consumption.

Over 85 million U.S. homes now stream content via CTV every month. Those households streamed 

an average of 122 hours of CTV content per month. 

Television/Streaming Services 

COMSCORE CTV Intelligence, CTV devices March 2021-2022
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CTV
HOUSEHOLDS
REACH

HOURS
WATCHED PER
HOUSEHOLD

81% 64% 62% 46% 39% 36%

43 39 17 33 11 13

March 2021

8.3B Total Hours Watched

March 2022

10.5B Total Hours Watched

NETFLIX
25%

YOUTUBE
20%

HULU
16%

DISNEY+ 3%

HBO MAX 2%
PLUTO.TV 2%

SLING 2%

TUBI TV 2%
PHILO 1%

XFINITY STREAM 1%SPECTRUM TV  2%
ESPN  2%

AMAZON VIDEO
10%

NETFLIX
29%

YOUTUBE
21%

HULU
12%

DISNEY+ 4%

HBO MAX 3%

PLUTO.TV 2%
SLING 2%

TUBI TV 2%
PEACOCK TV 1%

SPECTRUM TV  3%

ESPN  2%
PARAMOUNT PLUS  2%

AMAZON VIDEO
9%

Of Connected TV (CTV) households, 81 percent stream Netflix – giving it both the largest reach 

and the highest number of monthly hours consumed. Netflix homes streamed an average of 43 

hours as of March 2022.  Netflix’s recent move to offering an ad-supported model makes the 

platform one of the most important marketing platforms to watch in 2023. 

YouTube, second in both reach and consumption, has long permitted advertising. Hulu is the other 

major ad-supported streaming service and also achieves significant reach with 46 percent of CTV 

households and 33 hours of streaming per month. 

Source: Comscore CTV Inteligence, CTV Devices, March 2022, US
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HBO MAX
4%

NETFLIX
37%

YOUTUBE
27%

HULU
16%

AMAZON 
VIDEO
11%

DISNEY+
5%

SPECTRUM TV
15%

SLING
12%

PLUTO TV
12%

PARAMOUNT
9%ESPN

9%

TUBI TV
8%

PEACOCK TV
5%

XFINITY STREAM
5%

PHILO
5%

FUBO.TV 39%

XUMO 2%

DISCOVER PLUS 2%
STARZ 2% NETFLIX

29%

Top 6 Streaming Services

8B Total Hours Watched

Outside Top 6

1.9B Total Hours Watched

64.5M
71.5M

77.7M

60.1M
69.1M

+21% +29%
77.5M

Non-ad-supported Ad-supported

Among CTV households, ad-supported viewership has increased by 29 percent since 2020, 

outpacing ad-free platforms, which increased by 21 percent. Thus, viewers are willing to watch 

advertising for content.

Source: Comscore CTV Inteligence, CTV Devices, March 2022, US
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+24%

+24%

+17%

+16%

+36%

African American

16

14

12

10

8

6

4

2

0
Asian American Indian

March 2020 March 2021 March 2022

Hispanic Other

March 2019 March 2020 March 2021

CTV Desktop Mobile

March 2022

5.4B

7.2B
8.3B

10.5B

2.5B 3B 3.4B 2.9B

5.8B
6.6B 6.6B 6.8B

Streaming adoption is prevalent across a diverse audience and provides reach to audiences that 

are often considered to be underserved by higher education.

A significant amount of streaming is conducted on mobile devices.

Source: Comscore CTV Inteligence, CTV Devices, March 2022, US
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Source: COMSCORE CTV Intelligence, CTV devices March 2020-2022

56%
51% 50%

22%

31%
38%

22%
17%

12%

2020 2021 2022

Cable/Satellite
Subscribers

Cord Cutters
cut the cord within
the past five years

Cord Nevers
no cable/satellite subscription

in the past five years

Source: (COMSCORE CTV Intelligence, CTV devices March 2020-2022)

Since 2020, Cable television subscriptions have fallen 6 percent.  Meanwhile, cord cutting has 

risen from 22 percent in 2020 to 38%  in 2022. When combined, those classified as Cord Cutters 

and Cord Nevers now make up 50% of all CTV households. 

