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Here’s what some of our 
students have said recently:

Open Universities Australia (OUA) is the only online higher 
education marketplace that enables Australian universities to open 
their doors to every student seeking access to higher education. 

I love how I can grow with my 
education and build my career at 
the same time. OUA is also able to 
chat outside of business hours in 
a way that suits me ie Facebook, 
phone or email. OUA has been 
supportive and flexible for my needs.

OUA has made the process of 
commencing Uni easy and they offer 
additional support through their 
Smartthinking service which has been 
instrumental in my assessment work.

…Offering a study period over 
the summer months is good.

The ability to do single courses with 
no previous grades, and then using 
the grades you achieve in that single 
course to then apply for the full degree.

SMARTHINKING!!!! an absolutely 
invaluable tool for anyone who is not 
already academically proficient!! 

OUA is a great way to make university 
accessible to those who previously may 
not have qualified, including myself.

I would’ve never had the chance to 
get into a University if it wasn’t for 
you guys, cause I didn’t finish school.

It’s great to be able to do subject 
by subject without signing on 
for an entire course!!! 

It is a flexible way to study & 
you can study at universities 
far from where you live.

It’s subject entry pathways into any 
course doesn’t need a minimum 
ATAR so any degree is possible.
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OUA has been helping to support the higher 
education sector for over 27 years. Our 
commitment to providing access to quality, 
higher education for everyone underpins 
everything we do. 

This hasn’t and won’t change.
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Since the last edition of the Market 
Opportunities Overview, OUA has 
welcomed 7 new university partners to 
our marketplace, taking our total to 21.

• The University of Adelaide

• Bond University

• Charles Sturt University

• Edith Cowan University

• James Cook University

• Southern Cross University

• Torrens University Australia

Despite the challenges of 2020, OUA 
remains focused on delivering value 
for all our university partners. 

We help universities to extend their brand profile and 
reduce the costs of attracting new students through:

• $22m in marketing support nationally

• 32% unprompted brand awareness leading 
the online higher education category

We help universities to reach their 
targets and succeed in enrolments: 

• Over 25,000 new students (those who 
have not enrolled via OUA before)

• Added 693 new units and 123 new 
programs to the OUA marketplace

• 16.6% increase in ATSI students year on year

We provide technical expertise and guidance which 
reduces administrative burden on our universities:

• Expanded the Rapid Development 
Fund to offer more support for program 
development (See page 50)

• Introduced the Partner Hub to make 
program management easier

• Satisfaction tracking on every unit, every study 
period offering performance benchmarks
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This year’s MOO takes a different approach 
to previous editions. Case studies which tell our 
university partners’ success stories, along with new 
research which explores the student perspective 
of microcredentials, showcase how OUA works 
alongside our university partners to help them 
respond to some of the challenges they face in 
today’s rapidly changing education landscape.

At the time of writing the impact of COVID-19 is 
being well and truly felt right across the education 
landscape and the world. OUA has executed 

research to explore the attitudes and behaviours 
of students towards study during this crisis. We 
will be sharing these results later in the year.

The purpose of MOO 2020 is to demonstrate 
how our commitment to helping students also 
benefits our universities. As Australia’s changing 
education landscape continues to threaten 
traditional perspectives of what it is to be a student 
or even what a university is, we encourage you 
to also challenge your perspective of OUA.

Welcome to the fourth edition of  
the Market Opportunities Overview, 
which we affectionately call the MOO. 

T R I S T A N 
—
Bachelor of 
Communication, 
Griffith University
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OUA’s marketplace is a flexible way for 
universities to offer degrees and subjects to 
a wider audience and help them to attract 
students beyond traditional catchment areas. 

This section outlines the new opportunities our marketplace 
offers in 2021, and how one university found partnering 
with OUA helped overall enrolment growth.

 
Driving  
business results
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A marketplace is dynamic, constantly 
invigorated by new programs, units and 
learning options which respond to the 
evolving demands of students.

New programs attract new students. Last 
year approximately 18% of OUA new student 
enrolments come from new programs.

To receive the maximum benefits from the 
OUA marketplace, universities need to be 
updating programs, price, entry requirements, 
availability of study, student experience, and 
open access entry pathways for example 
to ensure their portfolio of programs is 
best placed to satisfy student demand.

With more than 400 programs offered 
by 21 universities, OUA’s marketplace 
participation has nearly tripled over 
the past three years, growing from 
148 undergraduate and postgraduate 
degrees to over 400 as at July 2020.

While growth in the volume of traditional 
master’s and bachelor programs is consistent, 
our flexible marketplace has expanded to 
accommodate the other types of qualifications 
students are looking for including diplomas, short 
courses, undergraduate certificates and soon 
OUA will be offering microcredentials as well.

13 new short 
courses

123 new  
programs

new  
universities

33 new undergraduate 
certificates

514 new undergraduate 
subjects

179 new postgraduate 
subjects

In 2020, the marketplace 
has expanded by:

OUA Marketplace: 
offering new opportunities 
for growth in 2021

A R T I C L E  0 1
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With more than 400 programs offered by 21 
universities, OUA’s marketplace participation 
has nearly tripled over the past three years 
to offer even more choice for students.

E M M A 
—
Bachelor of Communication, 
Griffith University
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Program volume growth has been 
apparent in all disciplines but the 
areas of arts and humanities, business, 
health and education with programs 
numbers expanding by 145%, 137%, 
266% and 234% respectively, are 
particularly noteworthy.

We look back at how the marketplace has changed 
over the past three years and the opportunities for 
growth it offers universities in 2021 including:

• Areas of high demand which lack the breadth 
of program choice students desire

• Areas of unmet demand which offers first 
mover advantage for universities able to 
fill current gaps in program availability

• Highly competitive areas of high demand 
which may appeal to universities able to 
demonstrate program differentiation

Lead Referral Services, a new way of bringing 
programs into marketplace is introduced 
on page 13. How lead referral became 
the highest converting lead source for on 
university partner is explained on page 36.

All graph data is sourced by OUA Gooddata, accessed 29 July 2020.

A D R I A N 
—
Graduate Certificate  
in Health Promotion,  
Curtin University
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Undergraduate communication programs with 
open access pathways could be an opportunity 
for growth by complementing existing offerings 
in this area. Broad price bands at the postgraduate 
level present an opening for universities willing 
to offer a competitive alternative.

Creative 
Arts

Experiencing consistent year-on-year (YOY) growth in enrolment numbers 
over the past 3 years, programs in Communication and Media Studies 
dominate this discipline. In 2020, six universities offered 14 programs, 
up from the previous 2 programs from 2 universities available in 2017.

Degrees offered via OUA marketplace 
Broad field of education – Creative Arts

Offered 2017 Offered 2018 Offered 2019 Offered 2020
0
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14
creative arts programs 
were offered in 2020
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Society  
and Culture

Further new programs in Law and Justice, 
Cyber Security, Counter Terrorism and 
Environment would be well placed to 
satisfy demand and capture growing 
enrolment numbers in these areas. 

Recognizing the opportunity to offer more choice for students particularly 
in the areas of Behavioural Science (6 new) and Law and Justice (14 new), 
9 new universities have added programs to this discipline since 2017. 
A total of 73 new programs from 15 universities were added to 
the marketplace in 2020, taking the total to 96.

Degrees offered via OUA marketplace  
Broad field of education – Society and Culture

Offered 2017 Offered 2018 Offered 2019 Offered 2020
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96
society & culture programs  
were available in 2020

SECTION ONE
PAGE 12

OPEN UNIVERSITIES 
AUSTRALIA



Degrees offered via OUA marketplace  
Broad field of education – Management and Commerce

Offered 2020Offered 2019Offered 2018Offered 2017

Some universities chose to offer degrees in the 
Management and Commerce discipline via OUA 
Lead Referral services, an additional acquisition 
channel which attracts qualified leads. New leads 
are transferred across to universities for completion 
of the sale and enrolment. Lead Referral enables 
universities with a developed lead nurturing system 
to bring programs to the marketplace quickly.

