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Introduction

Higher education has undoubtedly embraced
digital experiences. In our annual survey,
we examine the profound impact of digital
experiences on academic institutions

and aim to identify the evolving digital
landscape across departments and schools.

Digital experiences help improve
accessibility and inclusivity for remote
students and individuals facing various
challenges. They also provide the flexibility
that today's students require and expect,
to combine education with work and life
and learn at their own pace. This survey
uncovers how institutions use digital
platforms to extend their reach and foster
inclusivity. We'll also touch on the impact
of Artificial Intelligence (Al) and its growing
role within academia.
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This survey considers stakeholders from
marketing, admissions, continuing education,
professional development, and teaching and
learning. It highlights how digital platforms
are being used and their role in connecting
the educational ecosystem.

Digital experiences open a world of
possibilities. By spotlighting emerging
trends and best practices, our report serves
as a guiding light for institutions to further
embrace the transformative power of video
solutions, thereby expanding their reach
and achieving academic excellence in the
digital age.

Methodology

We commissioned a survey of 450 part-
time and full-time professionals across six
key departments: Continuing Education,
Teaching and Learning, Marketing, Alumni
Relations, Admissions, and Professional
Development, with 75 representatives from
each. The survey respondents hail from the
US, UK, the Netherlands, and Italy, and all
work in higher education.

This report was administered online by
Global Surveyz Research, an international
research firm. The respondents were
recruited through a global B2B research
panel in February 2024. The average
time spent on the survey was between 5
minutes and 30 seconds. The questions
were randomized to prevent order bias in
answers.




Key Findings

63% of higher education professionals
use digital platforms for seminars,
workshops, and study groups, 62% for
research conferences and symposiums
and 55% for virtual campus tours.

42% of respondents say revenue Is
their main KPI, closely followed by
engagement (36%) and gualitative
feedback (36%).

Q) \here do digital
experiences need a helping hand?

Accessibility features such as
dual-screens and multilingual
support

. Top challenges when ®
creating digital experiences:

calculating ROI, managing

budgets, and optimizing

technology use Data collection and analytics within

The top 3 challenges for academics digital experiences are primarily used to  The primary features that need
creating digital experiences were measure student performance (62%) and improvement are dual screens for sign
calculating ROI (33%), managing budgets gain audience insights (46%). Only 33% language (55%), multilingual support
(31%), and getting the most out of use analytics to measure the ROI from  (52%), automation and generative Al
technology (28%). While these findings  digital experiences. Lastly, 8% say their  (47%), and captioning (43%).

call out costs, digital experiences are digital solutions don’t collect enough

still less expensive than in-person ones, data or have strong enough analytics,

which can quickly eat up budgets. pointing out room for improvement.

o Not using Al? You're a bit
behind

Out of 95% of respondents who 60% of respondents use Al for
repurpose content, 54% say it has a shelf automation, spearheaded by the
life of 4 to 6 months. This trend seems  Marketing (84%) and Teaching and
consistent across departments, with
Continuing Education clocking in slightly (59%) and Alumni Relations (52%) also  despite concerns about data security,
less time. 14% say repurposed content is use Al to generate content. A negligible  compliance risks, loss of data control,
great for 7 to 12 months, while 25% say percentage is not using or has no plans to dependency, costs, data quality, lack
It's really closer to 1 to 3 months. use Al in the future. of customization, and ethical issues,

further complicated by Google's recent
elimination of third-party cookies.

o Repurposed content is
typically used for 4 to 6 months

Most institutions (74%) use third-party
solutions when it comes to analytics and
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Learning (69%) departments. Marketing data collection in their digital experiences
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Figure 1.
In-person, Virtual, and In-person, virtual, and hybrid experiences

hybrid experiences

This survey looked at the experiences organized by
higher education professionals and found a 48-52 split
between in-person and digital experiences, suggesting
balanced use of both in higher education.

ooooooooooooooooooooooooooooooooooooooooooooooooooo

Virtual and Hybrid
experiences
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Figure 2.

|mp0rtance Qf Video_ How do respondents rate the importance of video-based content and
digital experiences for institutions and audiences/students

based content and digital
experiences

92% of respondents understand the value of video-based
content and digital experiences for institutions, but 77%
view them as nice-to-have, while only 15% consider them

must-haves.

~ Must-have | I Nice-to-have | Not important

In contrast, opinions regarding the importance of digital
experiences for students and other audiences were more
polarized. 26% of respondents said video-based content
and digital experiences are not important, while 31% feel
they are essential, and 43% say they’re nice to have.

For audiences/students




Different types of higher
education events are
hosted virtually

Digital experience platforms are versatile in facilitating a
wide array of academic events, from seminars to student
recruitment. Among the top events hosted digitally, 63%
are seminars, roundtables, workshops, or study groups.
A close second, 62%, chasSé research conferences or
'Symposiums. Additionally, virtual campus tours emerged
as a popular application, chosen by 55%.
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Figure 3.