Cord Cutting
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Source: Sara Fischer, Axios Media Trends; https://www.axios.com/
2022/07/26/streaming-third-us-tv-consumption

Sept.
2021

Oct. Nov. Dec. Jan.
2022

Feb. March April May June July

34.8%
34.4%

CABLE
STREAMING

BROADCAST

OTHER

21.6%

9.2%

40%

30%

20%

10%

0%

Share of total TV consumption, by type

Netflix 
The top streaming 
platform, accounting for 
7.7% of TV consumption 
as of July 2022. 

YouTube, Amazon 
Prime Video and 
Disney+ 
Increased share of 
viewing time to 7.3%, 3% 
and 1.8%, respectively. 

HBO Max 
Accounts for 1% of 
total consumption.

From 2021 to 2022, streaming media grew in percentage of television consumption.  In July 

2022, streaming services just edged cable in monthly consumption. 

Television Consumption

Source: Sara Fischer, Axios Media Trends; https://www.axios.com/2022/07/26/streaming-third-us-tv-consumption
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Source:  InMobi; Tory Lysik/Axios

Q2 2021 Q3 2021 Q4 2021 Q1 2022 Q2 2022

94.8%
94.8%
82.8%

43.2%

32.7%
27.3%

GOOGLE

APPLE SEARCH ADS

FACEBOOK

TIKTOK

SNAP

TOP 5 DSPS/AD NETWORKS

100%

75%

50%

25%

0%

Google remains the largest media channel by ad adoption, as it was in 2021.  However, it is now 

tied for the largest media channel with Apple Search Ads.

Media channel ad adoption, by network

A new analysis from MoffettNathanson, a leading 
market research firm, suggests the slowdown in 
digital ad growth among major tech companies 
“reflects the movement of budgets to emerging 
ad platforms like TikTok and Apple,” in addition 
to broader macroeconomic concerns. 
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Source: Kantar Media. 2022 estimated based on current run rate through October 2022
*AVOD and Mobile App measurement began in 2021

2018 2019 2020 2021 2022 E

$120M

$100M

$80M

$60M

$40M

$20M

$0M

UNIVERSITY OF PHOENIX

SOUTHERN NH UNIV.

WESTERN GOVERNORS UNIV.

CAPELLA UNIV.

PURDUE UNIV.

NATIONAL UNIV. UDEMY COURSES

The top seven education advertisers in 2022 include:

University Of Phoenix, Purdue University, Southern NH University, Western Governors University

Capella University, National University, and Udemy Courses

Top Education Advertisers

Source: Kantar Media. 2022 estimated based on current run rate through October 2022
*AVOD and Mobile App measurement began in 2021

Includes: AVOD, Print & Magazines, Online Video, Mobile Web Video, Outdoor, Mobile App, 
Mobile Web, Television, Internet Display and Internet Search advertising buys



©2023 EducationDynamics     32

Source: Kantar Media. 2022 estimated based on current run rate through October 2022
*AVOD and Mobile App measurement began in 2021

2018 2019 2020 2021 2022 E

$277,575,654
$229,489,869

$260,002,673
$277,059,461

$355,930,167

Source: Kantar Media. 2022 estimated based on current run rate through October 2022
*AVOD and Mobile App measurement began in 2021

25%

University
of Phoenix

246%

Purdue
University

-39%

Southern
NH

University

-0%

Western
Governors
University

51%

Capella
University

212%

National
University

1310%

Udemy
Courses

28%

Top 7

35%

All Other
Education

Advertisers

The top seven schools spent $277 million in 2021. It is projected that they spent over 

$350 million in 2022.

In the last 5 years, education advertising spend 

has risen by 34% overall, and 28% by the top 7 

education advertisers in the market.