Management 
and Commerce

Perennially popular, enrolments within this discipline have traditionally grown 
YOY. With the non-exclusivity permitted by the OUA marketplace, 115 
programs from 12 universities are now offered. This competitive discipline 
is dominated by postgraduate offerings including 16 MBA programs which 
students can easily evaluate side by side using OUA's compare functionality.

However, universities willing to offer programs 
via OUA end-to-end Full Service would receive 
the benefits of open access enrolments. Under 
a Full-Service agreement OUA bears the cost 
of application and enrolment helping students 
to enrol quickly but enables universities to 
benefit by offering a pathway to CSP.
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Health

Health has witnessed dramatic change recently, growing from a single 
program in 2017 to 73 in 2020. New programs in Rehabilitation Therapies, 
Nursing (Postgraduate) and Medical Studies at both undergraduate and 
postgraduate level have increased each year but the biggest growth has 
been in the number of Public Health programs now offered by 9 universities.
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Offered 2017 Offered 2018 Offered 2019 Offered 2020

Degrees offered via OUA marketplace  
Broad field of education – Health

73 9
new health programs 
were offered in 2020

universities now offer 
Public Health programs
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There is an opportunity to complement the 
4 undergraduate programs in Public Health 
and provide more choice for students seeking 
entry level qualifications in this area. There 
is a significant opportunity for a university to 
offer a Bachelor of Health with an open access 
pathway either as Full-Service or CSP.

Programs in Food and Nutrition are under-
represented, additional undergraduate programs 
would help to satisfy the strong demand from 
students for alternative programs in this area.

Additionally, a Bachelor of Community Health 
Management and/or Bachelor of Health Promotion 
would be a welcome addition to the current 
offering. Undergraduate offerings in Sports Science 
are also underrepresented and programs with an 
open access pathway would fill a current gap.

25

20

15

10

5

0

Offered 2018 Offered 2019 Offered 2020

Degrees offered via OUA marketplace  
Narrow field of education – Public Health
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N I K K I 
—
Master of Teaching  
(Birth to 5 Years),
Macquarie University
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Education

Programs in the education discipline 
are often some of OUA's top 
performing degrees which combined 
with YOY growth in enrolments 
numbers may help to explain the rapid 
growth in the number of programs 
offered via our marketplace from 2019. 

Previously only one university made 
three teacher education degrees 
available, but in 2020, 46 programs from 
12 universities are now offered.

A majority of these programs are in Teacher 
Education at the postgraduate level, and with 
only four undergraduate degrees on offer, 
additional programs at this level would be 
beneficial for students seeking more choice.
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Degrees offered via OUA marketplace  
Broad field of education – Education

ARTICLE 01
PAGE 17

A
R

T
IC

L
E

 0
1



Subject areas 
gaining momentum

In the 2019 Market Opportunities Overview, 
OUA identified several significant opportunities 
for universities to bring new courses into 
the OUA marketplace in high demand areas, 
specifically in Nursing, Law, Psychology, 
Finance, and Computer Science.

Some universities have responded to this call by 
bringing new programs in areas such as undergraduate 
Law and Psychology, but unfulfilled demand is wanting 
especially in Nursing and Computer Science.

M E L I S S A 
—
Graduate Certificate  
in Health Promotion,  
Curtin University



In 2019, OUA outlined potential solutions 
to addressing the practicum issue:

• Developing a course with multiple 
universities in different states.

• Offering the first year of a nursing degree 
online with articulation agreements into  
on-campus courses. Providing online 
health informatic units for students in 
on-campus degrees or as professional 
development for existing nurses.

Nursing

According to data from the OUA Student Advisory, nursing is the 
most requested program which OUA currently does not have in the 
marketplace. Undergraduate programs in nursing remains an opportunity 
for a university wanting to capitalise on this demand and can overcome 
the potential barriers to practicums which online teaching presents. 

At present the opportunity to secure first mover 
advantage by bringing an undergraduate nursing 
program into the OUA marketplace remains. This 
could be an undergraduate certificate, diploma 
associate degree or full bachelors degree.

Program growth in nursing has been at the 
postgraduate level with 5 universities adding 9 new 
programs since 2019. Most programs have been 
at the Graduate Certificate and Graduate Diploma 
level helping to meet demand from working 
professionals looking to advance their career.
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Degrees offered via OUA marketplace  
Narrow field of education – Nursing

Offered 2018 Offered 2019 Offered 2020
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Last year’s Market Opportunities 
Overview, revealed opportunities for:

• Additional undergraduate law courses 
with both three and four-year options.

• Technology and data focused units 
designed with lawyers in mind.

• Graduate law programs with the option 
to take electives in business areas such 
as accounting, financial management 
and project management or soft skills 
such as collaboration and negotiation.
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Law

Degrees offered via OUA marketplace  
Narrow field of education – Law

In 2019, OUA offered 9 law degrees 
from 6 universities, primarily at the 
postgraduate level. 

Universities recognized this and 
responded by bringing 7 new programs 
on-board including an additional 
3-year undergraduate program to 
complement existing 4-year options.

Some new postgraduate degrees do 
include technology units, and many 
are commercially focused, but more 
flexibility in elective units with business 
or soft skills would broaden the choices 
for students seeking graduate study.

Offered 2017 Offered 2018 Offered 2019
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Whilst OUA has made available Rapid 
Development Funding (RDF) for the development 
of one undergraduate offering, the offer for 
postgraduate degrees remains open.

In 2019, OUA was very interested in online 
Graduate Diplomas in any of the following 
specialist areas, as recommended by the 
Australian Psychological Society:

• Clinical neuropsychology

• Clinical psychology

• Community psychology

• Counselling psychology

• Educational and developmental psychology

• Forensic psychology

• Health psychology

• Organisational psychology

• Sport and exercise psychology

Universities have made available postgraduate 
degrees in some of these specialisations such 
as forensic psychology however more breadth 
and depth of psychology degrees is needed 
to offer students diversity of choice.

Psychology

Last year, OUA expressed interest in talking to universities 
about overcoming the challenges in delivering an online 
postgraduate clinical or professional psychology degree 
and was prepared to invest in developing a viable solution.

D A V I D 
—
Bachelor of  
Behavioural Studies,
Swinburne University
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Degrees offered via OUA marketplace  
Narrow field of education – Banking, Finance and Related Fields

Offered 2017 Offered 2019Offered 2018 Offered 2020

Finance

OUA has previously revealed opportunities for universities to 
offer specialist postgraduate degrees in finance to meet the 
expected demand for qualifications to meet the compliance 
needs of the banking sector following the recommendations 
of the 2019 Royal Commission into Misconduct in the 
Banking, Superannuation and Financial Services Industry.

In response to this, a further 6 degrees in 
Banking, Finance and Related Fields have been 
added to the marketplace taking the total 
number of degrees to 9 (2 undergraduate and 
7 postgraduate), spanning 6 universities.
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Single units in finance would also 
be appealing for Law students 
seeking electives in these areas.
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In 2018, OUA only had one undergraduate 
degree in fundamental ICT technologies and was 
interested in working with any university that was 
willing to offer more ICT courses with a broad 
range of specialist majors and minors, at both 
the undergraduate and postgraduate levels.

Responding to these calls, universities have 
added a further 20 Information Technology 
related programs, 12 of these new programs 
were added in the past year alone.

Degrees offered via OUA marketplace  
Broad field of education – Information Technology

Offered 2017 Offered 2018 Offered 2019 Offered 2020
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Information Technology 
& Computer Science

Whilst students now have much more 
choice, particularly at the postgraduate level, 
universities which respond to the opportunity 
for more Information Systems programs at the 
undergraduate level could be competitive.

Currently, there is no computer science degree on 
the OUA platform which is a gap that could offer 
first mover advantage for a university able to fill it.

With only 2 undergraduate 
offerings in 2017, this area has 
long been heralded by OUA as 
an opportunity for growth.

Currently, there is no computer 
science degree on the OUA 
platform which is a gap that could 
offer first mover advantage for 
a university able to fill it.
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A modern-day challenge for 
universities: the University 
of New England’s experience

In fact, the university pioneered teaching to 
external students by correspondence and 
continues to provide education opportunities for 
rural and regional people living outside of the 
big cities, especially within New South Wales.

