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February 21, 2020 

VIA COURIER AND EMAIL 

The Honorable Elizabeth Warren 
309 Hart Senate Office Building 
Washington D.C. 20510 

The Honorable Sherrod Brown 
503 Hart Senate Office Building 
Washington D.C. 20510 

OPM Business Practices 

Dear Senator Warren and Senator Brown: 

As the Co-Founder and CEO of 2U, Inc., I am writing in response to your January 24, 2020 letter to 
online program management (“OPM”) companies. I welcome the opportunity to tell you about 2U. As you 
learn more about the company, I believe it will become clear why—at least in the case of 2U—the 
concerns raised by the articles and reports cited in your letter do not describe our partnerships or our 
business practices.1 

World-class non-profit universities are one of this nation’s most valuable assets. For centuries, they have 
been unparalleled engines for economic and social mobility. I know first-hand the transformative impact 
that higher education can have on a person’s life. Thanks to a federally funded Pell Grant, I was able to 
attend The George Washington University and become the first in my family to graduate from college. 

In 2008, I co-founded 2U on the belief that online higher education could be world-class by harnessing 
technology to unlock the transformative power of great non-profit universities. From the beginning, I also 
believed that the institutional independence of non-profit universities would be essential to the success of 
2U. It is why our partners have always controlled all faculty, curriculum, admissions, grading, degree 
conferrals, and tuition-related decisions in their online degree programs. 

Today, 2U is delivering on our mission to eliminate the back row in higher education by: 

• partnering with 70+ great non-profit universities around the world, including six in Massachusetts
and two in Ohio;2

• powering a portfolio of 400+ degree, certificate, and boot camp offerings;
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• helping our partners reach over 215,000 adult learners, including 57,000+ students pursuing a
graduate degree online from a top-tier non-profit university without needing to quit their jobs,
uproot their lives, and move;

• increasing access and inclusion—on average, students in our partners’ online degree programs
are more diverse when it comes to gender and race than students in traditional campus-based
programs;

• driving strong student outcomes, including an 82% average student retention rate in our
partners’ degree programs and a 90% completion rate in certificate and boot camp offerings;

• securing over 55,000 field placements across all 50 states for more than 21,000 graduate
students pursuing careers as counselors, nurses, physical therapists, physicians assistants, and
social workers;

• raising nearly $1 billion in capital to invest in powering the world-class educational offerings of
our partner universities; and

• showing leadership in our industry by being the first and only OPM to announce a Transparency
Framework3 designed to provide students and policy makers with more information about the
quality and outcomes of the programs we power.

Our growth and success over the past twelve years is a direct result of our respect for the institutional 
independence of our partners, our shared-success business model, and the unwavering commitment of 
2U employees to do what’s right by our partners and their students every day. 

University Independence  

Since 2U was founded, our non-profit university partners have maintained complete control over all of the 
same core academic and governance functions in their online degree programs as they do in their 
traditional campus-based degree programs, including:  

• seeking and maintaining accreditation;

• hiring, paying, and managing the faculty, who handle all grading;

• developing and approving curricula;

• establishing admissions criteria;

• making admissions and financial-aid decisions, as well as conferring degrees; and

https://2u.com/latest/2u-inc-announces-industry-leading-framework-transparency/
https://2u.com/latest/2u-inc-announces-industry-leading-framework-transparency/
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• setting tuition prices.

When it comes to tuition, there is nothing inherent about 2U’s partnerships or revenue-share model that 
is contributing to the systemic rise in tuition costs because 2U does not set those prices. Each of our 
university partners has its own process for determining the tuition prices for its programs. In addition, 
approximately 84% of our partners have priced their online degree programs at or below the cost of their 
comparable campus-based degree programs.  

2U is also not incentivized to engage in deceptive or aggressive recruiting practices because setting 
admissions criteria and making admissions decisions are the responsibility of our partners. Each of our 
partners set their own admissions standards independently (e.g., academic prerequisites, undergraduate 
GPA requirements, minimum test scores). 2U’s admissions counselors are dedicated to individual schools 
and trained to understand that school’s specific entrance requirements in order to assist applicants in 
navigating the admissions process. After a prospective student has submitted an application, however, 
our partners make admittance decisions. 

Program-specific faculty votes are another important example of our partners’ institutional independence. 
Before signing a contract with 2U, most of our partners seek the approval of their faculty. We encourage 
and embrace these votes for two reasons. First, because we respect the shared governance of non-profit 
universities. Second, because we understand that the ultimate success of an online degree program 
depends not only on the support of the administrators, but also on the buy-in and commitment of the 
professors who will actually teach in the classroom. 

Capital Investment and 2UOS 

Launching, scaling, and running sustainable, world-class online degree programs is expensive. Whether 
done “in-house” by a university, through a revenue-share partnership, or in a fee-for-service 
arrangement, the capital demands are significant. Every program requires both start-up risk capital and 
ongoing investment. Many universities cannot afford to make these investments on their own. 2U has 
raised nearly $1 billion in capital since 2008, enabling us to shoulder these investments on behalf of our 
partners. But the value we bring to our partnerships goes well beyond just capital.   

Building high-quality online degree programs and supporting remote students is both difficult and 
complex.4 It requires significant technical, engineering, and operational expertise as well as a 
comprehensive bundle of technology-, data-, and people-driven services.5 Our proprietary bundle of 
these services, which we call 2UOS,6 includes data architecture, learning technology, technology tools, 
marketing, admissions support, curriculum support, live classes, placement, hybrid experiences, success 
advisors, compliance, privacy, and accessibility. In practical terms, 2UOS enables us to: 

• power live, weekly, faculty-led classes with an average size of 20 students, where attendance is
required in order to graduate;

https://www.chronicle.com/interactives/Project2021
https://www.chronicle.com/interactives/Project2021
https://www.holoniq.com/notes/opm-meet-opx-new-models-driving-the-global-online-higher-education-market/
https://2u.com/approach/2uos/
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• use data to help improve retention rates by better predicting when a student may need additional
support;

• annually produce and deliver thousands of asynchronous faculty lectures and supplemental
course content; and

• simultaneously manage thousands of paid and organic, program-specific digital marketing
campaigns using a proprietary mix of data, applied machine learning, and original content.

As brand stewards to some of the world’s most respected and highly ranked non-profit universities, we 
develop school-approved marketing assets and collateral that provide clear and comprehensive 
information about our partners’ degree programs. For example, the program-specific websites we 
manage for each partner include details about tuition, admissions criteria, financial aid, curriculum, 
faculty, field placements, and in-person immersions. Since our partners’ degree programs are not open 
enrollment and we do not make admissions decisions, our paid and organic marketing efforts are also 
designed to find the right student, for the right program—not just any student. That means identifying 
academically qualified prospects who can handle the rigor of our partners’ degree programs. And the 
82% average retention rate in these programs demonstrates that our responsible marketing practices are 
working in the best interests of both our partners and their students.  

Another valuable benefit we provide our partners is access to our nationwide network of more than 
52,000 contracted, university-approved placement sites (e.g., hospitals, clinics, schools, and social service 
organizations). This unique and proprietary network directly benefits students in our partners’ licensure-
based healthcare and social science programs. These students are required to spend, on average, 1,000 
hours working outside the classroom to graduate. Absent our network, they would be forced to find 
placements on their own. To date, over 21,000 students have spent nearly 14,500,000 hours in more 
than 55,000 placements honing their professional skills. That includes 724 students and 1,322 
placements in Massachusetts and 318 students and 554 placements in Ohio. These are nurses, social 
workers, counselors, teachers, physical therapists, and physician assistants attending great non-profit 
universities around the country while filling critical workforce shortages and making a positive impact in 
local communities all across your states. We believe this is a compelling example of the power of online 
education.   

Shared Success and Sustainability 

At a time when higher education is facing structural challenges, 2U’s revenue-share partnerships are a 
proven model for shared success and sustainability. It is important to keep in mind that among non-profit 
universities, only a small few have transformed themselves into truly national institutions with five- and 
six-figure online enrollments over the past decade. By contrast, the vast majority of top-tier non-profit 
universities are still only offering online degrees on a school-by-school or program-by-program basis.  
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Yet, whether a university is serving 100,000 online students institution wide—an increasingly rare 
occurrence due to growing competition in the marketplace—or just 100 students in a single online degree 
program, doing it effectively still requires real capital investment and a comprehensive bundle of 
technology-, data-, and people-driven services. Many universities, whether at the institution-wide, school, 
or program-specific level, want to go online, but cannot or do not want to shoulder these upfront 
investments or take the risk associated with doing it themselves. Others simply believe that some of the 
capabilities and services necessary to run world-class online degree programs are not their core 
expertise, nor should be—and therefore are better delivered by a trusted outside partner like 2U. In 
either case, our long-term tuition revenue-share model is an attractive alternative for these universities 
because it enables them to:  

• realize a surplus from going online while avoiding risk and focusing their scarce resources on
other core academic or institutional priorities;

• leverage the scale efficiencies and comprehensive bundle of 2UOS technology and services, while
also benefiting from the ongoing enhancements we make to that bundle as a result of our
continued investments; and

• maintain complete institutional control and independence over their online degrees, while
delivering world-class programs and great student outcomes.

The leaders at our partner institutions are experienced, sophisticated, and thoughtful decision makers. 
Their choice to partner or renew a contract with 2U comes after careful consideration and an arm’s-
length negotiation over the value, effectiveness, and sustainability of our shared-success model. That 
sustainability is also reflected by the fact that in 2019, we estimate that approximately 38% of 2U’s total 
revenue was derived from Title IV eligible loans. 