Source: Kantar Media. 2022 estimated based on current run rate through October 2022
*AVOD and Mobile App measurement began in 2021
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*AVOD and Mobile App measurement began in 2021

Internet - Search

Television/Cable,
Network, Spanish
Spot, Syndication

Internet - Display

Mobile Web

Mobile App*

Outdoor

Mobile Web Video

Online Video

Radio (Local, National,
Network)

Print & Magazines

AVOD*

$1,252,960,658
$919,514,943
$2,532,947,771

$492,777,641
$434,582,331
$347,965,924

$205,213,809
$171,675,820
$337,132,239

$219,948,405
$152,367,643
$310,615,995

$154,684,715
$129,288,927
$130,700,106

$17,310,867
$64,855,872
$96,583,014

$27,454,009
$35,153,596
$80,042,639

$96,233,954
$69,980,317
$69,086,477

$60,832,834
$50,534,898
$36,204,089

 
 
$24,014,754

 
 
$181,935,354

March 2020
March 2021
March 2022

Education advertisers continue to increase spending, in total 104% in 2022 vs. 2021.

Education advertisers continue to increase spend in online properties, increasing search spend by 

roughly 175% in 2022, followed by online video (up 128%) and mobile (up 103%.)  In contrast, print 

ad spend is down 28%, while television ad spend is down 20% and radio 1.28%.

Diversification of Media Types

Source: Kantar Media
*AVOD and Mobile App measurement began in 2021



©2023 EducationDynamics     34

Source: Kantar Media

Local
National

$3,510,343,327

$636,885,037

$1,607,970,997

$419,983,350

$1,607,970,997

$419,983,350 $636,885,037$419,983,350$419,983,350

2019 2020 2021

85%

15%

79%80%

21%20%

2019 2020 2021

The split in allocation between national and local advertising continues to shift. The market 

directed roughly 85% of the total media spend on national efforts in 2022 – a 118% increase 

over 2021 national advertising spend.

National vs. Local Advertising Split 

Source: Kantar Media
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More adults are turning to social media as a news source. However, fewer rely on social 

media “often”.

Social Media Habits

Source: Pew Research Center

17%19%23%

33%29%30%

20%19%18%

21%24%21%

8%9%7%

2019

Don’t get digital news

Never

Rarely

Sometimes

Often

2020 2021

Source: Pew Research Center
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23% 55% 57% 37% 37% 67% 52% 38% 33%
66%57%46%29%59%60%40%43%63%

Men

Facebook YouTube Twitter Instagram TikTok Reddit LinkedIn Snapchat Nextdoor

Women

43%
51%

Rep/Lean Rep

Dem/Lean Dem

42%
54%

31%
65%

32%
65%

33%
63%

27%
72%

39%
60%

28%
69%

44%
53%

26%
40%

21%

43%
31%
26%

High Shool Or Less

Some College
College+

40%
34%
26%

27%
31%
42%

37%
30%
33%

45%
35%

19%

26%
34%
40%

17%
23%

60%

42%
37%

20%

29%
34%
37%

13%

Ages 18-29

30-49
50-64
65+

56%
14%
21%

5%

White

Black
Hispanic
Asian

45%
19%
24%

8%

51%
18%
18%

9%

36%
24%
27%

10%

40%
21%
29%

6%

51%
12%

21%
13%

45%
20%
20%

11%

29%
30%
27%

9%

53%
17%
16%

10%

26%
38%

19%
11%

42%
37%

16%
5%

46%
38%

10%
5%

52%
35%

11%
2%

50%
41%

7%
2%

28%
40%

24%
8%

67%
29%

3%
1%

12%
37%

27%
25%

Of those who indicated that they gather 
news from social media:

Of those who indicated they use Facebook to gather 

news, more identify as women than men. This is also true 

for Instagram, TikTok, SnapChat, and Nextdoor.

Men are more likely to use YouTube, Twitter, Reddit, and 

LinkedIn.

News gatherers across all social media sites skew 

younger. The majority on Facebook, YouTube, Twitter, 

Instagram, TikTok, Reddit, LinkedIn, Snapchat, and 

Nextdoor news gatherers are 49 or younger.

Demographic profiles and party identification of regular social media 
news consumers in the U.S.