The top events hosted digitally

Seminars/roundtables/workshops/study groups _ yg
Research conferences/symposiums ug
Virtual campus tours [ Vi o
Career development events _ b ¢
Alumni events [N i o
Student orientation days [ NG b g
Parent orientation days [ NRNEGE Y o
Academic year opening ceremonies _ yyg

Regular classes [ NG v 09

Opendays (G U ¢

Athletics/competition live-streaming [N ([

* Question allowed more than one answer and as a result, percentages will add up to more than 100%




Figure 4.
TOp KP'S for evaluating Top KPIs for evaluating di_gital experiences
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Figure 5.
Comparing d|g|’[a| Comparing digital experience a endance in 2022 vs. 2023

experiences a endance 29
In 2022 vs. 2023 -

71-80%

Our survey examined how many people attended digital 1% 0
experiences In higher education in 2022 compared to . . . 61-70% )

2023. In 2022, 45% of respondents reported an average % 2%
attendance rate of 41-50%, while in 2023, the percentage | ¢ - JOE (g «¢ @) ac? |

increased to 57%, representing a notabl®% increase 23% ——— 19%

Interestingly, the second most common attendance rate
range reported was 51-60%, with a slight decrease in
2023 compared to 2022.

)’/(]Ebl'jg «C ®j «? |

16% — 1206
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7% .8%
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Top challenges In creating
digital experiences

The main challenges higher education professionals
experienced were economic in nature, with calculating
ROI being the top (33%), followed closely by cost concerns
(31%), and third, getting the most out of technology (28%).

#$. *)*($ '*0.%. $ -)//#) +- 1$%*0. 4
were mainly focused on engagement and production.

Surprisingly, challenges related to accessibility, data

security, and audience engagement ranked lower

[#$%. 4 -u #$. .#% $) +-$*-$/% . (4 - I
(+# .$. *) 0" /. ) *+ -/$*)" $ $ ) 4u

Perhaps it also indicates that the technology Is catching

up on accessibility and data security, and that digital

experience adoption in higher education has matured,

with users looking to maximize the vast advantages digital

3+ -$) . * - ) %) -

Post-event follow-ups emerged as a notable challenge for
admissions, in contrast to the minimal concern expressed
by respondents from alumni relations.

While cost is a significant concern, digital experiences are
A$' (*-  *./S [$1 [# ) /-
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Figure 6.
Top challenges in creating digital experiences

Al Alumni
Admissions Relations/
Development

Teaching &
Learning

Professional
Development

Continuing

Education Marketing

respondents

Calculating ROI

Cost (video platform,
content production, etc.)

a @ °ea Yaf ea gifyag

-V n@s#)$of#|e technology

Production quality

Collaborating with others to
organize, create and host the event
[ 1] _ * 2 HH

Too many digital platforms
C« (x| ed nay

Legacy systems (integration, etc.)

19%

Audience engagement

16%
Accessibility 16%
Data security and privacy 15%

f®eY°¥af °Qi14%

L Opfoagé e -

right audience

14%

Post-event follow-up

* Question allowed more than one answer and as a result, percentages will add up to more than 100%



Repurposing video
content Is here to stay

95% of respondents indicated that they engage in

repurposing video content. Among them, the most
common shelf life for repurposed content is 4 to

6 months (54%). This trend was consistent across
departments, although slightly less pronounced for
Continuing Education.

Additionally, 14% of respondents reported a shelf life
of 7 to 12 months, while 25% reduced thatto 1 to 3
months. 2% reported a shelf life exceeding 12 months,
while only 4% said 0 to 1 month.
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Figure 7.
Shelf life of repurposed video content (in months)
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Figure 8.
Shelf life of repurposed video content per department (in months)
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Digital experiences
play a vital role In
building community and
engagement

53% of respondents agreed that digital experiences play
a vital role in building community and engagement.
Diving deeper, 6% of respondents strongly agreed with
this statement, 47% somewhat agreed, and 42% neither
agreed nor disagreed. The smallest percentage (5%)
somewhat disagreed with the statement.

S/ 0% -8)" *+$)S*F) v [# (( %r-$/4 /S

digital experiences as an essential part of community
engagement within higher education.
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—igure 9.
Digital experiences play a vital role In

puilding community & engagement
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Figure 10.
Usage level of engagement tools in digital events

Rules of engagement:
Quizzes and chat tools
take the Iead Bl Always use gi? = (& Sometimes use Never use

Quizzes and chat tools emerged as the most-used
engagement tools in digital events. 55% of professionals
In higher education always use quizzes during digital
3+ -$ ) .v AE¢ * ) 0. ,0%55 .v ) @D¢ .*(/3$( . Y.
0. /# (u $& 2$. v DA, '2 4. 0. # /v AF¢ * ) 0. l:1chatandgroup chat

chat, and 19% sometimes use |it.