Transparency and Diversity 

As a purpose-driven, publicly-traded company in the higher education sector, 2U believes in the 
importance of both transparency and diversity. Although we regularly disclose7 a wide range of financial 
and business-related information in accordance with SEC rules and regulations, including information 
related to your requests about our partners, services, revenues, and expenses, last year we took a step 
further in our commitment to transparency. In order to “allow universities, students, and policymakers to 
better understand and assess the role 2U plays in helping our non-profit university partners build high-
quality educational offerings and deliver great student outcomes,” we became the first and only OPM to 
voluntarily announce a Transparency Framework, focused on University Oversight & Accountability, 
Marketplace Openness, Access, Affordability, Quality, and Outcome. We look forward to releasing our 
inaugural Transparency Report later this year and hope that other OPMs in the industry will follow 2U’s 
lead and your call for additional transparency.  

Our leadership in the OPM industry also extends to our commitment to inclusion, starting with the 

https://investor.2u.com/


2U, Inc. 
7900 Harkins Road | Lanham, MD 20706 | USA 

 6 

diversity8 of 2U’s board of directors. Our 12-member board is comprised of eight men and four women, 
including two men of color, two white women, and two black women. Of the approximately 3,000 full-
time, domestic employees, approximately 60% are female, including over 30% of our tech team, while 
over 15% of our workforce are black and over 10% are Hispanic/Latino or Asian. Although we have 
made some important progress, our journey and our work continues as we strive to make 2U a truly 
diverse company, where all employees feel an equal sense of belonging.  

In closing, I hope my response to your letter has provided you with a more complete understanding of 
2U, our business model, our university partnerships, and the positive outcomes we’re delivering together 
for students. As a proud alum of the MBA@UNC program we power, I know first-hand the true promise 
of world-class online education—a promise that still fuels my passion and 2U’s purpose.  

Sincerely, 

Christopher “Chip” Paucek 
Co-Founder & CEO 

https://2020wob.com/educate2/
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February 21, 2020 

 
The Honorable Elizabeth Warren 
United States Senate 
Washington, DC 20510 
 
The Honorable Sherrod Brown 
United States Senate 
Washington, DC 20510 
 
Dear Senator Warren and Senator Brown: 
 
Thank you for your letter on January 23 regarding Wiley Education Services and our work in support of 
America’s leading public and private, non-profit institutions of higher education. We appreciate this 
opportunity to introduce our team and partnership approach. We look forward to a dialogue with you 
about how we can work together to serve students and workers, helping them achieve their educational 
and career goals.        
 
First, let me provide some context about the scope of Wiley’s expansive work in higher education. For 
over 200 years, Wiley has been helping people develop the skills and knowledge they need to succeed.  
Today, that means empowering learners and universities to achieve their goals in an ever-changing world. 
We harness digital technologies to develop innovative learning, assessment, and certification solutions 
for students and working professionals. We also partner with leading colleges and universities to provide 
strategic higher education consulting services. Together with our partners, we are expanding access to 
high-quality, lifelong learning; enhancing educational and career outcomes; and convening educators and 
employers to bridge skills gaps and increase American competitiveness.   

Wiley Education Services specifically delivers technology-enabled solutions to leading institutions of 
higher education globally. We collaborate with our partner institutions to help them create rewarding on-
campus, online, and hybrid learning experiences that expand access to education and meet the needs of 
students and workers wherever they are in their professional and personal journey. I provide further 
details on Wiley Education Services partnerships and programs in the remainder of this letter and the 
accompanying annex. 
 
Partnerships are vital to meet the evolving needs of students and workers  
 
Colleges and universities serve as engines of opportunity for their students, workers and communities, 
which rely on a skilled workforce to grow and innovate.  Educating today’s students and workers is an all-
hands-on-deck effort, and institutions collaborate with countless partners to advance their missions – 
construction crews to build new classrooms, technology providers to connect schools and supply the 
latest learning tools and software, engineering firms to provide cutting-edge lab equipment, employers 
to provide internships and workplace learning experiences – the list goes on.  These partnerships are vital 
as institutions seek to provide high-quality, impactful programs for today’s learners, expand access and 
increase flexibility through innovative delivery models, and continue to serve their communities in the 
face of more educational options than ever before.  
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Our mission at Wiley Education Services is simple, yet critical: together, with our partners, we empower 
learners to create positive change. Our partners are among the nation’s leading public and private 
institutions of higher education. They have incredible faculty, innovative programs, and extensive 
experience in helping students learn and achieve their dreams. Institutions face a variety of challenges in 
advancing their missions in today’s highly competitive landscape. Some seek to align their offerings more 
closely with the demand from students and employers. Others have developed high-quality programs but 
struggle to match them with prospective students. Many are keen to leverage online models that will 
expand access through greater flexibility, but do not have the necessary resources or capacity to quickly 
scale up a new suite of programs. Other institutions are eager to form new partnerships with institutions, 
associations, societies, and companies to expand their impact.    
 
At Wiley Education Services, we do not take a “one-size-fits all” approach because we understand that 
each institution has a unique mission and vision.  We begin every potential partnership with a thoughtful 
conversation and dialogue on their needs and objectives, rather than offering a set of preconceived ideas 
and solutions.  Once we understand an institution’s objectives, we begin to pinpoint what combination of 
services, technologies, research and partnership models – such as fee-for-service or revenue share – are 
necessary to achieve those goals. This flexibility provides value to institutions where they need it most, 
with a focus on supporting students and bringing their aspirations to life. Whether our partners want to 
develop new or enhance existing online programs, diversify an on-campus offering, or create a hybrid 
program, we advise on labor market relevance, direction, and prioritization, and suggest changes to 
improve institution-wide effectiveness and efficiency. We then support them to develop learning 
experiences that resonate with students and faculty, helping the institution quickly meet evolving needs 
in their communities and across the country.  
 
Below is a snapshot of the mix of programs offered by our more than 60 remarkable partner institutions 
– public and private; national, regional and local:  
 

Degrees 

Type Percentage of total programs 

Associate 1% 

Bachelor 29% 

Certificate 15% 

Master 53% 

Doctorate 2% 

Disciplines 

Area Percentage of total programs 

Business & Leadership 34% 

Education 23% 

Engineering & Technology 8% 

Health & Human Services 20% 

Justice Studies 4% 

Nursing 7% 

Psychology 2% 

Religious Studies 2% 
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I encourage you to review a few of our case studies, which bring to life our approach to partnership and 
commitment to outcomes. Ultimately, institutions across the higher education landscape are working in 
their own ways towards the common objectives of providing high-quality learning experiences and 
helping students and workers achieve their goals. To capture insights and spot emerging trends, we 
complete more than 250 research projects every year, including gathering feedback from more than 5,000 
students to help our partners stay ahead of learners’ changing interests and behaviors. In 2019, we 
surveyed students at 19 institutions with which we partner.  88% of respondents were satisfied with their 
enrollment decision, and 90% agreed that their online program challenges them to grow personally and 
professionally (see full survey attached). These findings help to equip institutions with the knowledge to 
further refine and improve their programs to better meet the needs of students.   
 
We are committed to continuing this important dialogue 
 
With increasing demands on universities amid a rapid pace of change, partnerships enable adaptability 
that better serves their communities, students and workers. Institutions collaborate with us because they 
see us as a strategic partner committed to their long-term success and vision for expanding access to high-
quality education.  Significant work remains to meet the needs of learners across the country, and we look 
forward to contributing to a dialogue with our partners and the broader higher education community on 
how partnerships and collaboration can support the success of students and workers.  
 
We appreciate this opportunity to share how we partner with learners and institutions to enhance 
educational access and outcomes. We value the trust placed in us by students, faculty, institutions and 
other partners. Wiley is committed to continuing to innovate to meet the evolving needs of learners and 
institutions, while staying true to the values that have guided us for more than 200 years.  

We look forward to further discussion on these important issues. 

 

Sincerely, 

 
 
Todd Zipper 
 
President 
Wiley Education Services 

 
 

https://edservices.wiley.com/resources/?category=18
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Annex: Business Operations Summary 

Our Partners 
 
America’s higher education landscape is extremely diverse, a reflection of the country that it serves and 
the unique and evolving needs of learners. Today, students can choose from campus-based programs, 
hybrid models and almost 30,000 online programs covering all major fields of study. We are grateful to 
support the work of more than 60 remarkable institutions – public and private, including major national 
institutions, regional and local schools, and many more. Every institution has its own unique mission, 
disciplinary focuses, culture, history and approach to educating students. Our goal has been to support 
these great institutions in doing what they already do even better and help them serve students in new 
ways. Please see our case studies for additional details on our partner institutions and how we collaborate.  
 
Our Services 
 
We work with our partners to customize the right combination of services, technologies and research to 
achieve their goals. This collaborative approach enhances each institution’s ability to attract, support, and 
retain students while optimizing existing resources. Services we offer include market assessment, 
marketing and brand management, recruitment, enrollment management, program design and 
development, retention services, and technology support.   
 
Our teams work hand in hand with our university partners to provide these services. They are trained and 
evaluated to advocate for students, understand their objectives, and ensure they are advised to make the 
decision that is best for them. We take our commitment to our university partners and the communities 
they serve extremely seriously: we do not engage in deceptive marketing practices and ensure that all our 
activities are undertaken in full partnership and coordination with each institution.  
 
Institutions set tuition and retain full control over curriculum, admissions, instruction and graduation.  Our 
solutions are designed to empower each university to focus on what it does best — educate students 
while providing a high-quality learning experience. We operate at the direction of our institutional 
partners and are committed to their long-term success.   
 
