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Our Research



Our Study

2,242 students completed our survey

US Region High school gradeFirst-generation status

Gender Ethnicity

5

Far West 18%

Great Lakes 17%

Mideast 4%

New England 5%

Plains 19%

Rocky Mountains 2%

Southeast 23%

Southwest 11%

First generation 26%

Continuing generation 74%

10th grade 20%

11th grade 25%

12th grade 55%

Female 59%

Male 36%

Other 4%

Asian 8%

Black 26%

Hispanic 17%

White 38%

RNL & Halda. (2024). 2024 College Planning Study.
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Impact of COVID-19 on Learning 
Class of 2024
Spring 2020
• 8th grade

2020-2021
• 9th grade

2021-2022
• 10th grade

2022-2023
• 11th grade

2023-2024
• 12th grade 

Class of 2025
Spring 2020
• 7th grade

2020-2021
• 8th grade

2021-2022
• 9th grade

2022-2023
• 10th grade

2023-2024
• 11th grade 

2024-2025
• 12th grade

Class of 2026
Spring 2020
• 6th grade

2020-2021
• 7th grade

2021-2022
• 8th grade

2022-2023
• 9th grade

2023-2024
• 10th grade 

2024-2025
• 11th grade

2025-2026
• 12th grade

Class of 2027
Spring 2020
•5th grade

2020-2021
•6th grade

2021-2022
•7th grade

2022-2023
•8th grade

2023-2024
•9th grade 

2024-2025
•10th grade

2025-2026
•11th grade

2026-2027
•12th grade
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https://www.liveslides.com/download
http://www.polleverywhere.com/free_text_polls/57YT6ri3oPoZTrkxToTp8
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College Planning Experience

Perceptions & Preferences
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https://www.liveslides.com/download
http://www.polleverywhere.com/multiple_choice_polls/VX1qFmwVHSMrCc163Q2Mj
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What Do Students Want From Their College 
Experience?

A job offer upon 

graduation

63%

Specific skills for the 

workplace

59%

To have fun on 

campus

31%

Networking abilities

23%

RNL & Halda. (2024). 2024 College Planning Study.
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Most college planning occurs before 10th grade

Start of College Planning

39%

18%

22%

14%

7%

Before 9th grade 9th grade 10th grade 11th grade 12th grade

RNL & Halda. (2024). 2024 College Planning Study.
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First-Generation Status

Start of College Planning

42%

18%

21%

14%

6%

33%

18%

22%

17%

9%

39%

18%

22%

14%

7%

Before 9th
grade

9th grade

10th grade

11th grade

12th grade

Continuing Generation

First Generation

Total

RNL & Halda. (2024). 2024 College Planning Study.



Perceptions of College Planning

72%

Applying to college 

is difficult

63%

I don't know how to 

choose the right 

college

53%

I don't know where 

to find help for my 

college planning

29%

I don't think I can 

find a college that 

fits my needs

13RNL & Halda. (2024). 2024 College Planning Study.
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Perceptions of Cost

93%

I'm concerned about the cost 

of college

73%

I don't know if I can (or my 

family can) afford college

14RNL & Halda. (2024). 2024 College Planning Study.
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Is College Worth the Investment?

60%

I wonder if college is worth 

the time, money, and effort

50%

I think I can make a good 

living without a college 

degree

15RNL & Halda. (2024). 2024 College Planning Study.
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28%

15%

37%

19%

29%

23%

32%

16%

Both ACT SAT Not testing

Students Families

Students’ vs. families’ perceptions

Plans to Take College Entrance Exams

RNL & Halda. (2024). 2024 College Planning Study.

RNL, CampusESP, & Ardeo. (2024). 2024 Prospective Family Engagement Study.
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34%

20%

32%

14%

28%

15%

37%

19%

Both, ACT & SAT ACT SAT Not testing

2022 2024

2022 vs. 2024

Plans to Take College Entrance Exams

RNL & Halda. (2024). 2024 College Planning Study.

RNL & ModernCampus. (2022). 2022 College Planning Study.
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90% Myself (my own research)

68% Parents/adults who care for me

34% High school counselors

30% Friends

27% Teachers

Who Influences College Planning?