Despite the university’s success in offering 
programs online for years, their ability to 
attract students located outside of New 
South Wales was limited and considered an 
opportunity to grow. 60% of the university’s 
current student cohort come from NSW.

UNE is one of the most experienced 
universities to offer “distance”, now 
known as “online”, education. 

How partnering with 
OUA helps overall 
enrolment growth

C A S E  S T U D Y  0 1

UNE were interested in increasing their profile 
nationally and welcomed discussions with 
OUA to explore ways we could help.

77% of students who enrol through OUA 
study with a university located outside of their 
home state – allowing course content and 
reputation to eclipse concerns about location.
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P R O F E S S O R  
T O D D  W A L K E R 
—
Provost and Deputy  
Vice-Chancellor

UNE wanted to attract new students 
by increasing their profile nationally.
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Many universities across Australia have already joined 
the OUA marketplace to make their programs available 
to students across the country. UNE was initially 
apprehensive about joining OUA, as Professor Todd 
Walker, Provost and Deputy Vice-Chancellor explains.

“In the past UNE had decided not to 
partner with OUA,” he said. Stakeholders 
at the university were worried that online 
enrolments through OUA could cannibalise 
the university’s direct enrolments 
for both on-campus and online.

“Although the [online] market as a whole is 
growing, we had seen enrolments into our 
Law program plateau, so we thought it would 
be great to test the waters by re-engaging our 
OUA partnership with this Law program” he 
explains. “OUA is an established organisation 
with a strong business model... I felt like it was 
a great opportunity, so when they reached 
out, I thought we should give it a go.”

The decision to partner

We had seen enrolments into our 
Law program plateau, so we thought 
it would be great to ... re-engage our 
OUA partnership with this program. 
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First mover advantage

Whilst OUA already offered 
access to law programs at 
a postgraduate level, OUA 
had seen extensive demand 
from students for an online 
undergraduate program in 
law and was looking to fill a 
gap in its marketplace.

UNE recognised this gap and the opportunity 
to gain a first mover advantage and so made 
their Bachelor of Laws available to students via 
the OUA marketplace for commencement in 
T3 2018. Students were required to successfully 
complete a pathway of four Open Access 
subjects and achieve a GPA of 4.2 before 
being eligible to study the remaining subjects 
that make up the restricted degree program.

With so many students expressing interest 
in an undergraduate law program via OUA, 
this pathway provided students with the 
opportunity to make sure the Bachelor of 
Laws was right for them, as well as pursue 
a qualification which was not previously 
available to them. The GPA benchmark 
helped the university ensure OUA student’s 
academic performance aligned with existing 
UNE students who had qualified for direct 
program entry with a higher level ATAR result.
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Since commencing with OUA, not only did UNE 
receive a significant number of OUA student 
enrolments, but the university also witnessed 
an increase in their direct enrolments as well.

The university’s results

“At a unit level, we now have more students 
than ever before.” Professor Walker explains 
that “For us to achieve this on our own, we 
would have to double our marketing budget.”

When asked why he thought this had 
happened Professor Walker highlighted the 
importance of partnering with a digital brand 
that reaches all states of Australia. “(It’s) due 
to the national marketing.” In partnering with 
OUA, Professor Walker believes UNE was 
able to extend their marketing reach further 
and target a different student audience.

“OUA has not only provided access to 
a market we otherwise couldn’t get but 
our own enrolments have grown by 
around 9%”, said Professor Walker.

“OUA has attracted a new type of 
student” Professor Walker explains. 
“60% of UNE students come from NSW, 
whereas 60–70% of our OUA students 
have come from outside of NSW.”

As UNE has demonstrated, partnering 
with OUA allows universities to further 
extend their national profile helping attract 
students they may not otherwise reach, 
without compromising traditional direct to 
university and on-campus enrolments.

D I R E C T 
E N R O L M E N T S 

V I A  U N E

D I R E C T 
E N R O L M E N T S 

V I A  O U A

9 %  G R O W T H 
I N  U N E 

E N R O L M E N T S

T O T A L 
E N R O L M E N T S
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A nice problem to have

“The biggest challenge that comes with such 
rapid growth is staff resourcing, which is a 
great problem to have. Before partnering 
with OUA, the discussions were about how 
we were going to sustain the program, and 
now the discussions are about managing 
the growth” said Professor Walker.

Whilst technology and other market forces 
continue to shape the way universities 
deliver their programs, attracting new 
enrolments remains a constant challenge.

Partnering with OUA not only provided 
UNE with a new cohort of Open Access 
students, it also enabled UNE to reach 
students located outside of NSW.

However, the growth in student enrolments 
didn't come without its own challenges.

B E H N O U D 
—
Executive MBA,  
RMIT University
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Collaboration with 
OUA via Open Access

UNE valued the collaboration and access to 
market intelligence and national marketing 
campaigns which OUA could offer.

“OUA set strong foundations for collaboration,” 
explains Professor Walker which helped to 
“form an open, transparent partnership.” 
“The [OUA] team have understood our 
goals and desire to test things as we go and 
provided “market opportunities, access to 
intelligence and a viable funding model.”

OUA’s goal is to make education more 
accessible by providing students with the 
ability to access study they may otherwise 
be unable to. One of the ways OUA does 
this is via Open Access or single subject 
enrolments which allow students to 
demonstrate success before pursuing a full 
degree program. OUA has a unique status 
within the Higher Education Support Act 
(HESA 2003) to provide access to FEE-HELP 
for students to study single subjects.

As an education marketplace, OUA offers 
students administrative support but plays no 
role in teaching and learning as this is managed 
and delivered by experts within the university.

UNE wanted to preserve the university’s 
CSP funding allocation and so chose 
to provide their Bachelor of Laws 
using OUA’s Open Access agreement. 
This agreement allows UNE to grow 
enrolments beyond their existing CSP 
envelope. Students could access OUA’s 
FEE-HELP support which offers the 
opportunity for them to demonstrate 
their capability and commitment to 
succeed, before being eligible to continue 
to study the remaining subjects in the 
restricted degree program. Reporting 
on student progress remains the 
responsibility of OUA under the HESA 
provisions, thereby minimising the 
administrative burden on the university.
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This gives students the ability to find and 
compare degrees and subjects from universities 
outside of their immediate radius – meeting 
the need to “study what I want, where I want,” 
so often associated with online education.

OUA reaches students across Australia through 
national marketing campaigns that prominently 
features our university partners brands.

OUA remains the number one brand 
for online education with a 3% YOY 
growth in brand awareness.*

*Source: OUA Brand Heath Tracker data 2020

In the first half of 2020 OUA marketing campaigns 
have supported our universities by driving:

National marketing  
365 days a year

A not-for-profit organisation, OUA offers a 
marketplace that helps students explore, choose 
and enrol in thousands of degrees and subjects 
from leading Australian universities online. 

website impressions3.6m

TV reach16m

radio impacts4m

social impressions90m

video views12m
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S E C T I O N

02

OUA is a sales and marketing partner which complements 
universities own acquisition activities by attracting 
students beyond traditional catchment areas. 

More recognised than some universities outside of a student’s home state, 
OUA’s national brand strength is reflected in our ability to deliver enrolments 
from around the country. This section reveals how successfully leveraging OUA 
national marketing reach helps suit different university needs and in what way 
OUA can help to support university equity targets through student diversity.

Reducing the 
costs of attracting 
new students
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For universities with a developed lead 
nurturing system, Lead Referral Services is an 
additional acquisition channels which attracts 
qualified leads. New leads are transferred 
across to universities for completion of the 
sale and enrolment. Universities only pay for 
the leads they convert into enrolments.

OUA Lead Referral is a non-exclusive 
agreement, no minimum program or 
unit commitments, no financial risk and 
universities keep control over pricing. 

2020 Lead Referral growth:

U N I V E R S I T I E S

11

P R O G R A M S

70

Successfully leveraging 
OUA national marketing 
reach to suit different 
university needs

C A S E  S T U D Y  0 2

After collaborating with our university partners,  
OUA has developed flexible service options which 
allow universities to leverage our national marketing 
by choosing the level of support they need.
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For one university partner lead referral 
became their highest converting lead source 

N E S S A 
—
Master of Employment Relations, 
Griffith University and MBA, 
RMIT University
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One current University Partner 
chose Lead Referral Services to 
complement their other existing 
acquisition channels 

Many of these programs were not 
exclusive to the OUA marketplace and 
complemented other established programs 
already offered within the portfolio.