Our Partnership Approach 
 
For maximum flexibility, we create partnership models that are customized to the needs of each university 
partner, even including multiple models within a single institution.  For example, a School of Business may 
prefer a revenue share model while a School of Health Sciences might prefer a fee-for-service model. The 
optimal approach depends on what works best for each institutions’ and departments’ needs.   
 
Many institutions have bold visions for developing and nurturing high-quality programs but lack technical 
resource and upfront capital. In these situations, the revenue share model lowers start-up costs and other 
barriers for the institution and enables end-to-end services that underpin high-quality online programs 
and serve students that they could not on their own. In this way, we’ve helped support the success of over 
50,000 graduates throughout every touch point on their student journey and reinforced the vital role of 
institutions in enabling personal, professional and economic opportunity. Simply put, students and 
workers have more choices and access today to high-quality programs at leading public and private, non-
profit institutions than they would have without this model.      

https://edservices.wiley.com/resources/?category=18
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Other institutions and departments face different needs and challenges. As such, we offer other 
partnership models, including fee-for-service. In serving as an institutional partner, our goal is to arrive at 
an arrangement that most effectively reaches the goals of our partners and supports the success of 
students. Whether we engage in a 10-year partnership or shorter-term initiative, we are keenly focused 
on providing exceptional services, solutions and support to institutions and the students they serve. 
 
As part of our partnership approach, we work with institutions to support specific programs as well as 
help them develop broader portfolios of programs that meet changing student needs. For instance, as 
more students stretch their educational timeline beyond college as they seek continuing education 
opportunities throughout their careers, interest in lifelong learning makes certificates and smaller 
credentials appealing to students. By taking a portfolio approach that includes a diverse suite of 
credentials that appeals to a variety of learners, university partners are also more able to offer different 
programs at competitive price points.      
 
Our Practices 
 
As described above, we provide services in support of the recruitment of students; however, our partner 
institutions are in full control of admissions and responsible for financial aid decisions, processing and 
disbursement. We are in full compliance with all regulations that govern these activities. 
 
The choice of program and institution is an incredibly important decision for each student, and we are 
committed to protecting their information. Our systems have been specifically designed to ensure that 
student information is not shared or passed between accounts. When a student inquires about a 
university program, a unique record is created which cannot be moved between partners. To be clear, our 
teams do not move students between institutions, have never been trained to move students between 
institutions and would be unaware if a student they are working with has made inquiries at other partner 
institutions. In addition, all our employees sign an agreement to demonstrate their commitment to follow 
data security and information confidentiality policies and complete Data Security Best Practices training 
annually, which covers transmission of sensitive and protected data in compliance with international and 
domestic privacy laws.  
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Online learning is a critical element of the long-term strategy for most schools� 
An analysis of IPEDS data validates this point, as online course enrollments 
grew 41 percent from 2013 to 2018�1 Considering that overall higher education 
enrollments decreased 1 percent during that period, it’s easy to understand 
why schools prioritize online programs in their strategic plans�

Of course, growth in online learning is a positive trend for students� Now, 
students can choose from more programs and be more selective while searching 
for the best option for their needs. However, the rapid launch of online degrees 
has created intense competition among schools� This competition raises the 
stakes for schools to build credentials that attract students and provide a 
rewarding experience once classes begin.

Wiley Education Services partners with schools to produce best-in-class 
educational opportunities, including impactful online programs� Capturing 
insights about the student experience helps Wiley refine the services and 
solutions that partner schools find valuable. Student Perspectives on Online 
Programs represents one of many efforts that Wiley leads to meet the ever-
changing needs of partners and their students�

To conduct this study, Wiley Education Services teamed up with Aslanian 
Market Research, a division of EducationDynamics, in 2019 to survey online 
students enrolled at 19 partner schools. All students were pursuing degrees 
in Wiley-supported programs, with the majority engaged in graduate study� 
Gathering these insights directly from students helps pinpoint why they chose 
to study online, factors that contribute to their success, and whether they are 
satisfied with their enrollment decision. Furthermore, this study provides data 

INTRoDUCTIoN



for refining best practices and establishing benchmarks for further research 
into student satisfaction�

Presenting these findings provides a transparent look at the benefits of partnering 
with Wiley� For instance, this survey found that 88 percent of online students 
in Wiley-supported programs are satisfied with their enrollment decisions. 
What’s more, this survey population has a Net Promoter Score that is good and 
borders on excellent. This score indicates that students will likely recommend 
their program, making it a powerful market indicator for Wiley’s partners�

oF STUDENTS ARE SATISFIED WITH THEIR 

DECISIoN To ENRoLL IN AN oNLINE PRoGRAM 

THAT WILEY SUPPoRTS.
88%

Online learning offers tremendous value for schools, and its importance 
will grow through improvements to the student experience� This study 
demonstrates Wiley’s commitment to thought leadership, along with a 
dedication to driving continuous growth through research� Explore edservices.
wiley.com/resources for more white papers, articles, and case studies that 
share how schools can succeed as higher education evolves�

Recommendations based on survey findings and best 
practices appear in selected sections, and the top 
recommendations are summarized near the end of the 
report� While some suggestions will not apply to all schools, 
following the spirit of these items can enhance efforts to 
recruit, engage, support, and instruct online students�

https://edservices.wiley.com/resources/
https://edservices.wiley.com/resources/
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KEY FINDINGS

Through an analysis of survey results, the following emerged as the top findings.

1. The Net Promoter Score (NPS) for this survey population is good and borders on 
excellent.

• NPS is a customer satisfaction metric that schools can use to forecast if students will 
likely recommend their programs�

• About 63 percent of respondents are highly likely to recommend their program to 
someone seeking a similar degree and are considered “promoters” for their program�

• Students who are less likely to recommend their specific program of study indicated 
concerns related to the course design, course content, and faculty interaction�

• Students tend to become detractors when programs suffer from outdated content, 
unengaging courses, and a lack of faculty feedback.

• In addition to a high NPS, 88 percent of students agree or strongly agree that they are 
satisfied with their programmatic decision.

2. Surveyed students place a premium on consistency throughout their program of 
study.

• These students want courses to follow a consistent structure, which includes developing 
a standard syllabus format and placing library and support resources in the same 
location in learning management systems (LMS).

• While most respondents are pleased with LMS functionality, survey data indicates 
satisfaction may rise if schools make course navigation more intuitive�

3. Students in this survey population value interactions with faculty, peers, and 
institutional staff.

• Group work and similar collaborative learning experiences contribute to the success 
of these students�

• Respondents value meaningful faculty feedback and indicate that personal interactions 
with faculty strengthen their learning experience�

Continued on next page
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4. Respondents equate “online” with “flexibility” and seek programs that allow them 
to keep up with their other responsibilities, such as employment.

• These students say flexibility is a top priority, as they expect to blend online learning 
around their personal and professional obligations.

• Survey data indicates that student satisfaction may decrease when online programs 
fall short of expectations for flexibility.

• Other reasons these students study online include the convenience of course schedules 
and lengths of programs� 

Continued





This section reviews what motivated this population of students to study online 
and offers insights about their satisfaction with enrollment decisions. These 
findings can help schools refine their recruitment and marketing efforts, as well 
as consider ways to improve the design of current online programs�

SECTIoN 1
Online Program 
Select ion and Student 
Sat isfact ion
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WHY STUDENTS PREFER To STUDY oNLINE

What is the leading reason these students enrolled in online programs? Flexibility. About half 
of respondents say it’s the No. 1 reason they study online, and 91 percent list it in their top 
three. Convenient scheduling is a top factor for nearly 75 percent of these students, and about 
50 percent rank program length in their top three�

The leading reason these students 
enrolled in online programs:

FLEXIBILITY

What was the main reason you chose to enroll in an online program (compared, for 
example, to an on-campus program)? Please select and rank the top 3 factors, where 1 is 
the most important factor and 3 is the least important.*

Flexibility of online format 91.1%

74.9%Convenience of schedules

49.6%Length of the program

39.5%Geographical location
(e.g., I live in a different state)

20.2%Course instruction experience/technology

15.1%Use of technology

4.3%Diversity of student body

5.4%other
*Percentage indicates respondents who listed 

factor among their top 3 reasons
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RECoMMENDATIoN

When these students chose a school, they prioritized flexible coursework that 
would allow them to juggle family and professional responsibilities. This finding 
reinforces the need for schools to keep flexibility top of mind when designing 
and marketing online programs� To stand out from competitors that market 
programs as flexible, schools must establish standards for flexibility that they 
can promote to students—and live up to those standards after students enroll� 
Faculty members play a central role in these efforts. For example, they can 
set weekly assignment deadlines to offer flexibility while holding students 
accountable for their performance. That said, faculty may need guidance 
for how to enforce those deadlines without causing courses to seem overly 
burdensome.



Page 13
SECTIoN 1: oNLINE PRoGRAM SELECTIoN AND STUDENT SATISFACTIoN 
Student Perspectives on Online Programs

THE MAJoRITY oF SURVEYED STUDENTS ARE SATISFIED

Overall, respondents are overwhelmingly satisfied with their programs. More than 90 percent 
agree or strongly agree that online programs challenge them to do well and grow personally and 
professionally. Additionally, 88 percent of students say they are satisfied with their enrollment 
decisions� Note that respondents rate these factors higher than other components of their 
learning experience, as shown in Section Four of this report, which covers Net Promoter Score�

of respondents agree that online programs 

challenge them to do well in their studies.91%

Please indicate your level of agreement with the following statements about the program in 
which you are currently enrolled:

The program challenges me
to do well in my studies.