Quizzes

Whiteboard

bg
ug
T
yg
ug

Breakout rooms

b9
Live polls g
. y 9
Certication e’ T
(
g
Crowd reactions/ emojis GQ - yyg yug

ydg

"o
/

Gamification/ Leaderboards
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Top ways data Is used
from digital experiences

Among the top ways data is used from digital
experiences, measuring student performance emerged
on top, with 62% mainly using data for this reason.
Additionally, 46% reported using data and analytics

to better understand their audience. Measuring the
performance of digital experiences ranked third (33%).
It's noteworthy that while ROl measurements were
the most important KPI for evaluating the success of
digital experiences, only a minority of respondents
reported using data and analytics for this reason. 8%
of respondents said their digital experience solution
doesn’t collect enough data to gain valuable insights,
highlighting a potential space for improvement.
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Figure 11.
Top ways data Is used from
digital experiences

Measure our students’ performance

* Gain knowledge and insights about our
* 7 * audiences

Measure the performance of our digital
experiences (ROI)

Score leads (prospective students)
4+, Would like to use it, but our digital
‘ experience solution does not have

* (sufficient) analytics... 4

. ¥ Would like to use it, but don't have the
+ know how

Don't use it because data and analytics
currently don’t hold any value for us

* Question allowed more than one answer and as a result, percentages will add up to more than 100%




4+
Figure 12. . +

How Al fits into the digital experience mix for higher education

+

+

Alumni
All o Iati
respondents Admissions Relations/
Development

Continuing
Education

Professional Teaching &
Development Learning

Marketing
Yes, it automates repetitive
tasks, thus freeing more 60% \/ \/ \/ \/ Vg
time for other tasks

Yes, it helps increase
audience engagement

Yes, it helps generate
content for our digital
experiences

Yes, it facilitates content
repurposing

Not yet, but it'’s in the
pipeline for later this year

No, | think higher education
institutions should not be
using Al

No, our digital experience

solution currently doesn't
offer Al features

* Question allowed more than one answer and as a result, percentages will add up to more than 100%




Accessibllity features are
top of mind

The top features needing improvement include dual
screens for sign language (55%), multilingual support
(52%), automation and generative Al (47%), and

captioning (43%). Notably, three of the top four features
are related to accessibillity.

Interestingly, classic engagement features like emojis,
polls, and chat must be working well, as they ranked
low on the list of needing improvement.
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Dual screens for sign language
Multilingual support
Automation and generative Al
Captioning
Analytics suite
Integration with third-party applications
Applied Al features
Content repurposing
Content personalization and recommendation
Gamification
Event promotion tools
Breakout rooms
Branding options
Emoji reactions
Live polls
Group chat
1:1 Chat

22%
22%
21%
17%
16%
16%
16%
15%
15%
15%

55%
52%
47%
43%
42%
41%

34%




Third-parties used for
different event tasks

74% of respondents turn to third-party solutions for
analytics and data. This is interesting as a third-party
solution presents a host of potential risks regarding data
security, compliance, data control, dependency, costs,
data quality, lack of customization, and ethical issues,
further complicated by Google's recent elimination of
third-party cookies. Likewise, respondents turn to third-
party solutions for other tasks like agenda-building,
promoting, and content creation.

In contrast, most respondents rely on their digital
experience platform for registrations, polls, and landing
page creation.

Events and webinars are an amazing way for the
Institution to generate first party data and bypass all
hurdles presented by third-party cookies rules.

) S+ v g S - )
costs while avoiding data privacy and security issues.

':E(' kaltura The state of digital experiences in higher education | 2024 survey report | p. 19

Figure 14.

Third-parties used for different event tasks "We use our
virtual event/
classroom

weosrrs | Y platform’

"ol
anding page creaton

Agenda building
Promotion

Content repurposing

N

"We use a

dedicated
Analytics & data collection m third-part

solution”

* Percentages may not add up to 100% due to rounding up of numbers



Room for a new digital
experience platform

We looked at how satisfied professionals in higher
education are with their current digital experience
solution. The findings revealed that only 38% were
totally satisfied, with 4.4% being very satisfied and 33%
somewhat satisfied. Yet, the majority (54%) remained
neutral, while 8% are somewhat unsatisfied.

These results suggest there’s room for greater
satisfaction. This trend may indicate that respondents

* ) $)# -8/ K0/S*). L () " ()] 28/# "SI

on their selection.
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Figure 15.

How satisfied professionals in higher education are with
their current digital experience solution

4

Very satisfied

Neutral

54%

Somewhat unsatisfied

8%

Somewhat satisfied
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Figure 16. Figure 17
Country Department
T Teachmg&
development 17% learning
0 .
60% UnitedStates — e Pdee o
17%
Continuing Alumni relations/
20% United Kingdom education Development

10% Italy

Figure 109.
Student population

e Netherl

500-1,000 1,000-5,000
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Figure 18
Employment st

Part time
employee

Full time
employee

5,000-20,000
# of students




About Kaltura

Kaltura provides real-time, live, and on-demand
video experiences for online educational programs
and virtual learning that bring both educators and
students closer than ever. From a fully integrated
LMS video layer, virtual classrooms, lecture capture,
and webinars, to live recruitment, alumni events,
and more - Kaltura’s Al-enhanced off-the-shelf
products offer flexibility, modularity, and ease

of integration. Our products empower any size
Institution to create interactive digital experiences

that are engaging, personalized, and accessible to all.
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