One of the advantages of Lead Referral Services 
is that programs can be seamlessly and quickly 
added to the marketplace so that universities 
can start taking advantage of national marketing 
efforts as soon as possible. Within 3 weeks of 
the agreement with OUA being approved, the 
university started to receive new qualified leads 
from OUA. At the universities request these 
new leads were initially transferred by email-
to-case integration into their CRM system.

In time for March 2018, this university chose 
18 programs in the Business/Management, 
Health, Media/Communications and Information 
Technology disciplines at both the undergraduate 
and postgraduate levels to test whether Lead 
Referral Services was right for them. 

Over the next few months, OUA worked closely 
with the university to help them to steadily improve 
their enrolment conversion rates. By sharing our 
experience in helping online students choose the 
right program and knowledge of online content 
best practice, OUA has helped this university to 
achieve an enrolment conversion rate of 7%. This 
conversion rate is based on known prospects 
which are qualified, higher quality leads and 
enrolments post census, providing an accurate 
performance result. This conversion rate was post 
census and spanned the 18 undergraduate and 
postgraduate programs they originally offered.
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In 2019, this university was receiving an 
average of more than 180 leads per week. 
In 2020*, this has grown to nearly 200 
leads per week, a year on year growth 
rate of 11%. OUA is now the highest 
converting lead source outside of their 
own website lead capture, making up 25% 
of their overall student base.

In addition, through careful lead nurturing 
over the long consideration periods applicable 
to postgraduate study, this university 
expects that conversions from OUA leads 
will continue to steadily grow over time.

As a result of OUA’s success in attracting high 
quality leads which led to new student enrolments, 
this university has since expanded the number of 
programs available through the OUA marketplace 
by 27%. Furthermore, after initially starting with 
lead transfer via an email integration solution, the 
university has since cemented Lead Referral Services 
as a viable lead source and has implemented a Web 
Service API integration. This integration benefitted 
the university by providing a two-way data exchange 
which created efficiencies in lead nurturing 
and offered greater administrative accuracy.

K E L LY 
—
Bachelor of Accounting
University of South Australia

OUA is now the highest converting lead source 
outside of their own website lead capture, 
making up 25% of their overall student base.
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Developed through testing to ensure 
adequacy and an optimal experience for the 
student, this form requests the students 
name, email address and phone number.

This process ensures that universities are receiving 
higher quality leads from students who have 
expressed an interest in the actual program. 
These qualified leads are securely transferred 
in real time to the university via the method 

OUA attracts the qualified 
lead, you make the enrolment 

D A N I E L 
—
Bachelor of Business 
Griffith University

OUA attracts qualified leads captured 
by a simple form on the relevant 
program page of the website. 

best suited to their current systems for the 
completion of the sale and the enrolment.

Unlike other options available in the market 
Lead Referral Services is a pay for performance 
channel. Universities pay a performance-
based fee structure for the enrolments which 
are attracted post census. This helps to shield 
universities from the risk of student drops. 
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If OUA doesn’t 
deliver enrolments, 
universities are 
not charged

All the while receiving the benefits 
of OUA national marketing efforts.

OUA promotes programs without prejudice 
or financial risk to the university. This also 
means that the volume of leads a university 
can expect to receive from OUA varies by 
program, university study periods and the time 
of year. Although leads are transferred in real-
time OUA typically experiences four peak lead 
volume times throughout the year which align 
to university study periods. These are generally 
around February, May, August and November.

Attract students Send lead 
referral data

Nurture lead
Nurture relationship/engagements

Manage applications
Enrol students

Manage student funding
Manage exams

Re-enrol students

Deliver unit/program via 
your own LMS

Manage student learning 
to graduation

Report leads > 
enrolments

Unlike other options available in the market Lead Referral Services is 
a pay for performance channel. Universities pay a performance-based 
fee structure for the enrolments which are attracted post census. This 
helps to shield universities from the risk of student drops. 

O U A U N I V E R S I T Y  P R O V I D E R

Lead Referral: How it works

MARKET OPPORTUNITIES 
OVERVIEW 2020
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According to a recent DET issues paper, compared to 
those in very remote areas, people living in major cities 
are four times as likely to participate in university.1

What’s more, without considered options for 
Regional, Rural and Remote (RRR) students to 
engage in higher education whilst staying within 
their communities, local communities either face 
a population of under-educated residents or lose 
those with the capacity to study to cities. This 
cycle further feeds the education gap between 
metropolitan and RRR communities, which is 
why the advent and support of community 
based online learning has become so critical.

OUA’s reach into regional markets is on par with that 
of the national rate (20.0% vs 20.3%) however OUA’s 
ability to tap into remote markets is higher than the 
national rate and significantly higher for metropolitan 
based universities. As an example, OUA has provided 
one university partner with significantly greater 
reach into remote areas through its OUA offerings 
(2.7%) than through its own online programs (0.6%).

OUA’s brand strength is reflected in our ability 
to deliver incremental enrolments to university 
partners that they wouldn’t otherwise achieve.

OUA’s remote market  
reach for one university:

OUA

University partner’s 
online programs

2.7%

0.6%

Supporting your equity 
targets through student 
diversity Regional, Rural 
and Remote Students

A R T I C L E  0 2
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Turning to higher education as a mature 
age student, Shiree chose a Bachelor 
of Arts at Griffith University and after 
successfully graduating works for an 
NGO coordinating child protection 
projects in her local community.

S H I R E E 
—
Bachelor of Arts,
Griffith University
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For example, Education students are 
able to apply their skills in the classrooms 
of their local community – not only 
providing more accessibility for students 
considering study, but also ensuring 
those communities retain trained and 
educated individuals.

Griffith University has also been a strong believer 
in community placement, as Shiree Talbot says.

Shiree Talbot typifies how OUA enables access 
to university for RRR students who would 
otherwise be lost to higher education. Living 
in the regional town of Wellington in NSW, 
Shiree’s family situation and passion for her local 
community meant studying on-campus was 
not an option. Turning to higher education as a 
mature age student, Shiree chose a Bachelor of 
Arts at Griffith University and after successfully 
graduating works for an NGO coordinating child 
protection projects in her local community.

One of OUA’s foundation online providers, Curtin 
University, has addressed this RRR gap as part of 
its online focus, ensuring the brains trust of these 
students stays within their communities and as such, 
ensures (where possible) any practicum components 
of online degrees can be executed locally.
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Students with 
Disabilities

Students with disabilities are classified into categories 
which include; a specific learning difficulty, a social/
communication impairment, a long-standing illness or 
health condition, a mental health condition, a physical or 
mobility issue, deafness, or serious hearing impairment, 
and blindness or serious visual impairment.

In 2019, 7.5% of OUA students declared a  
disability. The largest category for OUA students 
is long-standing illness or health condition, 
followed by students who report two or more 
conditions. Mental illnesses impact 18% of 
those declaring, 16% reporting mobility issues, 
and hearing and vision impairments both 
account for 5% each. Conrad, a Bachelor of 
Construction Management (Curtin University) 
student chose OUA because diabetes meant 
he could no longer cope with the physical 
aspects of the construction industry.

For some students who have chronic illness, 
mobility issues and mental health issues, the 
choice to avoid attending a campus and study 
online is a positive experience as they have 
more control over their learning environment. 
This may be a factor in the rate of declared OUA 
CSP students with disabilities which tends to 
be higher for most of OUA university partners.

Demonstrating the value OUA can offer 
in helping universities social responsibility 
and equity targets, most universities have 
higher rates of participation through OUA.

C O N R A D 
—
Bachelor of Applied Science 
(Construction Management) 
Curtin University
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The Indigenous Strategy Annual 
Report 2020 by Universities Australia 
recommends to reach national parity a 
target of 3.1% needs to be reached.

The OUA percentage is greater than the 
national average and in many cases these 
students contribute strongly to universities’ 
overall Indigenous student CSP numbers. 