I am satisfied with my decision
to pursue this program.

The program challenges me to
grow personally and professionally.

The program motivates me to keep up
to date with new developments in my field.

The program requirements
are reasonable.

91% 5.4% 3.4%

0.2%

88% 6.7% 5.1%

0.2%

90.4% 6.0% 3.5%

0.2%

85.6% 9.1% 4.6%

0.7%

86% 8.1% 5.7%

0.2%

Strongly Agree / Agree

Neutral

Strongly Disagree / Disagree

Not Applicable
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CoMPARING STUDENT SATISFACTIoN To DISCIPLINE

While responses were similar for most disciplines, a smaller share of business students strongly 
agree that programs challenge them personally or professionally� These students are also less 
likely to strongly agree that their programs motivate them to keep up with new developments 
in their field.

Across all disciplines, less than half of respondents strongly agree that program 
requirements are reasonable. This finding aligns with write-in feedback that shows 
respondents struggle to balance work, education, and family commitments. Students also 
feel they must read an overwhelming amount of content before their discussion board posts 
are due�

Please indicate your level of agreement with the following statements about the program 
in which you are currently enrolled*: 

Bus. Edu. Health Nursing Social 
Work Other

The program challenges me to 
do well in my studies� 61�7% 62�1% 60�4% 63�5% 63�4% 60�1%

I am satisfied with my decision 
to pursue this program� 60�1% 62.9% 61.9% 59.0% 61�8% 61�1%

The program challenges 
me to grow personally and 
professionally�

55.9% 64.9% 60�0% 62�4% 66�1% 56�1%

The program motivates me 
to keep up to date with new 
developments in my field.

46�2% 59.3% 59.4% 62�0% 57�6% 52�8%

The program requirements are 
reasonable. 45�5% 44�0% 45�4% 48�1% 49.9% 44�8%

*Percentage indicates selection of “Strongly Agree”
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RECoMMENDATIoN

Fewer respondents strongly agree that their online program has reasonable 
requirements, providing motivation for schools to examine program schedules 
and demands. Survey feedback also indicates the need for breaks so students 
can balance their commitments at work, school, and home. An option to help 
students transition from one course to the next is to postpone deadlines for 
pre-work to the first week of class. This approach makes programs less stressful, 
as students avoid having to focus on upcoming courses before they begin.





This section reviews high-level data for whether online programs meet student 
expectations, along with factors that boost academic performance. Findings 
presented here can help recruitment and enrollment teams refine how they 
set expectations for incoming students�

SECTIoN 2
Meeting Expectat ions 
to Foster Success



Page 18
SECTIoN 2: MEETING EXPECTATIoNS To FoSTER SUCCESS 
Student Perspectives on Online Programs

MEASURING IF oNLINE PRoGRAMS MEET STUDENT 
EXPECTATIoNS

Eighty-six percent of respondents answered “yes” when asked if online programs live up to 
their expectations. This question was posed in a simple yes/no format for two reasons—to 
take a quick measurement of satisfaction and to gather high-level data for making targeted 
program improvements�

All

85.8%

14.2%

Health

81.3%

18.7%

business

85.2%

14.8%

Education

88.5%

11.6%

other

84.0%

16.0%

Nursing

85.2%

14.8%

Social Work

88.1%

11.9%

Yes No
Yes No

Share of students whose program experience matches their expectations
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RECoMMENDATIoN

Although online programs live up to most surveyed students’ expectations, 
14 percent of respondents do not hold that view� To prevent the feeling of 
buyer’s remorse, schools must ensure online classes mirror the program 
features presented throughout the enrollment journey. This goes beyond 
meeting expectations for flexibility, as schools should also update course 
content regularly to account for emerging industry needs� These updates are 
especially important for programs related to fields subject to rapid change, 
such as IT and health. Also, students consider interactions with faculty vital to 
their success, making it essential to create processes and policies that promote 
this engagement�
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EMPoWERING oNLINE STUDENTS To SUCCEED

When respondents indicated they would likely complete their program, the survey asked them 
to provide feedback about what has contributed to their success. Themes that appear in their 
feedback include:

• Effectiveness of the professors responsible for online courses.

• Overall flexibility and convenience of online classes.

• Being able to manage their time, juggle schoolwork and employment, or work at their 
own pace�

• Support systems provided by family or peers.

• Personal characteristics, such as discipline, dedication, or determination�

Many of these students cited flexibility, convenience, and faculty engagement when discussing 
why they expect to complete their online program. Flexibility is especially important, as 
respondents across study areas say it’s vital for success� That said, they may use that term in 
different ways, such as to describe the design of programs or when referring to instructors 
who adjust course requirements for individual students. An examination of feedback by 
discipline found:

• Education students are significantly more likely to reference faculty when reviewing 
their success, whereas students in social work programs mention faculty less often� 

• More students in social work programs reference full-time employment, and they often 
tie their success to time-management skills or the ability to work at their own pace.

• Nursing students are less likely to mention support groups, such as family or 
other students. But they are more likely to say that motivation and other personal 
characteristics are vital to their success�

• Business students describe themselves as determined more often than disciplined or 
committed�

Three reasons respondents expect to complete their programs:

FLEXIBILITY | CONVENIENCE | FACULTY ENGAGEMENT





Schools shouldn’t assume that students who study online shy away from 
chances to interact with faculty and peers. According to this study, accessing 
resources and building relationships with professors and other students can 
contribute to academic success.

SECTIoN 3 
Factors That Create 
a Posit ive Learning 
Experience



Page 23
SECTIoN 3: FACToRS THAT CREATE A PoSITIVE LEARNING EXPERIENCE 
Student Perspectives on Online Programs

oFFERING RESoURCES To SUPPoRT ACADEMIC SUCCESS

Schools that tailor resources to the needs of online students can boost academic performance. 
This study found that most online programs have supportive learning environments, as about 
82 percent of students agree or strongly agree that they receive resources that support 
their online education�

of students agree that they receive resources 

that support their studies.82%

11.7% 41.6%

0.9%4.4%

2.2%

40.1%

Strongly Agree

Strongly Disagree

Neutral

NA

Agree

Disagree

Strongly Agree

Disagree

Neutral

NA

Agree

Strongly Disagree
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RESoURCES THAT IMPRoVE THE oNLINE LEARNING 
EXPERIENCE

When asked to write in what support or resources would improve their experiences, 59 percent 
of respondents did not provide specific suggestions. However, of the 41 percent of respondents 
who offered suggestions, the most common involve a desire to interact with support personnel, 
such as an advisor, student services coordinator, or coach� 

Feedback mentioning faculty accounts for 21 percent of the comments, which were provided 
by nearly 10 percent of all respondents. This feedback indicates that students desire additional 
faculty engagement and that connecting with instructors can lead to higher quality learning 
experiences�

Nearly 13 percent of feedback involves technology, and many of those suggestions call for 
professors to create more video lectures. As a point of comparison, feedback refers to video 
lectures (or the lack thereof) as a resource six times more than textbooks.

More than 25 percent of comments cover a range of academic support resources, such as 
feedback for a school’s librarians, tutors, and field placement assistance. Other comments 
indicate interest in more writing resources, such as for following APA style, and additional 
opportunities to check in with faculty or support staff.

What support and resources would improve your experience in this program? 

Percent of responses 
with content

Percent of all 
respondents

Advisor/success coach 22�4% 9.2%

Faculty 21�1% 8�7%

Technology 12�8% 5�3%

Academic support resources 26�4% 10.9%

Other 33�5% 13�8%
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RECoMMENDATIoN

Online programs include adult students who are returning to school after 
a long break, and this population may appreciate services that help them 
reacclimate to authoring lengthy research papers and thinking critically about 
reading assignments. Academic advisors can promote access to these services 
by remaining engaged with students throughout a program. Such long-term 
investment allows advisors to celebrate student triumphs and point students 
toward helpful resources when challenges arise�
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oPPoRTUNITIES To INTERACT AND bUILD 
RELATIoNSHIPS WITH PEERS

Although some students consider online group work challenging, many responses show that 
this learning format can foster greater engagement among students� Personal interaction 
seems essential, as respondents indicate in their write-in responses to various questions that 
peer and family support systems contribute to program success. 

Note that schools can foster peer engagement beyond assigning group projects. For instance, 
some programs follow cohort models, though this approach also has operational challenges 
and can limit the flexibility that online students desire. Other programs take a hybrid approach 
by providing face-to-face instruction through intensives. Regardless of the program’s structure, 
there are ways to help students build relationships that take place entirely online. To begin, 
faculty should be familiar with resources available to online students, such as peer support and 
study groups, and they should provide instructions for how to join these groups� Faculty can 
also use web conferencing platforms or LMS video functionality to hold optional synchronous 
sessions and foster peer-to-peer learning through group work, which can improve the student 
experience and increase the likelihood of success�

To further aid remote collaboration, faculty may encourage students to communicate via 
Google Hangouts, Messenger, or another messaging app they use regularly. However, the 
viability of this approach may depend on what the LMS supports. Students may also need help 
juggling group assignments with employment responsibilities, as discussed later in this report.
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My peers’ contributions to discussions
helped me learn by providing different

perspectives on the subject matter.

In most team projects, my peers and I
worked well together.

Telephone or web conferencing with my
team members made collaborating on

team projects a lot easier.

With some students, I have become
friends beyond the classroom.

Finding a study buddy or someone who will
help keep you motivated is hard online.