Source: https://www.pewresearch.org/internet/2022/08/10/teens-social-media-and-technology-2022/
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100%

50%

71

52

41

33

14

2014-15 2022

Facebook 32

YouTube 95

TikTok 67
Instagram 62
Snapchat 59

Twitter 23
Twitch 20
WhatsApp 17
Reddit 14

Tumbler 5
0%

Since 2014, Facebook usage is down 40 percent among United States teenagers. This is also 

true for Twitter, though to a lesser extent. Other social media apps, specifically Instagram and 

Snapchat saw a rise in usage between 2014/15 and 2022. 

Nearly all U.S. teens access YouTube, which is consumed by 95% of U.S. teens.

Newcomer TikTok, which debuted worldwide in 2018, is now used by two-thirds of U.S. teens; 

surpassing  Instagram, Snapchat, Facebook, and Twitter. 

Source: Pew Research Center, Teens, Social Media, and Technology, 2022
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2021 2022 % Change

Associate $13.94 $13.61

Bachelor $9.22 $9.20

Doctorate $10.12 $12.20

Graduate Certificate $7.13 $5.46

Master $8.78 $8.60

Undergraduate Certificate $7.77 $7.92

Grand Total $10.56 $10.20

-2.39%

-0.20%

20.52%

-23.35%

-2.04%

1.92%

-3.37%

Average CPC Degree by Level
While year-over-year Cost-Per-Click (CPC) has remained relatively flat across our managed 

advertising campaigns, we’ve seen the highest growth in CPC for doctorate programs, and 

the biggest decline in cost for graduate certificates.

Digital Marketing 

Source: EducationDynamics proprietary data 2021-2022
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Program Name 2021 2022 % Change

Business $8.46 $8.56

Criminal Justice & Legal $9.45 $10.29

Education $8.17 $7.77

Fine Arts & Design $7.94 $8.49

Health & Medicine $13.61 $13.54

Liberal Arts & Humanities $9.30 $9.16

Math, Science & Engineering $7.14 $7.21

Public Affairs & Social Sciences $11.58 $10.93

Religious Studies $7.27 $5.12

Technology $9.32 $9.15

Vocational Training $8.87 $7.60

1.21%

8.80%

-4.88%

6.93%

-0.53%

-1.51%

1.04%

-5.60%

-29.50%

-1.81%

-14.30%

Average CPC by Program Category

Across EducationDynamics partners, we’ve seen the largest increases to CPC rates for Criminal 

Justice, Fine Arts / Design, and STEM programs. The largest decreases were gained in Religious 

Studies, Public Affairs and Technology.

Source: EducationDynamics proprietary data 2021-2022
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Average CTR and CVR by Degree Level

Source: EducationDynamics proprietary data 2022
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Average CTR and CVR by Program Category
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Source: EducationDynamics proprietary data 2022
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Undergraduate

Graduate

Overall

46%

55%

50%

43%

55%

44%

2021
2022

Enrollment Management

Average contact rates declined in 2022. Contact rates for graduate programs (55%) were 

slightly higher, while undergraduate program contact rates declined slightly to 43%.

Source: EducationDynamics proprietary data 2022
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Source: EducationDynamics proprietary data 2021 - 2022

Graduate
Undergraduate

55%
46% 49%

56%

33%

56%
50%

55%

46%
54%

Monday Tuesday Wednesday Thursday Friday

Source: EducationDynamics proprietary data 2021-2022

When evaluating contact rates by day of week, the performance of graduate programs 

sees vary little variance by day. However, we do see variances on the undergraduate side, 

where attempts to contact on Wednesday significantly underperform as compared to 

the rest of the week.
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Source: EducationDynamics proprietary data 2021 - 2022

70%
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Graduate - 2021

Graduate - 2022

Source: EducationDynamics proprietary data 2021 - 2022

60%
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20%
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0%

Jan. Feb. Mar. Apr. May Jun. Jul. Aug. Sept. Oct. Nov. Dec.

Undergraduate - 2021

Undergraduate - 2022

Whereas graduate program contact rates experienced significant volatility in 2021, the 

trend reversed in 2022 and was remarkably stable throughout the year. 

Undergraduate contact rates also experienced very little volatility in 2022. 