In 2017 32% of one university’s 
Indigenous students were channelled 
through OUA Open Access into a CSP.

Indigenous Students

B I L L I E 
—
Bachelor of Commerce  
(Business Law), 
Curtin University

In 2020, Aboriginal and Torres Strait Islander students 
made up more than 4.2% of the OUA student cohort.

of OUA’s student cohort were 
Aboriginal and Torres Strait 
Islander students in 2020

4.2%
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Low-Socio-Economic Status

The OUA low SES participation rate 
(students permanently domiciled in the 
bottom 25% of postcode areas for relative 
social advantage) is the second largest equity 
group at OUA, second only to Remote, 
Rural and Regional students. In 2020, 
more than 11% of undergraduate students 
were classified as low SES students.

of undergraduate students 
were classified as low SES 
students in 2020

11%

A N N A 
—
Bachelor of Food 
& Nutrition, 
La Trobe University
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Student equity team

Corey and Claire are the heart of OUA’s Student 
Equity Team and have a great understanding of 
the challenges and rewards the job entails.

“When you get to help someone who, for 
whatever reason, has been up against it but 
is still totally determined to make a real go of 
study – it’s a great feeling,” says Corey.

“For some students it might be that studying 
on-campus simply isn’t a viable option, and for 
others life just might have thrown them some 
curveballs which has meant being eligible to 
study has been a rocky process. When you get 
to help get these students back on track to fulfil 
these study dreams, it’s really satisfying.”

When asked the most important skills for 
those working in a student-facing equity role, 
they both agreed that resilience, teamwork, 
empathy and communication are essential 
to achieving successful outcomes.

“In this role you’re often working with people 
who are stressed and sometimes overwhelmed 
by the both the application and study process,” 
says Claire. “It’s our job to listen to their concerns 
and do everything we can to achieve a positive 
outcome, which means that we can’t take 
anything personally and need to ensure that we 
make the process as seamless as possible.”

To provide support to university partners OUA has a team 
dedicated to assist students with special circumstance 
applications. This can range from disability support, right 
through to arranging travel subsidies for students living in 
remote areas, helping incarcerated students through the 
application process – and everything in between.

“I am disabled so studying with Open 
Universities Australia has given me Quality 
of Life by feeling being able to participate 
in normal Community life again.” (male)

“When you have a chronic illness and 
cannot attend school or university 
full-time this is a fantastic option for 
achieving study goals. Great to have 
the opportunity to study through some 
of Australia’s top universities but at 
a pace that suits.” (male, under 20)
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When you get to help someone who, for 
whatever reason, has been up against it but 
is still totally determined to make a real go 
of study – it’s a great feeling.

C L A I R E  &  C O R E Y 
—
OUA Student Equity Team
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S E C T I O N

03

Supporting the 
development of 
microcredentials

To help universities respond to student demand for 
different learning options, OUA has extended its 
marketplace to also include diplomas, short courses 
and microcredentials. 

Furthermore, the successful Rapid Development Fund (RDF) has been 
expanded to provide grants to aid their development. We show how 
Rapid Development Funding helps universities reach a new student 
and explore the student perspective on microcredentials.
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Over the last three years OUA has supported 
its university providers by making available 
$3 million to develop degree programs across 
a wide range of disciplines: Agriculture and 
Environment, Architecture and Building, Creative 
Arts, Education, Health, Information Technology, 
Management and Commerce, Natural and 
Physical Science, and Society and Culture.

To date 6 universities have been awarded RDF 
for the development of 37 online programs. 
The success of the uptake, development and 
return in student numbers to our University 
Providers has been more than $19 million1 .

OUA is a not-for-profit organisation committed 
to working with universities to further expand 
access to their education offerings to reach 
new student audiences. 

1 Data correct as at 30 July 2020.

37 programs now 
available to students

6 universities have 
been awarded RDF

$19m revenue for 
universities

10,000 student 
enrolments

Reaching a new 
student cohort with 
Rapid Development 
Funding from OUA

C A S E  S T U D Y  0 3
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Using RDF to grow enrolments: 
Curtin University’s experience

RDF helps universities to develop degrees, short 
courses and microcredentials. Applications for RDF can 
be submitted for any type of program including those 
degrees, short courses and microcredentials which may 
be traditionally thought of as less suited to online.

Currently, programs in education and science 
with practicum components applicable to 
a national student have received RDF. One 
such program is Curtin University’s Bachelor 
of Education (Secondary Education).

Curtin University was quick to recognise 
the value the RDF could offer in helping to 
grow their enrolments and have successfully 
used RDF to bring a number of degrees 
online from the face to face environment. 

Without RDF we wouldn’t have been  
able to bring as many programs online.
J U L I E  B R U N N E R ,  M A N A G E R  C U R R I C U L U M 
T R A N S F O R M A T I O N ,  C U R T I N  U N I V E R S I T Y

Universities choose how to best make use of their 
RDF. Funding can be used to support learning 
design or teaching relief to enable course content 
creation and development for example.

Julie Brunner, Manager Curriculum Transformation 
at Curtin University says the RDF allowed Curtin 
to buy in resources they didn’t have available 
which appealed to a lot of academics. 

MARKET OPPORTUNITIES 
OVERVIEW 2020

CASE STUDY 03
PAGE 51

C
A

S
E

 S
T

U
D

Y
 0

3



RDF has enabled Curtin to successfully 
roll programs into the online space from 
the face-to-face environment.
—  J U L I E  B R U N N E R ,  C U R T I N  U N I V E R S I T Y

Sustainable 
enrolment growth

With 44 degrees on offer through the OUA 
marketplace in 2020 including 39 postgraduate 
programs, RDF has enabled the field of education 
to grow and offer students more choice at 
an undergraduate level. 

Developed with RDF and brought online via the 
OUA marketplace in 2018, enrolments into the 
Bachelor of Education (Secondary Education) 
quickly grew resulting in the program becoming one 
of OUA’s top performing undergraduate degrees.

In the first two years it was available via 
the OUA marketplace, enrolment numbers 
into the online program more than 
doubled, growing 114% year-on-year. 

The strong performance of this program continues 
and as at the end of June 2020, the program is 
already set to eclipse its total enrolments for 2019.
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Less red tape means  
funds released quickly

“The RDF application was 
easy to complete and OUA’s 
swift response meant that we 
received the first payment 
of funds soon after,” said Ms 
Brunner. “This efficiency enabled 
us to start development of 
the program quickly in order 
to maximise traditionally high 
student enrolment periods.”

The flexibility of the RDF also helps universities 
attract new online students in other ways. 

RDF extends beyond the resources used to develop 
programs exclusively for the OUA marketplace. 
Online programs developed with support from 
RDF can also be made available via university 
direct channels (excluding third party providers).

OUA’s objective is to help universities make programs 
available online to a new student cohort who is unable to 
study on-campus. The application process is simple, and 
applications are evaluated in real-time so universities can 
start attracting students as soon as possible.

Applications for the RDF 
can be submitted at any time 

throughout the year. 
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L O U I S E 
—
Bachelor of Education 
(Secondary Education)
Curtin University
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Universities decide how their grant is used but funding is intended 
to support the design, development and project management 
costs associated with preparing degrees, short courses and 
microcredentials for online study. Supported by national marketing, 
these programs are offered to students via the OUA marketplace.

3  G R A N T S  A R E  A V A I L A B L E :

Flexibility to suit different 
development needs

Open Degree Development Grant

Grants available to help universities develop online degrees. These are full qualifications 
to be marketed nationally as a full service listing on the OUA marketplace.

Open Innovation Development Grant

Grants available to help universities develop alternate learning options for 
national online delivery. For anything outside of a full program development, 
for example; short courses, microcredentials and fee free listings developed in 
response to national need (eg Higher Education Certificates via the HERP).

Open Microcredential Development Grant

Offering both the support of a grant and the structure of the OpenCreds 
framework, universities can access up to $25,000 in funding and courseware 
development to support the delivery of online microcredentials. These will 
be marketed nationally as an OpenCred via the OUA marketplace.

Each OpenCred will be funded to a maximum one-off payment of $10,000, 
plus $15,000 courseware development support from OpenLearning.