41.5% 10.6% 4.1%

0.4%

41.2%
2.2%

34.8% 11.5% 4.3%

10.7%

36.6%
2.1%

30.7% 15.0% 4.8%

19.8%

27.3%
2.4%

18.7% 22.7%

12.0%

20.0% 18.8% 7.8%

24.3% 19.3%

10.5%

27.4% 14.5% 4.0%

Please indicate your level of agreement with the following statements about the opportunities 
to engage and build relationships with your peers in your online courses:

Strongly Agree

Disagree

Neutral

NA

Agree

Strongly Disagree
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PERSPECTIVES oN PEER INTERACTIoN bY DISCIPLINE

An analysis of responses by discipline shows that surveyed students in health programs are 
more likely to value their peers’ contributions to discussion boards. Respondents in social 
work programs are more likely to develop friendships that extend beyond the classroom, and 
more of these students find that telephone and web conferencing make group projects more 
manageable. By contrast, respondents in nursing programs are less likely to say that these 
communication tools enhance collaboration.

These findings indicate the need for the online program design process to account for how 
work schedules impact peer interactions� During this process, schools should consider whether 
students are familiar with communication tools, which may dictate how well they collaborate 
remotely. At the same time, schools should experiment with emerging technologies to find 
better ways for online students to work together.

Please indicate your level of agreement with the following statements about the opportunities 
to engage and build relationships with your peers in your online courses*: 

Bus. Edu. Health Nursing Social 
Work Other

My peers’ contributions to 
discussions helped me learn by 
providing different perspectives on 
the subject matter.

39.3% 42.9% 48.6% 42.0% 41.4% 39.55%

In most team projects, my peers and I 
worked well together� 32�1% 39.0% 35�1% 32�1% 35.9% 34�67%

Telephone or web conferencing 
with my team members made 
collaborating on team projects a lot 
easier�

27�8% 31�4% 30�7% 19.2% 38�3% 31�88%

With some students, I have become 
friends beyond the classroom. 12�6% 16�6% 21�5% 14�8% 25�2% 21�08%

Finding a study buddy or someone 
who will help keep you motivated is 
hard online�

22�8% 21�6% 28�7% 25�8% 25�5% 23.69%

* Percentages indicate the respondents who Strongly Agree.
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RECoMMENDATIoN

Although respondents demand the flexibility to learn on their own time, they 
also value peer interactions. As a result, faculty should identify a few lessons per 
term that accommodate group work or class discussions� These activities will 
let students interact, collaborate, and bond with their classmates. Furthermore, 
schools should empathize with students who have challenging work schedules, 
such as nurses and students who work varying shifts� To accommodate these 
students, it’s vital to create environments and solutions that foster collaboration 
in asynchronous formats�
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bUILDING RELATIoNSHIPS WITH oNLINE FACULTY

Most respondents agree or strongly agree that faculty members give useful feedback. That 
said, fewer students strongly agree that faculty are active in online discussion boards. Because 
faculty engagement can bolster the student experience, encouraging them to take part in 
online discussions could yield positive results�

Please indicate your level of agreement with the following statements about the opportunities 
to build relationships with faculty in your online courses:

Most instructors give useful feedback
on assignments and projects.

Faculty are available for
consultation and advice.

The consultations I have had with
faculty have helped me get past

difficulties I was experiencing with
some aspects of the content.

Most faculty are active in the
online discussions, asking questions and

adding to the classroom learning.

34.0% 11.8%

0.5%

37.4% 11.4%
4.9%

42.3% 10.5% 5.6%

0.4%

38.2%
3.0%

41.9% 10.7% 3.8%

0.9%

40.9%
1.9%

37.9% 12.2% 4.4%

8.7%

34.3%
2.5%

Strongly Agree

Disagree

Neutral

NA

Agree

Strongly Disagree
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RECoMMENDATIoN

By taking part in discussion boards, instructors can answer student questions 
and provide additional context for difficult content. Instructors can also drive 
conversations by posting weekly updates that recap lessons and introduce 
new topics. Survey feedback shows that students desire more video content. 
By recording each weekly update as a video, instructors could help satisfy that 
need� Note that students often communicate via FaceTime and other video chat 
platforms, so it’s acceptable for instructors to produce video updates using a 
smartphone or laptop�
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PERSPECTIVES oN FACULTY ENGAGEMENT bY DISCIPLINE

Respondents in nursing programs are more likely than their peers to build relationships with 
online faculty� Nearly half of these students strongly agree that instructors make time for 
consultations and offer useful feedback on assignments. On the other hand, respondents in 
business programs seem less likely than other students to build relationships with faculty. 
Across all disciplines, surveyed students are often less satisfied with faculty participation in 
online discussions and the help that instructors provide for understanding difficult content.

Please indicate your level of agreement with the following statements about the 
opportunities to build relationships with faculty in your online courses:

Bus. Edu. Health Nursing Social 
Work Other

Most instructors give useful feedback 
on assignments and projects� 36�0% 43�4% 46�2% 49.2% 44�6% 40�1%

Faculty are available for consultation 
and advice� 38�1% 44�2% 41�8% 48.1% 40�8% 42�0%

The consultations I have had with 
faculty have helped me get past 
difficulties I was experiencing with 
some aspects of the content�

30�3% 41�0% 41�8% 42.6% 40�6% 36�2%

Most faculty are active in the online 
discussions, asking questions, and 
adding to the classroom learning�

28�7% 32�7% 35�1% 43.7% 34�8% 33�4%

RECoMMENDATIoN

Much like peer interactions, opportunities for students to engage with faculty 
can create rewarding learning experiences� One way to foster this engagement 
is for faculty to host optional synchronous sessions focused on course content� 
These sessions should be recorded for students who cannot attend. It’s also vital 
to grade assignments in a timely fashion and provide personalized feedback to 
help students overcome their unique comprehension gaps�
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STUDENT EXPERIENCES WITH LEARNING MANAGEMENT 
SYSTEMS

Respondents rate LMS functionality nearly as high as other aspects of their learning experience. 
Ninety percent of surveyed students agree that syllabi appear in consistent locations, which 
is a top-of-mind consideration for this population. Additionally, 84 percent agree that course 
content follows a comprehensive layout�

This study also found opportunities for schools to enhance course technologies. An area 
for improvement involves course navigation, as only about 80 percent of students agree 
it’s intuitive. A similar percentage of students agree that library and support resources have 
a consistent placement in the LMS. While these findings provide reasons to refine LMS 
functionality, most respondents are satisfied, as only about 7 percent indicate dissatisfaction.

Please indicate your level of agreement with the following statements about the 
presentation of various features of the courses you have taken in this program:

Consistent location of syllabus 
in the learning platform

Consistent placement of library/support
resources in the learning platform

Comprehensive layout of course content

Intuitive course navigation

32.7% 12.1%

1.2%

47.4% 4.9%
1.8%

46.6% 6.2% 2.2%

0.3%

43.4%
1.2%

37.4% 11.8% 5.3%

1.3%

42.4%
1.8%

37.1% 10.6% 3.7%

0.3%

46.9%
1.4%

Strongly Agree

Disagree

Neutral

NA

Agree

Strongly Disagree





Net Promoter Score (NPS) is a standard measure of customer satisfaction. 
Schools can use this metric to determine the likelihood that students will 
suggest a program to friends and family� This study assigned an NPS to the 
survey population by asking if respondents would recommend their program 
to someone seeking a similar degree�

SECTIoN 4
An Analysis  of  Net 
Promoter Score 
Findings
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DETERMINING IF STUDENTS ARE PRoMoTERS, PASSIVE, 
oR DETRACToRS

Questions for determining an NPS are based on a scale of 1 (low loyalty) to 10 (high loyalty). 
Based on the rating they provided, respondents are assigned to one of three categories:

• Detractor: Rating of 1 to 6

• Passive: Rating of 7 or 8

• Promoter: Rating of 9 or 10

For this study, about 63 percent of respondents fell into the promoter category, 22 percent 
were passive promoters, and 15 percent were detractors�

On a scale of 1–10, how likely is it that you recommend this program to someone seeking 
a similar degree?

62.5%22.1%15.4%

Detractor Passive Promoter
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oVERALL NET PRoMoTER SCoRE

The overall NPS is calculated by subtracting the percent of detractors from the percent of 
promoters. The resulting NPS could range from -100 to 100, with most benchmarks following 
this classification:

0 to 49

Good

50 to 69

Excellent

70 or

more

World-Class

The NPS for this population of online students is 47.1, a score that is good, bordering on 
excellent. As a point of comparison, Apple and Samsung tied for the top NPS in the smartphone 
industry with a 45, Allstate is the leading life insurance provider at 40, and an NPS of 36 makes 
UPS the top shipping services company�2
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WHAT PRoMoTERS RECoMMEND

Promoters are more likely to recommend their programs, and nearly six percent of these 
students have done so while still enrolled. Respondents in business and social work programs 
have indicated they would promote their schools at the highest rate, and nearly one-third of 
all promoters describe their experience using words like “great,” “love,” or “enjoy.”

Although flexibility and convenience are top reasons for students to choose online programs, 
only about 25 percent of promoters would reference those features when offering 
recommendations. Of all promoter sub-groups, flexibility and convenience matter most to 
nursing students, followed by students in social work and health programs.

