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Introduction and Reflection



Generational Audit

Generation Z
1997 -2012

Millennials
1981-1996

Generation X
1965-1980

Baby Boomers
1946-1964



Agenda

A. Stakeholders
B. Where Did We (Higher Education) Come From?
C. Where are We at Today with Higher Education?
D. Where are We Going?
E. What Does it Mean for Marketers?
F. How Can Marketers and Enrollment Managers Prepare?



Stakeholders

Faculty

Learners

Other Training 
Companies
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Accreditors

Institution

Leadership

Marketers and 
Enrollment 
Managers

Government
& Funding



How Did We Get Here? #1:  We Let the Perception of Higher Education
Decline

Traditional 
Education

6.  Enrollment for 
undergraduate and graduate 

students decreased by 4.1% in 
2022 compared to 2021. 5.  The number of high school 

graduates enrolling in college 
has decreased 7% (from 70% to 

63%) nationwide. 

3.  More than 4 in 10 bachelor’s 
degree holders under 45 did 

not agree that the benefits of 
education exceeded the costs.4.  The proportion of 14- to 18-

year-olds who think 
postsecondary education is 

necessary dropped 15%.

1.  The inflation-adjusted 
average cost of a 4-year college 

education has doubled since 
1974 and is up 66% for a 2-year 

degree.

2.  Only 6 in 10 Americans 
surveyed recently stated that 
college is worth the time and 

money.

(Hechinger Report; Inside Higher Ed)
Source: https://hechingerreport.org/how-higher-education-lost-its-shine/
https://www.insidehighered.com/views/2022/08/16/higher-ed-must-change-or-die-opinion#.YvuaxFJCI2Y.linkedin

https://hechingerreport.org/how-higher-education-lost-its-shine/
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High School Graduation Rates and Numbers (in Millions) 2011-2021

GradRate NumberGrads

Strong high school graduation rates and numbers are not generating undergraduate enrollments 
at the same rate.



Education Data Initiative Source: National Center for Education Data Statistics

6.3M

10.5M

12.0M 13.2M

18.1M

17.0M 16.9M 17.0M 16.4M 16.3M 15.7M 15.1M 15.1M

1.1M 1.6M 1.9M 2.2M 2.9M 3.2M 2.9M 2.9M 3.0M 3.0M 3.1M 3.1M 3.1M

7.4M
12.1M

13.8M

15.3M

21.0M
20.0M 19.8M 19.9M 19.4M 19.3M 18.8M 18.3M 18.2M

1970 1980 1990 2000 2010 2015 2016 2017 2018 2019 2020 2021 2022

Undergraduate Graduate Total

How Did We Get Here? #2:     College and University Leaders Refused
to Lead into the Future
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Where Are We Today?

The Demographic Cliff???



Mar 9, 2023

Mar 29, 2023

Feb 17, 2023



Source: U.S. Census Bureau, Population Division, 2020 Demographic Analysis
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Fewer Traditional College Age Students (U.S.) Moving 
Forward



How Did the Demographic Cliff Happen?



Where Are We Today?

• First-Time Student Enrollment Declined 
3.6% for Fall 2023

• Undergraduate Enrollment Rebounded 
During this Time, But Mostly Because of 
Community College (+4.4%) and 
Certificate Growth

• Credit Growth Was Also Fueled 
Disproportionately by Students of Color.

• Undergraduate Growth Was Also Fueled 
Disproportionately by 18-20 and 30+ Year-
Olds, as well as by Females

Source:  National Student Clearhouse.  Stay Informed 
Report.  October 2023.



But There is Hope …

Source: National Student Clearinghouse
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Source: https://drive.google.com/file/d/1Q3P8b25PaHKmpd_pAFIkg-RB7mix9xWK/view?usp=sharing

Ideal Stackable Pathway Map: Degree and Non-degree 
Credentials

https://drive.google.com/file/d/1Q3P8b25PaHKmpd_pAFIkg-RB7mix9xWK/view?usp=sharing


Financial and Investment 
Analysts

BS in Accounting MS in Accounting and 
Financial Management

18

Management Analysts

Current 
Program Offering

Recommended 
New Offering

Business Occupations: Educational Pathways & Program Opportunities (1)

The stackable credential pathway for high-ranking occupations highlights credit and non-credit programmatic opportunities.

POPULAR
OCCUPATIONS

BACHELOR’S 
DEGREES

UNDERGRADUATE
CERTIFICATES 

GRADUATE
DEGREES

GRADUATE
CERTIFICATES

BADGING OR NON-
CREDIT 

CERTIFICATES

Accounting Foundations

Data Analytics

Decision Support for 
Business

Accounting Information 
Security 

BS in Finance

BS in Business Economics

Data Analysis & 
Visualization 
Foundations

Business Analytics

Corporate Finance

Personal Financial 
Advisors

Securities, Commodities, 
and Financial Services 

Sales Agents
Business Analytics

Advanced Business 
Valuation

Enterprise Risk 
Management

Financial Managers

Business Operations 
Specialists, All Other

Business Operations 
Specialist Financial Planning

BS in Business Analytics
Financial Management 

in Organizations
MS in Management 

(Specializations Below):
• Information Systems 

and Services
• Financial 

Management 

MS in CyberAccounting

Leadership & Ethics

AI for Business Leaders

Financial Risk 
Management

Forensic Accounting

Financial Risk Analysis 
and Management

BS in Risk Management









Employers Want It



Source: UPCEA & Colleges - The Effect of Employer Understanding and Engagement on Non-Degree Credentials