RNL & Halda. (2024). 2024 College Planning Study.
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https://www.liveslides.com/download
http://www.polleverywhere.com/free_text_polls/yXI7YhG0XP03bKOLfew2a
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Summary and “So What?”

Students:
• Want improved careers
• Worry about costs
• Start planning younger than you think
• Largely feel like it will be hard with few avenues for help
• Most will do much of their research and talk deeply with parents/guardians.
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Summary and “So What?”

Enrollment and Marketing Professionals can use this to:
• Want improved careers -> Update Messaging and Programming
• Worry about costs -> Build awareness that the sticker price is not the actual 

price.
• Start planning younger than you think -> Improve engagement and 

personalization on their websites.
• Largely feel like it will be hard with few avenues for help -> Design “Marketing” 

campaigns that are aimed at being helpful at key junctures of the student 
journey.

• Most will do a lot of their own research and talk deeply with parents / 
guardians. -> Improve engagement and personalization on their websites. 
Be more helpful.
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Information and 
Communication
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Availability of academic 

programs and/or majors

95%

Financial aid and 

scholarships

95%
Cost (tuition, fees, room, 

and board, etc.)

94%

Admission requirements

89%

Safety information

89%

Housing

89%

The location

87%

Community life and 

activities

86%

Application process and 

timeline

86%

RNL & Halda. (2024). 2024 College Planning Study.

What Do They Want to Know?
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Most students expect a response within 24 hours.

How Soon Do They Expect to Hear from Colleges?

5%
10%

7%

46%

31%

Within minues Within 1 hour Within 3 hours Within 24 hours More than 24 hours

RNL & Halda. (2024). 2024 College Planning Study.
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https://www.liveslides.com/download
http://www.polleverywhere.com/multiple_choice_polls/HVPd5M5UI4Ke3ivskIEjt
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A slow response will affect students’ interest moderately.

Effect of a Slow Response

41%

50%

7% 1%

It would have no effect on

my interest

It would somewhat

decrease my interest in

that college

It would significantly

decrease my interest in

that college

I would no longer consider

that college

RNL & Halda. (2024). 2024 College Planning Study.
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Personalization 
Expectations

96%
Information specific to 

my program of interest

96% Answer my specific 

questions

84%
Appear to know me and 

my situation when I 

make contact

83%
Use my first name in 

emails and other 

communications

83%
Use my first language in 

emails and other 

communications

77%

Share information 

related to my 

demographic (age, 

background)

60%
Call me regularly to 

check into my needs 

and questions

54% Use my name in videos

27RNL & Halda. (2024). 2024 College Planning Study.

36% of all students 
said lack of 
personalization will 
decrease their 
interest in an 
institution.
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58% of students expect weekly communication via email.

20%

38%

31%

10%

1%

Daily Once a week Whenever they have

something important

for me to know

Once a month Never

RNL & Halda. (2024). 2024 College Planning Study.

Frequency of Email 
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37% of students expect communication via direct mail for "important" 
information.

16%

23%

37%

20%

4%

Daily Once a week Whenever they have

something important

for me to know

Once a month Never

RNL & Halda. (2024). 2024 College Planning Study.

Frequency of Direct Mail 
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39% of students expect a phone call for "important" information.

11%

16%

39%

12%

22%

Daily Once a week Whenever they have

something important

for me to know

Once a month Never

RNL & Halda. (2024). 2024 College Planning Study.

Frequency of Telephone Calls
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40% of students expect an SMS for "important" information.

19%
22%

40%

11%
8%

Daily Once a week Whenever they have

something important

for me to know

Once a month Never

RNL & Halda. (2024). 2024 College Planning Study.

Frequency of SMS
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Most 

Important 

Factors to 

Enroll at an 

Institution

80% Final cost

53%

Availability of my 

intended academic 

major or area of study

48% Academic 

scholarships

36% Academic reputation

30% Financial aid 

opportunities

29% Campus facilities

28% Feeling that I "fit in" the 

college

23% Location (town, city, 

aera)

32RNL & Halda. (2024). 2024 College Planning Study.
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Summary and “So What?”