More promoters in education and business programs link their positive impressions to the 
quality of faculty� Many of these students also say program rigor is a selling point� Of all the 
promoters in this study, around 22 percent would reference their overall experience when 
suggesting their program�

All Bus. Edu. Health Nursing Social 
Work Other

Recommended their 
program 5�7% 7�1% 3�4% 1�6% 3�8% 7�8% 6�3%

Positive descriptors such as 
great, love, and enjoy 32.1% 29.7% 34.5% 29.5% 25�4% 31�4% 38.5%

Faculty 16�7% 18�6% 19.2% 9.3% 14�6% 16�4% 17�3%

Rigor 13�2% 14.9% 15�7% 10�1% 11�4% 9.7% 16�3%

Flexibility or convenience 25�1% 25�1% 20�3% 27�1% 32.4% 27�3% 21�3%

Overall experience 22�4% 20�4% 23�0% 23�3% 18.9% 36.5% 30�6%

Count of promoters who 
left the feedback field blank 281 70 38 29 39 51 54

Size of promoter population 1,853 393 299 158 224 424 355

Share of all respondents 
categorized as a promoter 62�5% 59.5% 65�1% 62.9% 61�5% 64�7% 61�8%
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STUDENT VoICES: PRoMoTERS [RATING oF 9 oR 10]

I was able to balance 
a full-time work schedule, newborn 

baby, and be a full-time student. 
Not only that, but I have found a 

passion for my work.

I have been extremely 
impressed with the level of class 

participation, and I feel like I know 
the students with whom I have been 
in online courses more than I have in 

previous in-person classes.

This program allows me to 
be flexible by working, having 

outside obligations, and also learn. 
The program allows me to get ahead 

when I know I have things coming 
up in my schedule, and it is easy to 

communicate with 
the professors.
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PRoGRAM SUGGESTIoNS FRoM PASSIVE RESPoNDENTS

This survey asked the 654 passive respondents—students who rated their programs a 7 or 8 
out of 10—to suggest ways for schools to enhance online programs. Responses reflect student 
voices—there were no boxes to check. Wiley Education Services and Aslanian Market Research 
analyzed these suggestions to identify insights for turning this population into promotors�

A significant share of suggestions relate to improving course design or content. For these 
students, outdated reference materials and assignments that seem like busywork diminish 
the learning experience� They also feel shortchanged when schools repurpose on-campus 
assignments that translate poorly to an online format. This feedback shows the value of 
building relevant course content while delivering seamless learning experiences.

Passive respondents had concerns about faculty performance. Disorganized instructors 
frustrate students, and other sore spots include improper use of course technology and 
incorrect due dates� These respondents also dislike instances when professors fail to respond 
to emails. Performance may improve if schools offer training that focuses on faculty-student 
engagement, along with lessons on best practices for managing an online course.

Feedback about a program’s LMS and course technology indicates the need for schools 
to test systems frequently� Errors within these systems lead to headaches for students, 
as do cumbersome features that students struggle to navigate. Collaborating online also 
proves challenging for respondents who balance a job and schoolwork, especially when group 
members live in different time zones. To give students ample time to complete group work, 
faculty can divide assignments across several weeks. Each syllabus should also outline the 
process for taking part in group work and establish expectations for how students should 
contribute to these assignments.

More than half of passive respondents in education programs suggested improvements 
to course design or content, and faculty was the principal focus of feedback from business 
students. Respondents in nursing programs focused on administrative issues or policies at a 
higher rate, and they often joined social work students in providing feedback about internships 
and field placement.
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Feedback Focus Area All Bus. Edu. Health Nursing Social 
Work Other

Course design or content 42.1% 42�8% 57.1% 47.7% 35.2% 34.8% 38.0%

Professor, teacher, 
instructor, or faculty 31�8% 43.5% 28�6% 38�6% 20�4% 17.9% 37�0%

LMS and technology 18�8% 14�5% 27�4% 20�5% 20�4% 13�4% 22�0%

Administration, 
communication, and/or 
policies

12�4% 8�0% 10�7% 13�6% 20�4% 15�2% 12�0%

Students, community, and/
or group projects 8�3% 6�5% 7�1% 4�5% 9.3% 8�0% 13�0%

Textbooks, resources, and/
or course materials 6�2% 7�2% 7�1% 2�3% 5�6% 3�6% 9.0%

Advising and/or resources 4�7% 6�5% 3�6% 0�0% 9.3% 4�5% 3�0%

Internships, field 
placements, and/or career 
services

4�5% 2�2% 0�0% 0�0% 5�6% 13�4% 3�0%

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

Tuition or financial aid 2�1% 0�7% 1�2% 4�5% 3�7% 2�7% 2�0%

Networking 0.9% 2.9% 0�0% 0�0% 0�0% 0�0% 1�0%

Nothing or N/A 7�3% 6�5% 4�8% 2�3% 13�0% 9.8% 7�0%

Count of passive students 
who left the feedback field 
blank

122 26 19 12 18 22 25

Size of passive population 654 164 103 56 72 134 125

Share of all respondents 
categorized as passive 22�1% 24�8% 22�4% 22�3% 18�8% 20�5% 21�8%

What could we do to provide a more successful experience for you in this program?
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STUDENT VoICES: PASSIVE RESPoNDENTS [RATING oF 7 oR 8]

The professors need to be more 
organized in [the LMS]. It is very 

frustrating when they are posting 
incorrect due dates or are confused 

about the course schedule.

More clearly stated objectives in the 
course material learning modules. It is 
not always clear what is required and 

what is optional.

More interaction—either 
scheduled, periodic meetings by 

phone with instructors (midway for 
each student) or weekly webcam 
instructor-led lectures featuring a 
PowerPoint presentation, allowing 

students to ask questions
 in real-time.
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PRoGRAM SUGGESTIoNS FRoM DETRACToRS

Feedback from detractors often focused on faculty communication practices. This population 
desires faster responses to questions as well as timely and more robust feedback on 
assignments� Detractors would also like for faculty to take a more prominent role in the 
learning process� Suggestions include requests for the primary instructor to produce more 
video lectures and for faculty to moderate discussion boards as they would do during in-person 
classroom discussions�

Many detractors have concerns about course syllabus quality, such as inadequate information 
for how instructors determine grades. This feedback highlights the importance of including 
rubrics for assessing student work in the syllabus as well as using a templated master syllabus 
that prevents the editing of essential details� Program administrators should also work with 
faculty to ensure this content is current, complete, and presented the same way in all courses� 
To further strengthen the quality, pre-course checklists should include steps for matching 
syllabus requirements to the course calendar.

Detractors also voiced concerns about typos, outdated content, and the need to buy textbooks 
that went unused. These concerns bolster the need for faculty to partner with instructional 
designers to resolve program shortcomings and improve the student experience�

What could we do to provide a more successful experience for you in this program?

Feedback Focus Area All Bus. Edu. Health Nursing Social 
Work Other

Professor, instructor, 
faculty, or teacher 42.7% 53.8% 36�8% 81.1% 29.4% 24.7% 46.8%

Program and course 
content or design 36�3% 36�5% 42.1% 48�6% 33.8% 23�7% 42�6%

LMS and technology 12�3% 15�4% 17�5% 16�2% 8�8% 8�2% 10�6%

Administration and 
communication 11�4% 9.6% 10�5% 10�8% 14�7% 14�4% 8�5%

Student interactions and/
or group projects 10.9% 8�7% 3�5% 18.9% 11�8% 13�4% 11�7%

Continued on next page
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Feedback Focus Area All Bus. Edu. Health Nursing Social 
Work Other

Advising 9.8% 5�8% 12�3% 13�5% 13�2% 9.3% 9.6%

Textbooks, resources, and/
or course materials 9.4% 12�5% 7�0% 27�0% 4�4% 6�2% 7�4%

Internships, field 
placements, and/or career 
services

8�1% 1�0% 8�8% 2�7% 8�8% 21�6% 3�2%

Admissions 5.9% 6�7% 5�3% 0�0% 11�8% 4�1% 5�3%

Tuition or financial aid 5.9% 9.6% 3�5% 2�7% 4�4% 3�1% 8�5%

Networking 1�1% 1�0% 0�0% 5�4% 0�0% 1�0% 1�1%

Nothing at this time or N/A 1�5% 1�0% 0�0% 0�0% 1�8% 2�4% 3�6%

Count of detractors who 
left the feedback field 
blank

59 14 9 2 11 13 10

Size of detractor 
population 457 104 57 37 68 97 94

Share of all respondents 
categorized as detractors 15�4% 15�7% 12�4% 14�7% 18�7% 14�8% 16�4%

Continued
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STUDENT VoICES: DETRACToRS [RATING oF 1 To 6]

There is little interaction with the 
instructors. There are times when 

they do not respond to emails about 
assignments in a timely manner.

Each professor is different, but I wish 
they would give more feedback/be 
more involved. At times, it just feels 

like a side gig for them.

The professors need to be 
more engaged with the students. 
Additionally, the university needs 

to do a better job of supporting 
the online students with external 

requirements.
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RECoMMENDATIoN

NPS is a powerful market indicator that helps schools determine if students 
will recommend their programs. But its value goes even further, as schools can 
use NPS as a diagnostic tool for measuring program health� While a high NPS 
is worth celebrating, schools should analyze why students like a program to 
continue improving the learning experience. When a school finds a program’s 
NPS is low, they can begin searching for pain points that diminish student 
satisfaction� This examination can draw from study areas that appear in this 
report, such as whether a program is reasonably challenging and that content 
is relevant� Conducting this exercise can improve programs in ways that help 
reenergize students and move them from passive to promotors�





To fulfill the following recommendations, schools must take a student-first 
approach for every step of the online education journey. As most online 
students are employed, schools can boost student satisfaction by structuring 
programs in time-conscious ways that offer a flexible path to a degree.

KEY
RECoMMENDATIoNS
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KEY RECoMMENDATIoNS

1. Examine the complete student journey—from the program research phase through 
graduation and beyond—to remove barriers to flexibility.