MARKET OPPORTUNITIES 
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Microcredentials. What are they? 
What do potential students want 
from a microcredential? What is 
the benefit of a microcredential and 
what need are they fulfilling? What 
kinds of microcredentials do students 
want to study?

Presently, the student perspective is under 
explored. To address this current gap in 
understanding, OUA chose to explore what 
students thought of microcredentials.

Our research objectives were two fold. 
Firstly to explore prospective students 
behaviour, attitudes and perceptions towards 
microcredentials. Secondly to validate the 
microcredentials and the characteristics 
students find most appealing.

Refer to pages 78 and 79 for information 
about the methods used.

Research objectives

To identify what topics 
students are interested in 
studying as a microcredential

To explore the behaviour, 
attitudes and perceptions 
of potential students 
towards microcredentials

To validate what students 
find appealing about 
microcredentials

Microcredentials: 
Exploring the student 
perspective

R E P O R T  0 1
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In a BBC worklife article the question is posed as 
to whether microcredentials could compete or even 
replace traditional degrees. The reality is that they 
will probably be a supplement to traditional offerings 
but give learners more flexibility and choice. 
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C H R I S T E L L E 
—
Bachelor of Applied Science 
(Construction Management), 
Curtin University



 

Students want to study 
both hard and soft skills but 
Business and management, IT 
technical skills, Communication, 
Problem solving, Health and 
Psychology were popular.

People recognise the need for 
on-going learning to keep up 
with new trends and technology 
advancements. Continuous 
learning is the norm. 

People are staying up to date and 
upskilling in many different ways but 
are seeking credible short courses 
that are industry recognised.

A summary of  
key findings

Microcredentials is a new 
concept but once it is explained, 
people found microcredentials 
are an appealing way to update 
their skills or possibly try a 
course before committing 
to further study.

The ideal microcredential would 
be flexible, modular, accessible, a 
duration of 3 months, provide a 
means of earning credits towards a 
degree from a reputable source, and 
offer recognition of completion such 
as a certificate or a digital badge.

Most people are willing to 
pay $1,000–1,500 for a 
microcredential that meets 
these requirements.
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Continuous  
learning is the norm

Jobs in the future may not exist today and so it is important 
to move away from a focus on knowledge recall to teaching 
people the skills they need to participate in a future workforce, 
such as higher order thinking and critical reflection. 

“People at work are just more 
worried. You are not guaranteed 
a job anymore. Everyone is 
expendable I guess, because 
you can always find someone 
cheaper. I’m definitely going 
to up skill.” (female, AE)

Of particular note is the importance of preparing 
individuals to be lifelong learners, which is seen 
as the new norm for the way we live, work and 
learn in a rapidly unfolding era of change.

All study participants spoke about how their 
workplaces are changing to adapt to new 
technology and automations across industries. 
There was evidence that technology is personally 
impacting current job roles and work practices. 

There was a feeling that companies are 
trying to do more with less, and that they 
want their staff to have broader capabilities 
and expertise across multiple areas.

60%

50%

are experiencing new systems and 
platforms implemented by businesses 
to drive efficiencies in the workplace. 

felt the impact of new 
streamlined work practices. 
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Here the impact of changes to labour hire, impact 
of automation and staffing efficiencies is high. 

A shift from employees to contract and casual 
roles, with fewer full-time positions available 
results in lower job security for workers, making it 
harder to get a home loan and plan for their future. 
There was a strong feeling that a job is no longer 
guaranteed, and many were feeling worried about 
their future in their chosen industry. Although 
many were considering how they can broaden 
their skills to open up future opportunities, and 
secure jobs of the future, a lack of technological 
expertise, worry that online study will be difficult 
and fear that they don’t have the background skills/
knowledge required were barriers for most.

Participants felt that more people are losing their jobs, 
restructuring is happening in the workplace with flatter 
structures the result of more efficient platforms, and 
systems, labour market changes and offshoring.

Many people are feeling the impact 
of technology and thought that new 
technologies such as self-driven cars 
or drones, are inevitable in the future. 
The impact of technology is particularly 
being felt by those working in trades 
and the construction industry.

28% see a shift towards 
the casual workforce and 

contract roles.

28%

37% see job cuts and 
workplace redundancies 
as a direct result of the 
impact of technology 

and automation.

24% felt the impact of 
flatter organizational 

structures.

24%37%
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Technology is seen as a part of 
workplace evolution; most have survived 
the digitalisation of workplaces, new 
agile work practices, the evolution of 
social media, and this is the next wave of 
technology evolution.

New technology and business practices have 
always been part of the workplace, however 
the rate of change is happening faster than it 
has previously. There is a feeling that individuals 
need to adapt to new technology in order 
to survive – for the younger cohort this is exciting 
and opens up opportunities for the future. 

45% see new roles being 
created as a result of new 

technologies in the workplace.

45%

For the older cohort, new technology is seen as 
a requirement to survive in their industry, but 
many feel pressured to upskill to keep up in the 
workplace. There was a feeling that if you don’t 
adapt and upskill, you will have a limited career 
and many have seen older workers leave their 
jobs as they’re not willing to adapt to change.

Disruptive technology is part of the norm in 
workplaces, however changes are happening 
more rapidly than ever before and change 
is expected to continue. There is a need 
for on-going learning to keep up with new 
trends and technology advancements. 

Focus group participants stated that it was 
important to have a positive attitude towards 
change and continuous learning. There was 
a feeling that individuals need to embrace 
change and be open and adaptable to new 
opportunities – saying ‘yes’ to opportunities for 
upskilling, exposure and participating in new areas 
of the business is important. There’s a fear that 
those that say ‘no’ or don’t have the energy to 
embrace continuous learning will fall behind.

80%

86%

thought that new 
technologies were exciting 
and open up new career 
opportunities. 

felt that lifelong learning was 
becoming the norm as people need 
to adapt to changing technology 
and new ways of working.
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Staying  
up to date

Workplace training is more common 
in larger organisations. The modern 
workplace is a learning environment 
where organisations are often creating 
employee learning institutions using 
their own learning platforms.

Some of the larger employers offer their staff their 
own curated workplace training resources accessed 
via an app or a website. These are not for mandatory 
learning but offer micro learning in industry specific 
areas of skill development and new technology.

Which of the following are the main ways that you update your skills and knowledge to 
keep up with new trends and prepare for the future workforce? (N=611)
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There are a variety of ways people are 
keeping up to date, these included: 
reading relevant articles, listening to 
podcasts, watching videos, taking short 
courses, and work-based learning. In 
addition peer mentoring and shadowing 
are valuable but informal ways of 
learning undertaken by many informants.

Online (37%) and face to face (33%) 
short courses also featured but university 
degrees were only mentioned by a few 
people and responses are incorporated 
in the Other category (2%).
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Short courses versus 
university degrees

Informants do undertake short courses. Some of the perceived benefits 
of short courses: that they are considered to be cheap, can be used 
for personal development, are targeted to a specific skill, are not a big 
commitment, can act as an introduction to a topic, can build familiarity 
on a topic and give the learner confidence in the workplace.

Short courses, however, have an image problem. 
Participants thought that many are not seen as 
legitimate or offered by credible providers and 
therefore may not be valued by employers.

People felt that it is hard to anticipate the 
quality of a short course as the market is 
so varied, the content is often light on and 
more of an introduction to learn the basics 
rather than designed to meet a skill gap.

Conversely, university degrees were seen as 
credible, highly valued and tangible. But there 
are also barriers which mean undertaking 
higher education is an unlikely option for many 
people. The time commitment is huge, and 
degrees are expensive which is a barrier, too 
big for many people. Participants felt that a 
lot of time and energy is required to complete 
a degree, but the skills and knowledge could 
be outdated by the time it is completed. Many 
thought that technology is moving so quickly, 
and they questioned the value of a degree that 
may not keep up with the speed of change.

Students expressed interest in an 
alternative to short courses without 
the commitment of a full degree.

“Short course doesn’t have 
as much clout, it’s for your 
own benefit, you’re collecting 
knowledge that you can 
demonstrate but there’s nothing 
tangible that you can put on 
your resume.” (female, CB)
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The term microcredentials was a 
new concept for most people who 
participated in OUA research, it’s 
unfamiliar and not readily recognised, 
only 11% had heard the term before. 