Students:
• Want information about every element of the decision, but most importantly, 

about the financial elements (costs and financial aid)Most (68%) 
• Expect a personal response within 24 hours
• They prefer email communication but expect phone calls or SMS when there is 

something important that they need to know or do.
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Summary and “So What?”

Students:
• Want information about every element of the decision, but most importantly 

about the financial elements (costs and financial aid) -> Make it easier for 
students to forecast their financial needs and obligations.

• Most (68%) Expect a personal response within 24 hours -> Leverage 
technology where possible for scale. Canned responses and automated 
generic emails won’t be enough.

• They prefer email communication but expect phone calls or SMS when there is 
something important that they need to know or do. -> Everything is not a nail, 
so don’t always use a hammer.
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Takeaways & 
Technology



More Inclusive and Personalized 

Enrollment Strategies

• Emphasis on Career Outcomes

Highlight the institution's support for career goals through 

alumni success stories, industry partnerships, and career 

services.

• Showcasing Unique Offerings

Highlight unique programs and opportunities to attract 

students who align with the institution's values.

• Networking Opportunities

Promote networking resources like alumni networks, 

mentorship programs, and career fairs to enhance 

students' professional prospects.

• Peer Engagement

Engage prospective students with relevant content, live 

Q&A sessions, and virtual campus tours to foster rapport 

and address concerns.

• Diversity and Inclusion

Communicate the commitment to diversity and inclusion, 

providing initiatives and support services for all students.

• Early Outreach and Support for Late 

Bloomers

Implement outreach programs for middle school students 

and support late bloomers with guidance on alternative 

pathways. 36RNL & Halda. (2024). 2024 College Planning Study.



• Streamlining Application Processes

Simplify application processes with user-friendly platforms and clear 

instructions to reduce stress.

• Comprehensive Information

Ensure transparent details about academic programs, campus culture, 

and financial aid options.

• Personalized Communication at Each Grade 

Level

• Tailored Program-Specific Information Delivery

Sharing information and resources that resonate with students' 

backgrounds, experiences, and identities can promote inclusivity and 

belonging, thus fostering a welcoming and supportive environment for 

all prospective students.

• Long-Term Affordability Planning

Address rising costs through innovative tuition models and expanded 

financial aid resources.

• Early Engagement with Financial Aid

Initiate early engagement with students regarding financial aid options 

and resources to alleviate financial concerns.

• Virtual Campus Tours and Information Sessions

• Personalized Video Content

• Customize Communication and Outreach 

Efforts

37RNL & Halda. (2024). 2024 College Planning Study.



38

https://www.liveslides.com/download
http://www.polleverywhere.com/free_text_polls/I6Rko1RTqlv7QD2WZrvCA
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Example:
University of Evansville -
Scholarship Calculator

https://app.heyhalda.com/accounts/clhhyv2bb02mcl2zchmrj1iyh/smart-form-preview?halda_preview=1&smart_form_variant_id=cli1xmvia007q0vringtarzpq&preview_background_url=https%3A%2F%2Fwww.evansville.edu%2Fstudent-financial-services%2Fhoosier-aces-scholarship.cfm
https://app.heyhalda.com/accounts/clhhyv2bb02mcl2zchmrj1iyh/smart-form-preview?halda_preview=1&smart_form_variant_id=cli1xmvia007q0vringtarzpq&preview_background_url=https%3A%2F%2Fwww.evansville.edu%2Fstudent-financial-services%2Fhoosier-aces-scholarship.cfm
https://app.heyhalda.com/accounts/clhhyv2bb02mcl2zchmrj1iyh/smart-form-preview?halda_preview=1&smart_form_variant_id=cli1xmvia007q0vringtarzpq&preview_background_url=https%3A%2F%2Fwww.evansville.edu%2Fstudent-financial-services%2Fhoosier-aces-scholarship.cfm
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Thank You!

Dallin Palmer
Co-Founder, President, & COO

Halda
dallin@halda.ai

Dr. Raquel Bermejo
Associate Vice President, Market 

Research and Planning
RNL

Raquel.Bermejo@RuffaloNL.com
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schedule a quick 
consultation

ready to lead the way with RNL?

scan here
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