• These students believe that online learning offers a more flexible path to a degree than 
on-campus programs. In fact, they may not recommend programs with overly rigid 
requirements�

• Schools should limit cumbersome features to ensure students meet their work-life 
commitments. What’s more, offering flexible course schedules and multiple start dates 
allow students to earn a degree on their ideal timeline�

2. Create a consistent learning experience to alleviate unneeded stress.

• Respondents voiced dissatisfaction with errors and clumsy navigation in course 
technologies. Schools can ease these issues by developing a master-course model. This 
model ensures all courses follow a standard format to provide a seamless experience 
throughout a program, including within the LMS.

• Other enhancements include presenting content in intuitive ways and storing syllabi in 
consistent locations, which students say is vital to their success�

3. Empower faculty to engage with students to improve the learning experience.

• Like in physical classrooms, faculty serve as the face of an institution for online students. 
Effective faculty communication is a top measure by which students assess their 
experience, and online courses should foster this interaction�

• Rapid ways to boost engagement include scheduling time for students to check in 
during a term, offering timely feedback on assignments, and tailoring comments around 
individual learning needs�

• Instructors can also post weekly updates to recap lessons and help students with 
challenging assignments. Survey feedback indicates students desire more video 
coursework, and faculty could satisfy that need by recording each week’s update as a 
video�

Continued on next page
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4. Provide development opportunities that focus on teaching online students.

• Respondents consider faculty participation to be integral to their learning experience. 
Thus, faculty development must cover more than LMS use.

• Schools should offer development opportunities and workshops that focus on teaching 
students online� This training will help faculty engage with students in enriching ways 
beyond posting a syllabus to the LMS and using a discussion board to instruct their class.

Continued



Through a collaboration with Aslanian Market Research, Wiley Education 
Services designed a survey to determine how the students participating 
in Wiley-supported online programs rate their experience, as well as their 
satisfaction with their education choices� The purpose of this study was to 
capture insights that help schools improve the design, delivery, and marketing 
of online programs�

All students enrolled in Wiley-supported online programs as of February 8, 
2019, were eligible for the survey. At that time, Wiley supported programs at 
19 schools. Inquiries were emailed to students in early 2019; respondents did 
not receive an incentive to participate�

This survey received 3,175 responses; of those, 2,992 were complete, and 
removal of duplicates netted a final data set with 2,965 responses. Ninety 
percent of respondents were enrolled in graduate programs� The response 
rate was roughly 25 percent, and the median time to complete the survey 
was about seven minutes. Respondents answered 17 questions. While most 
questions followed a multiple-choice format or asked for ratings, four questions 
prompted respondents to input text�
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Wiley drives the world forward with research and education� Through 
publishing, platforms, and services, we help students, researchers, universities, 
and corporations to achieve their goals in an ever-changing world� For more 
than 200 years, we have delivered consistent performance to all of our 
stakeholders. The Company’s website can be accessed at www�wiley�com�

Wiley Education Services, a division of Wiley, is a leading, global provider 
of technology-enabled education solutions to meet the evolving needs of 
universities, corporations, and, ultimately, learners� We partner with more than 
60 institutions across the U.S., Europe, and Australia, and support over 800 
degree programs. Our best-in-class services and market insights are driven by 
our deep commitment and expertise—proven to elevate enrollment, retention, 
and completion rates� For more information, visit edservices�wiley�com�

EducationDynamics is a proven leader in helping higher education institutions 
find, enroll, and retain students. The organization maintains its industry 
leadership through a deeply rooted philosophy of serving our schools best by 
serving students first. This commitment has been at the heart of its success 
since it began more than a decade ago, and it continues today as we proudly 
serve more than 1,200 colleges and universities of all types and sizes�

Aslanian Market Research (AMR) is EducationDynamics’ market research 
division and a part of the Enrollment Management Services group. AMR works 
with dozens of colleges and universities each year to ensure that their on-ground 
and online programs meet the demands and preferences of today’s adult, post-
traditional, and online students. AMR team members have conducted market 
analyses for nearly 300 colleges and universities in 44 states from Maine to 
Oregon and Minnesota to Texas, as well as internationally�
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9417 Princess Palm Avenue  |  Tampa, FL 33619  |  813.621.6200  |  bisk.com 
 

March 31, 2020 

Via Electronic Mail    
at abby_mccartney@warren.senate.gov 
 
The Honorable Elizabeth Warren 
United States Senator 
309 Hart Senate Office Building 
Washington, DC 20510 

The Honorable Sherrod Brown 
United States Senator 
713 Hart Senate Office Building 
Washington, DC 20510 

 
Dear Senators: 
 

Thank you for your letter dated January 23, 2020, asking for responses regarding the 
relationship between Bisk Education, Inc. (Bisk) and the institutions of higher education for 
which Bisk provides services. We want to further thank you for the brief extension of the 
deadline provided by Ms. Abby McCartney of Senator Warren’s office to enable us to prepare 
responsive materials. We appreciate this opportunity to respond to your inquiry to enable us to 
accurately explain who Bisk is and how we make a difference in so many lives, especially the 
lives of students enrolled in the online programs of our clients. 

Bisk is a family-owned business which has remained in my family since it was founded 
by my father, Nathan M. Bisk, in 1975.  Both my sister, Alison Bisk, and I are the beneficial 
shareholders of Bisk since my father’s passing in 2017.  As a result, we are unlike the other 
companies which are also a focus of your inquiry; they are large public companies or entities 
owned by private equity interests. Being family-owned allows us to focus on providing 
transformative services to select institutions of higher education with the understanding that 
our family name is our most valuable asset. We form lasting and meaningful relationships with 
our clients, which affords us the ability to focus on achieving the clients’ immediate and long-
term academic and institutional objectives.  

We are a provider of online services for traditional, regionally accredited post-secondary 
schools. We work exclusively with not-for-profit institutions to enable these institutions to 
deliver an exceptional learning experience for the academic courses and programs they provide 
online to their students. We work with globally recognized universities, as well as regional 
universities, in the United States, including Michigan State University, The University of Notre 
Dame, Villanova University, Florida Institute of Technology, University of South Florida, New 
England College, and Jacksonville University. Unlike others who provide similar services, we 
have elected to work with only a few select institutions so we can provide them with services 
that are customized to their needs and requests.  
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The Honorable Sherrod Brown 
March 31, 2020 
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Because of our size, we are surprised that we were included in any of the articles critical 
of this type of online service provider included in this inquiry. We continue to be grouped with 
much larger, active companies, despite our significantly smaller size, limited contracts and lack 
of any criticisms, even from those cynical of such support. For example, in your letter you 
reference a Huffington Post article in the second paragraph with your very first footnote (The 
Creeping Capitalist Takeover of Higher Education) and again in footnotes 11, 12, 14, 18, and 20, 
but Bisk is never mentioned in the article and any questioned conduct is unrelated to Bisk. The 
article in footnotes 2 and 13 (How Companies Profit off Nonprofit Schools) of your letter simply 
lists Bisk, for some reason, as a large provider and confirms we refused to respond to an 
interview request. Similarly, the article referenced in footnotes 6-8, 10, and 15 (Dear Colleges: 
Take Control of Your Online Courses) again simply refers to Bisk as a major service provider 
without any other detail. The authors repeatedly reference Bisk and even confirmed they 
reviewed at least one of our contracts, but unlike other companies discussed, did not cite any 
improper terms, limitations, control, or describe any criticisms. While repeatedly being called a 
major influencer in the service provider space is flattering (although we believe misleading), 
describing concerns about all of them in the collective is improper and simply inaccurate. 

 
I. Overview of Bisk 

As I previously mentioned, and as background, Bisk is a family-owned business that has 
been providing innovative educational products and services for almost 50 years. In 1971, my 
father started tutoring students in preparation for the Certified Public Accountant (CPA) Exam. 
He then formed Bisk in 1975 and began offering test preparation courses to accountants.  In 
1977, we introduced our first Continuing Professional Education (CPE) and CPA review cassette 
tape courses and in 1994, Bisk introduced our CPE and CPA review products on CD-ROM. With 
these products, Bisk facilitated one of the earliest forms of distance education.  Our innovation 
in distance education was expanded further in 1996, when we developed a Web-based 
program for delivering course material to students in a real time interactive mode and started 
offering online courses for CPE and CPA Exam preparation. 

Because of our extensive foundation in educating students and our innovation in the 
delivery of distance education, we were approached by universities to help them meet their 
academic, operational and strategic objectives in launching online programs. In 1996, we 
entered into an agreement with Regis University (Regis) in Denver, a regionally accredited 
university, and helped it launch one of the first online MBA degree programs a year later. We 
then expanded our work in online enablement services with universities by providing services 
to a financially challenged Saint Leo University (St. Leo) in launching its online undergraduate 
program in 1998.  These universities were able to work with Bisk and expand their residential 
offerings online using only modest internal resources.  
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Notably, Regis and St. Leo are no longer clients of Bisk, as one of the key objectives in 
our relationships is to help our clients develop and build their internal capabilities to enable 
them to build online programs in-house. While Bisk helped guide Regis and St. Leo online, we 
also helped them both develop the internal and capabilities during our relationship.  Regis and 
St. Leo now offer extensive online degree offerings on their own, but the development of their 
internal capabilities and resources to do so was learned during their relationship with Bisk. 