However, once the concept was 
described to participants it did have 
high appeal as a new way to upskill.

Unprompted, participants thought the 
term implies a short course (micro) and 
credibility (credential) which is considered 
a positive association and helped to 
differentiate this type of offering from 
other less formal types of training.

Microcredentials are seen as a ‘step-up’ from 
a short course, without the commitment 
of a degree. One participant stated:

Defining 
microcredentials

“I think it’s another modern term for a short course, 
micro means small as in I’ve done a short course, 
and credential implies I’ve passed.” (CB)

How much overall, do you like 
the microcredentials concept as a 

new way to upskill?

TOTAL APPEAL (I like it 
somewhat + I like it a lot 

+ I like it extremely)

I like it extremely

I like it a lot 

I like it somewhat

Neither like or dislike

Dislike it somewhat

Dislike it a lot

Dislike it extremely

75% 

9% 

27% 

20% 

4%

0% 

1% 

39% 
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Participants clearly understood the value of a degree 
but microcredentials offer distinct value which is 
summarised as savings, quality and convenience.
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What do students value 
from a microcredential?

A shorter time to complete 
which means less of a 

commitment and so easier 
to fit into busy lives.

High standard of content 
across a range of topics 

which people want to study.

Flexible means of delivery 
that can be personalised to 

suit individual learning styles.

A low price which is more 
affordable means people 

are less likely to accrue debt 
as a result of studying.

Credibility that 
is recognised by 

employers.

Continuous scheduling means 
people can enrol and study 

when its convenient.

Reward and recognition 
of effort with tangible 

evidence of completion.

Transferability with each 
microcredential working 

towards a degree in future.
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A shorter time 
commitment

There was an expectation that a 
microcredential would take a short 
amount of time but this was balanced 
with a need to understand the quality 
of the learning.

If the timeframe is too short, for example half a day, 
then there was a perception that the quality of the 
content and the learning outcome would be low.

A duration from 3 weeks to 6 months was 
seen as acceptable, with the ideal time 
frame being 3 months. Anything greater 
than 6 months or longer was seen as a big 
commitment which may be a barrier to study 
whilst anything less than 6 weeks seemed too 
brief to offer substantial or deep learning.

“How much time it will take, I 
don’t know what the ideal time is, 
6 weeks sounds shonky, but 
6 months is too much.” (CB)

Ideal timeframe to complete a microcredential (N=611)

1 week

3 weeks

3 months

6 months

1 year

Between  
1–2 years

0% 10% 20% 30% 40% 50%

5% 

25% 

46% 

15% 

7% 

2%
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There was an expectation that a 
microcredential is more than a basic 
introduction to a topic.

Value is assessed in terms of how much an 
individual is going to learn as well as the quality 
of the course content. There was an expectation 
that a microcredential shouldn’t be ‘easy’ to 
complete which is different to short courses 
where ‘everyone can complete them’. Participants 
said that to be successful in a microcredential, 
learners should need to work hard.

Understanding who is teaching the course, 
their experience and credentials was also 
considered important and participants felt a 
teacher ‘bio’ would aid decision making.

High standard  
of content

“I think it’s around how easy 
it is too, if it’s credible and 
worthwhile doing it will take you 
a bit of time to do, if you can 
whip through it in 6 weeks and 
aren’t that challenged then what 
have you really learnt.” (CB)

A N T O N E T T A 
—
Sanskrit 1 (Single Unit),  
Australian National 
University
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Personalised learning which can 
be tailored to an individual’s needs 
was viewed very positively because 
it gave people control over what 
they wanted to learn.

By tailoring study to their needs people 
felt that they would not waste their 
time learning compulsory units that they 
considered not to be relevant to their 
learning objectives. Customising their 
learning through microcredentials, was 
seen as more useful and relevant than 
a traditional degree, which may include 
topics they did not need or want to study.

There was also a preference for pre-recorded 
lectures that people can view in their own time. 

“If it’s customisable, you can tailor it to 
what you actually need and can utilise 
right away in workplaces. I think that’s a 
good thing, because I think when you do a 
diploma and stuff there’s a lot of subjects 
you’d be like, I don’t need that really.” (AE)

Flexible delivery  
that is personalised

32%

27%

rated the option to start 
and stop studying at different 
times throughout the year as 
extremely appealing

valued the flexibility of 
choosing microcredentials 
from different universities
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“Up to $2K is reasonable, 
if it was 6–8 weeks of 
work effort.” (CB)

More  
affordable price

Most people were aware of the 
approximate cost of a degree, so 
understood that if the microcredential 
equated to one unit there would be 
a cost per unit ratio.

Price expectations were lower amongst 
Anxious Explorers who haven’t attempted a 
degree before, with price estimates around $500. 

Price expectations were higher amongst 
25–39 year olds however most people would 
expect to pay between $1K–$2K for each 
microcredential if from a recognised university 
and the duration was about three months.

Price expectation for a microcredential provided by a leading 
Australian university with a three month timeframe (N=611)

Under  
$500

Between 
$501–$1,000

Between 
$1,001–$1,500

Between 
$1,501–$2,000

Between 
$2,001–$2,500

Between 
$2,501–$3,000

0% 5% 20%10% 25%15% 30% 35%

24%

21%

13%

34%

5%

3%
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A microcredential that is delivered by a reputable and 
recognised institution such as a university is very appealing. 
The credibility of the presenter was also important.

Participants wanted to understand the 
experience and expertise of the person 
delivering the microcredential, as this was 
perceived to be an indication of quality.

Participants also valued the ability to be 
recognised and rewarded for their effort. 
Evidence of skills learnt such as certificates or 
digital badges which they could demonstrate 
to employers or when job seeking were 
important. Upon successful completion 
of a microcredential 38% expected to 
receive a certificate, 15% a digital badge.

“It depends what you want to get out of 
it, if it’s an introduction, you could easily 
do one of those free online courses, … 
but as you start to upskill and build 
your knowledge then reputation and 
recognition comes into it.” (CB)

Evidence of completion and credibility 
that is recognised by employers

What would you expect to receive after successfully completing a microcredential? (N=611)

0%

10%

20%

30%

40%

All of the 
above Certificate Evidence of 

completion
Letter of 

attainment

Digital badge 
(ie to use on 

LinkedIn profile)
Not sure None of the 

above

39% 38%
34%

20% 

15%

3% 2% 
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How important is the following information when reviewing and 
deciding on a micro-credential course to enrol into? (N=611)

ROW %

LOW 
IMPORTANCE 

TO NONE
MEDIUM 

IMPORTANCE
HIGH 

IMPORTANCE
VERY HIGH 

IMPORTANCE

Total cost 3% 14% 36% 47%

Subject outline of what skills you will learn 2% 17% 46% 36%

Duration – number of weeks to complete 2% 18% 46% 34%

Number of class hours required per week 2% 19% 46% 31%

Total contact hours and study time required 3% 21% 46% 29%

What do people want 
to know in order to aid 
decision making?

During the research phase people 
are looking for courses with detailed 
information which is clearly laid out 
and broken down. 

Participants felt that the more detail and 
information provided suggested that the course was 
legitimate. All information about a microcredential 
should be easily available and clearly articulated to 
allow students to compare alternatives quickly.

Although credibility of the award is valuable, the 
most important information people wanted to 
know about microcredentials when reviewing 
and deciding to enrol are: total cost, subject 
outline and course content, duration in terms of 
contact hours, number of hours required per week 
and the total contact hours and study time. 

“Important factors that I 
consider are the quality of the 
institution, the price, location, 
the duration and the level of 
expertise/experience of the 
provider/facilitator.” (CB)
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What microcredentials topics 
do students want to study?

What topic areas might you be interested in developing 
skills through a microcredential? (N=611)

Many participants felt that it 
was vital to get the balance right 
between technical skills and soft 
skills in order to be successful 
in the future workforce.