Source: EducationDynamics proprietary data 2021 – 2022
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2019

2020

2021

2022

Submissions by Age

  11%

6%

7%

13%

        15%

12%

  13%

13%

           22%

20%

    19%

19%

   11%

11%

  12%

   12%

 9%

9%

 9%

 9%

      9%

 9%

 10%

14%

            12%

  12%

  12%

13%

          10%

  11%

   11%

13%

18 or
younger

19-21 22-29 30-35 36-41 42-47 48-55 56

Source: EducationDynamics proprietary data 2019-2022

Age of those who submit request on EducationDynamics portals 

Younger prospective students are less likely to submit an inquiry in 2022 when compared to 

2019. Those aged 35 and younger still comprise of the majority of inquiries generated, but 

the overall age of those who submit inquiries has gotten slightly older. The most significant 

erosion in inquiries is at the 22-29 age group, while there was an increase in the percent of 

submissions from those aged 42-47.

Affiliate Marketing Channels
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Source: EducationDynamics proprietary data 2022

Category

Business

Health & Medicine

Public Affairs & Social Sciences

Technology

Criminal Justice & Legal

Education

Liberal Arts & Humanities

Vocational Training

Math, Science & Engineering

Fine Arts & Design

Religious Studies

Education & Teaching

Art & Architecture

Computers & Technology

Engineering

Law, Military, Criminal Justice

Percent of Submissions

2022 Q1

20%

16%

12%

11%

11%

10%

5%

5%

5%

3%

2%

0%

0%

0%

0%

0%

2022 Q2

20%

16%

12%

11%

11%

11%

5%

5%

5%

3%

3%

0%

0%

0%

0%

0%

2022 Q3

20%

15%

12%

11%

11%

11%

5%

5%

5%

4%

3%

0%

0%

0%

0%

0%

Inquiry Submissions by Field of Study 

Those fields of study generating the most inquiry submissions remained stable throughout 

2022.  Business inquiries generated the largest percent of submissions, followed by health & 

medicine, and public affairs & social services.

Source: EducationDynamics proprietary data 2022
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Source: EducationDynamics proprietary data 2022

Highest Level of Education

Less than bachelor's degree

Bachelor's Degree

Greater than bachelor's Degree

Percent of Submissions in Business Topics

2022 Q1

19%

19%

25%

2022 Q2

19%

19%

24%

2022 Q3

19%

19%

26%

Region

Northeast

Midwest

South

West

Percent of Submissions in Business Topics

2022 Q1

20%

21%

19%

21%

2022 Q2

20%

21%

18%

21%

2022 Q3

20%

21%

18%

21%

Highest Level of Education

Less than bachelor's degree

Bachelor's degree or higher

Percent of Submissions in Education Topics

2022 Q1

10%

13%

2022 Q2

10%

14%

2022 Q3

10%

13%

Source: EducationDynamics proprietary data 2022

Highest Level of Education

Less than bachelor's degree

Bachelor's Degree

Greater than bachelor's Degree

Percent of Submissions in Business Topics

2022 Q1

19%

19%

25%

2022 Q2

19%

19%

24%

2022 Q3

19%

19%

26%

Region

Northeast

Midwest

South

West

Percent of Submissions in Business Topics

2022 Q1

20%

21%

19%

21%

2022 Q2

20%

21%

18%

21%

2022 Q3

20%

21%

18%

21%

Highest Level of Education

Less than bachelor's degree

Bachelor's degree or higher

Percent of Submissions in Education Topics

2022 Q1

10%

13%

2022 Q2

10%

14%

2022 Q3

10%

13%

Source: EducationDynamics proprietary data 2022

Highest Level of Education

Less than bachelor's degree

Bachelor's Degree

Greater than bachelor's Degree

Percent of Submissions in Business Topics

2022 Q1

19%

19%

25%

2022 Q2

19%

19%

24%

2022 Q3

19%

19%

26%

Region

Northeast

Midwest

South

West

Percent of Submissions in Business Topics

2022 Q1

20%

21%

19%

21%

2022 Q2

20%

21%

18%

21%

2022 Q3

20%

21%

18%

21%

Highest Level of Education

Less than bachelor's degree

Bachelor's degree or higher

Percent of Submissions in Education Topics

2022 Q1

10%

13%

2022 Q2

10%

14%

2022 Q3

10%

13%

Among those interested in Business programs, graduate programs experienced a small increase in 

the percent of interest. 