Since that time period, Bisk has grown slowly and thoughtfully in providing services to 
other universities.  Currently, Bisk has active agreements to provide services to Michigan State 
University, The University of Notre Dame, Villanova University, Florida Institute of Technology, 
University of South Florida, New England College, and Jacksonville University, as well as two 
other contracts in the final phases of concluding work. These contracts contain confidentiality 
obligations which require us to keep the terms confidential.  In total, we have supported over 
one million enrollments for online degree and certificate programs around the world.  
Throughout Bisk’s growth, we maintain my father’s core values and belief that education has 
the power to change lives.   

 Bisk remains deeply rooted in its commitment to innovation in education. We work with 
select universities who expressed a desire to expand online offerings so students around the 
world can access quality education.  Even while expanding the ability of professionals and 
working adults to obtain professional and continuing education or obtain undergraduate or 
advanced degrees, we have worked with the universities to enhance the quality of the 
programs. We have numerous examples with our existing clients: 

• Working with The University of Notre Dame’s Stayer Center for Executive Education to 
enable it to offer a unique online course to develop highly needed future female leaders 
with its “Women in Leadership” course; 

• Providing services to Michigan State University to enable it to take its globally top 
ranked ground-based Supply Chain Management program online through a certificate 
program offered in the United States and in select other countries; and 

• Enabling Jacksonville University’s Davis College of Business to launch a fully online 
Master of Business Administration degree, allowing working professionals an 
opportunity to pursue an advanced degree without disrupting their careers. 

 
In short, Bisk has earned the trust of extraordinary universities to support exceptional programs 
and we are very proud of our results.  

II. Bisk Services 

Bisk, as an innovator in the online education space, offers a wide range of services to 
help universities with their existing programs (online and ground-based) and/or assist 
universities to launch new online programs to expand their existing ground-based offerings.  
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Bisk takes a flexible approach to the services offered to clients to ensure that the service best 
suits the financial, business and academic objectives of our clients.  It is the client, and not Bisk, 
that determines the scope of services provided by Bisk. Our role is to simply provide the 
requested services in an exceptional manner.  

We generally offer services in the areas where universities need help, such as: online 
learning technology; marketing expertise; communication with prospects about the programs 
and enrollment in the program; student retention; program materials delivery; and back office 
infrastructure.  Depending on the client, the programs, and its academic and institutional 
objectives, those services may be provided on an individual basis or bundled together.  In some 
circumstances, the client desires to supplement its own internal capabilities with resources and 
expertise from Bisk.  In other circumstances, the client desires a broader range of services and 
more extensive assistance in launching a program, based on the availability of internal financial 
resources and/or capabilities.  Bisk is always adaptive and collaborative in developing the 
service model that best suits the client. 

The nature of the services desired and the financial preferences of our clients drive the 
types of contracts we use. In some circumstances, we may do a specific fee for service 
arrangement where specified services are provided to the university at an agreed-upon rate. In 
other circumstances, where broader services are required and the university has significant 
initial financial constraints, the arrangement may be a tuition-sharing arrangement with Bisk 
providing a “bundle” of services in accordance with the March 2011 Dear Colleague Letter (the 
DCL).  Generally, in these tuition-sharing arrangements, Bisk will provide all of the up-front 
costs and shoulder the financial risk for the launch of these programs.  However, even in these 
tuition-sharing arrangements, clients are presented with an opportunity to share in some of the 
up-front costs and reduce Bisk’s share.  Unlike the purported claims that providers such as Bisk 
only seek tuition-sharing arrangements, Bisk actively looks to engage in a model that is best 
suited to the needs of the university.  

 Unlike the public portrayal by some of the critics and negative articles, universities are 
sophisticated consumers of online enablement services.  In most cases, they have internal 
capabilities that mirror the capabilities of the online enablers such as Bisk.  As a result, 
contracts to engage online support companies like Bisk are not entered into lightly by either 
party. Both Bisk and the prospective client conduct rigorous diligence on the opportunity, each 
other, and work closely with relevant internal constituents to secure the necessary consents to 
proceed.  This comprehensive review and due diligence is not only detailed, but lengthy, with 
the average time to finalize a contract exceeding 12 months.  And, if the contract is approved 
and executed by the parties, there is an extensive on-boarding process requiring significant 
time and effort.  While we are generally not familiar with the contracts of other service 
providers, Bisk’s contracts with its clients do not leave our clients “captive” or improperly 
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influenced by our contractual arrangement. For example, although not common during our 
lengthy history, at our clients’ request we have wound-down relationships prior to the 
expiration of the contract, in an orderly manner without financial consequence to our clients. 
Much like our clients, reputation and branding is everything to Bisk, and we go to extreme 
lengths to ensure satisfaction.   

Equally as important, and to directly contradict some claims by others, our clients 
control everything related to the traditional and academic elements of the programs they offer.  
As discussed, Bisk provides supportive services to our clients which generally include program 
hosting technology (or adapting the resident online systems), learning design, and support for 
technical issues, billing, marketing, retention, bookstore, enrollment and customer service.  Bisk 
has no control over admissions decisions or course capacities, program pricing, or decisions 
regarding the award of credentials.  Bisk also does not independently offer any part of the 
programs or employ faculty, or exercise control over curriculum or course content, and student 
instruction and admissions remain exclusively with the academic institution.  Also, our clients 
retain exclusive control over all program metrics, operations, outcomes, objectives and 
academic content. They set the course and program objectives, goals, and regularly review 
performance.  Their online operations mirror their traditional campus policies and procedures. 
Our clients develop program and enrollment objectives, and Bisk helps them meet the strategic 
goals.  

The reference to Bisk as an “Online Program Manager” or “OPM” can be misleading, as 
we technically do not “manage” anything related to our clients’ programs. In fact, the acronym 
was invented by an education industry consultant some years ago as a way to define our small 
industry segment.  We enter into contracts with interested universities, who usually approach 
us, to provide much needed services for select programs and enhance performance.  A more 
appropriate way to look at Bisk is that we are an online enabler and services provider that 
assists universities in taking their programs online and with supplemental services for existing 
online and ground programs.  Beyond institutional feedback of exceptional results, students 
who interact with Bisk report impressive results and always are aware of who we are.  

Furthermore, contrary to some assertions, while Bisk provides a seamless student 
experience as a service provider to our clients, Bisk clearly delineates its role in acting on behalf 
of the university.  As reinforced during repeated training, Bisk representatives clearly identify 
themselves as working at Bisk, acting on behalf of the client institution. On the web sites for the 
particular client programs, Bisk is identified in the terms. We never resell any prospect’s 
information to external parties, and we ensure any student information is protected and not 
shared outside of the school, all in accordance with Family Educational Rights and Privacy Act.  
Prospects and students, at all times, know when they are working with Bisk and that Bisk is 
providing enablement and supportive services for the client institution.   
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Bisk’s value to our clients is in providing assistance in critical areas where universities 
need help and request such support. We provide opportunities for universities to do things they 
cannot - or prefer not to - do internally, often due to financial, time, expertise and/or resource 
limitations. When providing bundled services and in revenue sharing arrangements, Bisk 
designed its services and structure to align with the latest guidance on the “bundled services 
exception” described in the DCL.  Bisk met extensively with the Department of Education in 
2010 and 2011. In those meetings, we provided detailed information and context to the agency 
by describing what Bisk does. We then worked closely with the decision makers regarding the 
development of the DCL.  Our services and contracts not only contributed to the development 
of the standards, but since that time have complied with the requirements.  

Budget-constrained and resource-challenged traditional universities count on us for the 
working capital and operational expertise they require to move their degree programs online in 
an effective and successful manner. Even if clients have the financial and/or operational 
capacity, Bisk provides greater scope and experience in the services we provide to the clients.   
Importantly Bisk absorbs all front-end costs associated with these contracts and does not 
recover these sunk costs unless our clients prosper, and then only towards the later portion of 
the contract term. Our contracts are shorter than most, with many averaging 5-10 years with 
the assumption that we will lose money for the initial period. While the client starts to receive 
revenue immediately upon the launch of their program online, Bisk must recover its initial 
financial and resource investments during the initial contract term, and only recovers its 
accumulated early losses during the later portion of the contract term. Although terms vary by 
scope and duration across contracts, we assume all of the risk on the front end and are 
confident both parties will be compensated appropriately over the duration of the relationship.  
We have not forced a client to maintain a contract it did not want to continue nor do we rely on 
punitive termination provisions to hold a client “captive.”  

III. Conclusion 

In the last month, we have approached a new era in education. With the current global 
pandemic of COVID-19, institutions of higher education are facing immediate and ongoing 
challenges the likes of which our society has not seen before. These institutions are forced to 
suddenly transition traditional residential students to an online modality for public health 
reasons. Now, more than ever, universities need partners like Bisk to help them support their 
offerings online. 

And we have stepped in to help universities meet this challenge. For example, we 
recently helped one of our client universities take online content from programs we support 
and provide it on an exigent basis to its formerly residential students without any cost to the 
client or revenue to Bisk. Bisk quickly moved to adapt content for online use by the formerly 
residential students at no cost to the client simply to help students that were outside the scope 
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of our engagement.  This commitment to clients and the students they serve is why we enjoy 
such loyalty and rely less on contract provisions to preserve relationships.  

Senators, I, along with my sister, and the 430 employees at Bisk, are singularly focused 
on the success of students and our client institutions. We are a different type of service 
provider. Unlike the other service providers that you have identified as part of your inquiry, we 
do not have a vast number of clients or programs and are not focused on volume.  We are 
committed to helping students thrive by expanding access to education from several top 
universities through our innovative education services.  In doing so, we will always remain true 
to Bisk’s mission and core values: be bold, be humble, and be remarkable. 

 

Sincerely, 

 

Mike Bisk 
Chief Executive Officer 
Bisk Education, Inc. 
 

 


