


3 Years of Research on Disengaged Learners

StraighterLine & UPCEA conducted a series of research initiatives to better understand the adult learner.
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Research on Learner Applicants

® Learner applicants’ motivations — the why.

@ carner applicants’ lived experiences — what they

experienced.

@ |carner applicants’ expectations — what they want.
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Learner Applicants’ Motivations

Top 3 Overall Motivations for Enrolling

Love of
Learning

Personal Career
Goal Advancement

62% 44% 42%

Learner’s motivations to enroll
62% 62%
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36% 36%

ADVANCEMENT

=
z
w
=
w
(%]
<
>
=]
<

ADVANCEMENT

-
L
=
24
23
oo

PERSONAL

GOAL
PERSONAL

IMPROVE
SALARY
CAREER
LOVE OF
LEARNING
LOVE OF
LEARNING
CAREER
GOAL
CAREER
LOVE OF
LEARNING

straighterine )

GenZ Young Millennial Mid-Millennial



Main Motivations

What was your main motivation for initially enrolling in your program?

39%
15%
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Career/  Curiosity/ Earna Make/ Family Help Education/ Learning/  Sports/ Have a Ability/ Other  Don’t Know/
Start Interest In/  Degree Save Make a Better Training Dream  Better Life Skill Not Sure
Business  Enjoy the Money Difference  Myself  Experience to Attend
Field College
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Main Motivations

Which of the following were motivating factors or goals when selecting to enroll in a program?

62%
I ' 42%

29%
24%
10%
H = =
Personal Goal Career Love of Improve Strengthen Job Career Reskill Reenter the Other
Advancement Learning Salary Security Change Workforce
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Motivations by Generation/Age

(@50

Elise (24) Chen (25) Carla (28) Chris (31)

Valentina (21) Max (22)
Gen Z Female Gen Z Male Young Millennial Female  Young Millennial Male - Mid-Millennial Female Mid-Millennial Male
Personal Goal (57%) Personal Goal (62%) Personal Goal (63%)
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Learner
Applicants’ Lived
Experiences
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Shopping Institutions and Programs ‘

Do students shop around and explore multiple schools to determine which institution?

e Tt 1
50% 47% 3%

not sure
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Shopping Institutions by Age Group ‘

Younger age groups are more likely to shop around for institutions that would accept any
previous college credit.

58%

33%

aged 18-29 aged 30-50
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Factors in Choosing Institution or Program

34%
23%
14%
8% 7
% 7% 59
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The tuition or cost The speed at which  Ability to earn Ability to earn Number of my Personal, quick, The brand strength Other
of the degree | can complete my credentials, such as additional credits credits that and of the college or
degree badges or through existing transfer understandable university
certificates, that education communication
demonstrate my from the institution

competencies
along the way
toward completing
my degree
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Decision-making Factors

What are learners’ main decision-making factors for choosing programs into
which to transfer?
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1% 63% 44% 30%

tuition / cost number of credits speed of personal, clear, timely
of degree that transfer degree completion communication from school
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Decision-making Factors

When transferring, which of the following would be important factors when

making your decision?

71%
63%
The tuition or Number of
cost of the credits that
degree transfer

44%

The speed at
which | can
complete my
degree

30%

Personal, quick,
and
understandable
communication
from the
institution

10%
19%
I . -

Ability to earn The brand Being able to
additional strength of the earn badges or
credits through college or  certificates along
existing university the way to
education completing my
degree

4%
—)

Other
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Learner Applicants’
Expectations
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Learner Applicants’ Barriers

Which of the following were challenges or barriers during the transfer/application process?

37%
29% 27%
23% 22%
13%
The speed at which Inability to Poor communication Inability to Lack of time to focus Other
the transfer process determine how many, frominstitution  |determine the cost on studies
would occur of my credits would of the new degree
transfer
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Communication Response Experience ‘

How quickly were you contacted by the institution and informed of your credit transfer

and/or program status?

44%
24%
11%
Within Within Within
a day a week a month

7%
2%

With two Within four
to three months to six months

1%

Within
ayear

8%

| was never Other
informed about
the number of
credits that would
transfer to
that institution 17



An Ideal World Would...

In an ideal world, how quickly would an institution communicate with you on credits, program,
and other questions/communication?

51%
33%
11%
[ [E—
Within Within Within With two Within four Within Other
a day a week a month to three to six months ayear
months
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