UPCEA/Collegis Study:  80% of U.S. employers surveyed say a stackable model 
would increase their organization’s interest in non-degree or alternative credentials 

(n=511)

EMPLOYERS DEMAND A STACKABLE PATHWAY

24% express great 
interest,

56% express that 
their interest would 
increase

https://drive.google.com/file/d/1IRuU9XdG-bzIANIZpnSFvJRFbnVKya0Y/view?usp=sharing


Employers Value Microcredentials

74%

73%

71%

helped fill existing skills gaps

improved workforce quality

more accepting of microcredentials

The Effect of Employer Understanding and Engagement on Non-Degree Credentials (UPCEA and Collegis Education, 2023)

https://core.upcea.edu/viewdocument/the-effect-of-employer-understandin-1?CommunityKey=82a51688-4da7-42af-9cee-7de58d6f6eef&tab=librarydocuments


Adult Learners Want It



Remember this chart?

Source: National Student Clearinghouse
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Some College, No Credential

Methodology:
The survey took place in June 2023, with 1,106 qualified 

participants

Report Download

Higher Education has 
Broken Their Trust

46%

Agree that they’re stuck in their 
career

29%

Extremely or very likely to pursue a 
degree completion program

17% 
Difference

The Learner Desires 
Layers of Value
Credit for Prior Learning

78% increase interest

74% increase interest

Stackable Microcredentials

Important Factors: 
Cost, Speed & 

Communication

Cost 68%

Speed 56%

Credit 
Transfer 33%

Communication 
33%



Valentina

Female

Age 25 to 29

Gen Z/ Young 
M

Pop. 11.4 
Million

Amir

Male

Age 25 to 29

Gen Z/ Young 
M

Pop. 11.8 
Million

Elise

Female

Age 30 to 34

Middle 
Millennial

Pop. 11.1 
Million

Michael

Male

Age 30 to 34

Middle 
Millennial

Pop. 11.3 
Million

Jennifer

Female

Age 35 to 44

Older M/    
Gen X

Pop. 20.1 
Million

David

Male

Age 35 to 44

Older M/    
Gen X

Pop. 21.1 
Million

Adult Learner Perspectives: A Summary of the UPCEA 
Regional Presentation on Adult Learners

© 2023 University Professional and Continuing Education Association



Adult Learner Insights: Alternative Credentials for Adult Learner Segments

Valentina Amir Elise Michael Jennifer David

Colleges and Universities Can’t Keep Up 
with the Economy (Strongly Agree/Agree) 61% (b) 53% (a) 54% (a) 63% (b) 47% (c) 57% (a)

Very Cost-Sensitive 59% 60% 53% 45% 53% 32%

Stackable Credentials Provide Greater 
Value to me (Strongly Agree/Agree) 66% 60% 74% 72% 60% 75%

Stackable Credentials are Extremely/Very 
Valuable 44% 46% 49% 46% 34% 46%

© 2023 University Professional and Continuing Education Association



Stakeholders Revisited

Learners
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Accreditors

Marketers and 
Enrollment 
Managers
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Government
& Funding



Do The Academics Want It?



It’s Going to Happen …



What Can You Do as Marketers and 
Enrollment Managers as You Move Forward



Preparing for Change.  Anticipate Every 
Marketing “P”



Stackability and Digital Badges are New “P”roducts, But Can Be Present/Past 
Products “P”ackaged Different, as a “P”ricing Strategy
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“P”romotion Needs to Be Based on the New Learner and 
Resourced Appropriately





Begin 
ApplicationInquiry 37%

Complete 
Application

Matriculate53% 53%

Stealth Applications
(Those who apply without inquiring)

44%
Of applications 

are stealth

Average Time in Pipeline: 117 Days

Overall Inquiry 
to Matriculation 

Funnel Rate:

10.4%

The “P”rocess Needs to Change to Be User-Centric



March 
13, 

2023

May 31, 
2023

200 Institutions
5 Inquiries Each

1,000 Total Inquiries

Average Response Time
7 Hours

22 Minutes
Digital Inquiry 

Return Percentages
60% Received a Response
30% Received Same DayMedian Response Time

3 Hours
3 Minutes

Secret Shopper Analysis



Love/RFI



Marketing and Enrollment “P”eople are Important

● You Can Be the Hero:  Few Non-Marketers Really Understand 
Modern Marketing

● You Need to Be Careful:  You Must Understand the Power 
Dynamics of Higher Education

● You Can Use Analytics:   It will Help Communicate to Others and 
Balance the Power.  
○ Do Not Weaponize It.
○ Share Marketing Progress.
○ Get Ahead of the Trends.
○ Educate the Stakeholders About What’s on the Horizon.

● Manage Your Personal Brand During the Chaos.



Q&A



Jim Fong
Chief Research Officer

UPCEA
jfong@upcea.edu

linkedin.com/in/jimfong
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