By U.S. region, interest in business topics (regardless of level of education) is relatively equal in 

the Midwest, West, and Northeast. The South shows slightly less interest in business topics.

Interest in education topics is greater among those who have earned a bachelor’s degree than those 

who have not earned a bachelor’s degree.

Source: EducationDynamics proprietary data 2022
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Source: EducationDynamics proprietary data 2022

Overall

Less than bachelor’s

Bachelor’s

Greater than bachelor’s

Northeast

Midwest

South

West

Percent of Submissions in 
Health & Medicine Topics

2022 Q1

16%

16%

15%

14%

16%

16%

15%

16%

2022 Q2

16%

16%

15%

14%

16%

15%

15%

16%

2022 Q3

15%

15%

14%

14%

16%

15%

15%

15%

Health & Medicine, the second most requested topic, remained relatively stable across 2022.

Source: EducationDynamics proprietary data 2022
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If we accept that transition and change 

will remain a constant in higher education 

for the foreseeable future, we must then 

also understand that this opens up new 

pathways and opportunities for both 

students and institutions. 

To compete and survive in today’s 

competitive higher ed landscape, 

institutions need to serve students with 

programs that deliver flexibility, fit into 

their lifestyle, and help them achieve their 

personal and professional objectives. But, 

offering flexible and online programs is not 

going to be enough. 

The institutions that succeed in 2023 and 

beyond will be those that build a strong 

connection between their brand and 

its promise. Successful institutions will 

nurture students from awareness through 

graduation and support students as 

they balance work, education, and other 

competing priorities.

Looking Forward in 2023
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Understand your market. Significant population shifts and demographic changes mean that 
national trends may not match your local or regional market.  

Build student-centric experiences and processes that place an emphasis on understanding 
your student’s needs and providing value at every stage of engagement.  

Your website remains the hub of your brand. Invest the time, energy and resources 
necessary to ensure your website meets the expectations and needs of your prospective 
and current students.  

Communicate your value clearly and concisely on your website and other digital platforms 
to support the significant research prospective students complete prior to first contact. 

Balance and re-balance your media mix based on down-funnel performance. Find the 
optimal mix that includes awareness marketing efforts as well down-funnel strategies 
based on enrollments and graduation. The media mix of yesterday is not the optimal media 
mix of today or tomorrow, and the data is now available to continuously optimize for 
enrollment growth. 

Maximize every opportunity to engage students while you have their attention. With 
a proliferation of options and shrinking attention spans, it is critical that you engage 
prospective students on their timeline, not force them to adhere to your schedule. 

Artificial Intelligence, consumer sophistication and legal regulations are rapidly evolving. 
Embrace the increasingly complex nature of marketing and student engagement and find 
trusted experts to help you stay current and ahead of the competition. 

Although much has changed, the core of effective enrollment strategy remains the same – colleges 
and universities must meet students where they are with messaging that rings true. This is 
particularly true as the definition of a modern student shifts. With a willingness to listen to student 
needs, and a commitment to multi-channel engagement, institutions can thrive and grow by 
owning the student life cycle and serving students on their academic journey.  

Key Takeaways
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At EducationDynamics, we continuously monitor the higher education marketing and 

enrollment management landscape. By evaluating external forces, monitoring marketing and 

student engagement trends, and speaking with current and prospective students, we gain 

unmatched insights into the student journey. Our full suite of services and solutions touch 

the entire student lifecycle, from inquiry generation to enrollment management, marketing, 

branding, contact center services, and more. We give our college and university clients the 

flexibility to talk to prospective students where they live, moving them smoothly through the 

engagement funnel from the first point of contact to graduation. 

 

Ready to grow your enrollment? Speak with the experts that 
understand the student journey from consideration to graduation.

EducationDynamics.com

http://EducationDynamics.com