The range of skills that were considered to be 
important in order to succeed in the future 
spanned both hard and soft skills with a strong 
emphasis on business and management, 
IT technical skills, as well as soft skills which they 
considered to be communication, for example. 
Microcredentials in the areas of art/design, 
screen games and entertainment, architecture 
and arts and humanities were of lower interest.

For older participants who may have 
completed their degrees over 20 years ago 
and those who haven’t completed a degree 
yet, there was a feeling that they are being 
greatly affected by technology and needed to 
familiarise themselves with the latest trends.

Business and Management 51%

Soft Skills ( ie problem solving, adaptability, resilience) 26%

Psychology and Philosophy 17%

Science 14%

Architecture and Engineering 8%

Information Technology, Data and Technical skills 50%

Media, Communications and Languages 23%

Law and Justice 17%

Teaching 13%

Screen, Games and Entertainment 8%

Industry and Workplace 27%

Health 20%

Environment and Sustainability 15%

Arts and Humanities 9%

Creative Art and Design 7%

0% 10% 20% 30% 40% 50%
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What topics relating to Business would you be interested 
in studying through a microcredential? (N=611)

Amongst people who had an interest 
in the Business topic area, the 
skills being sought most highly are 
leadership and management, project 
management, strategic planning, data 
analysis, accounting and financial 
management, and negotiation skills. 

Business and Management

According to professionals, those working 
in accounting, finance, IT, marketing, 
and technology rated data analysis 
significantly higher than other professions 
(67% interest in data analysis). 

There were no significant differences 
by age and gender.

Leadership and management

Accounting, economics and  
financial management

Agile product and project management

Strategic planning

Complex problem-solving

Marketing

Project management

Negotiation skills

Budgeting

Data analysis

Human resource management and strategies

In-depth understanding of  
organisational processes

Logistics

0% 10% 20% 30% 40% 50%50%

65%

59%

50%

47%

42%

41%

38%

38%

33%

32%

29%

26%

23%
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Many in senior positions didn’t want to 
be ‘experts’ in the topic but wanted to 
get a good understanding of the topic to 
contribute in the workplace and join the 
conversation with younger colleagues. 

There was a feeling that they need upskilling 
in technology to keep up with the latest 
trends, terms and concepts, and business 
tools being used in the workplace in order 
to remain relevant. 71% felt that they 
would require new skills that they currently 
didn’t have within a 5 year timeframe.

For some people there was a feeling of optimism, 
and many are following technology advancements 
with interest which they felt will open future 
opportunities for those who are technically 
savvy. For people with an interest in furthering 
their skills in information technology, the areas 
of most interest were an understanding of 

smart technologies, data analytics, information 
technology and programming, working 
knowledge of tech enabled tools and techniques 
and information systems. 59% wanted to 
further their knowledge in automation such as 
AI, blockchain and cloud-based technologies.

“I want to understand enough about the 
basics, I don’t want to become an expert 
I simply want to have enough understand 
that I can be part of the discussion. There’s 
plenty of people, who have done uni degrees 
in these things that will know more than I 
will ever know, it’s more about being part 
of the discussion than being an expert in 
data. It’s more about understanding and 
being able to contribute.” (male, CB)

What topics relating to Information Technology, Data and Technical skills 
would you be interested in studying through a microcredential? (N=308)

0% 10% 20% 30% 40% 50%

An understanding of smart technologies  
(AI, Automation, Blockchain, Cloud, etc) 59%

Information Technology and Programming 49%

Information Systems 45%

Digital Marketing and Social Media 37%

Data Analytics 57%

Working Knowledge of Tech-enabled 
 Tools and Techniques 48%

An understanding of Cyber Security 42%

Software Design 27%

Information Technology, 
Data and Technical Skills
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Defining and distinguishing soft skills 
from hard skills is difficult, as skills which 
many people consider to be soft skills 
such as communication are teachable 
and measureable abilities. 

However, senior participants thought soft skills such 
as leadership and communication were lacking in 
less experienced workers and felt that these were an 
important but widening skill gap. Microcredentials 
that help to close this gap were appealing.

Areas of high interest were leadership skills, 
conflict management, problem solving, emotional 
intelligence, presentation skills, stress management, 
interpersonal skills and development of a growth 
mindset. Empathy, work ethics, creativity and 
collaboration were rated much lower.

“My view of seeing younger people coming 
into the workforce is that many are 
highly technically skilled, but not skilled 
in other areas, the soft skills like natural 
leadership or communication, I find a lot 
of them, … they’re not naturally adept 
to relationship building, networking, 
they have the technical abilities, but this 
doesn’t come naturally. There are gaps 
in younger people in the soft skills.” (CB)

What topics relating to ‘soft skills’ would you be interested in 
studying through a Microcredentials? (N=611)

Leadership

Time management

Presentation skills

Adaptability

Creativity

Conflict management

Motivation

Stress management

The ability to inspire

Work Ethic

Problem solving

Persuasion

Being a team player/Teamwork

Interpersonal skills

Story-telling

Empathy

Emotional intelligence:

Resilience

Collaboration

Developing a growth mindset

Design thinking

None of the above

0% 10% 20% 30% 40% 50% 60%

61%
59%

56%
49%

48%
47%

46%
44%

41%
41%

37%
33%

32%
32%

30%
29%
29%

27%
25%

12%
18%

2%

Soft Skills
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P E T E R 
—
Bachelor of Science  
(Applied Sciences), 
RMIT University
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Conclusion

Microcredentials offer learners a 
more flexible means of learning, and 
achievement of learner outcomes 
aligned to the particular set of skills 
they want to develop.

All study participants felt that microcredentials 
are a logical fit for the OUA marketplace.

OUA was seen as a credible, objective source 
of information about higher education options. 
Participants valued the ability to compare and 
choose a microcredential from lots of different 
providers. Furthermore, potential students, 
especially time poor Career Boosters thought 
enrolment support and advice choosing the 
right microcredential to help them achieve 
their study goals was particularly important.

To assist universities in bringing microcredentials 
to the OUA marketplace, OUA has expanded 
the Rapid Development Fund (RDF). The RDF 
now offers three grants to support the different 
development requirements universities may have.

Further information about the RDF and 
the grants to support the development 
of microcredentials is available at 
open.edu.au/partner-with-us
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About the 
study methods

To achieve the research 
objectives, a mixed methods 
approach was taken.

The qualitative study focused on student 
perspectives about the future of work and the role 
that microcredentials might have in relation to this. 

The quantitative survey focused on validating 
the opportunity for microcredentials. 

Prospective students were classified as either 
career boosters (those with a degree) or 
anxious explorers (those without a degree).

Anxious Explorers

Those who have not 
attempted a degree

Career Boosters

Those who have successfully 
completed an undergraduate 

or postgraduate degree

K I M B E R L E Y 
—
Developing Social Policy,  
Macquarie University
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Methods

Stage 1 was a 
qualitative exploration.

Four mini focus groups were conducted 
amongst two OUA segments to explore 
attitudes and behaviours towards 
the future of work and the role of 
microcredentials to fill skill gaps.

One and a half hour focus groups were 
held amongst a total of n=20 participants, 
in Melbourne. A homework exercise 
was also included in the fieldwork which 
comprised a mini ethnography where 
people recorded their behaviours when 
seeking out skill-based learning.

The focus groups explored the 
need for microcredentials, and the 
benefits this new learning format 
offers to the target market.

Stage 2 was a quantitative 
national survey.

The insights uncovered in stage 1 
were used to inform the survey 
design and response codes for 
the national survey to validate the 
opportunity for microcredentials.

A product concept was developed 
using insights from the focus groups 
which was tested on a national 
scale. N=611 full time workers 
across capital cities in Australia 
completed a 10-minute online survey 
to understand the level of interest 
in microcredentials, validate the 
features and microcredentials which 
are important to prospective users.

A mixed methods approach was used. 
Research was conducted in two phases 
between October and December 2019. 
Analysis was completed in January 2020.

S T A G E  1 S T A G E  2
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Glossary References

D A N I E L A 
—
Bachelor of Arts (Security, 
Terrorism and Counter-Terrorism)
Murdoch University

Terminology varies across 
universities but OUA uses the 
following standard terms:

Unit

The individual components that make up a 
degree. Sometimes called subject or course.

Example: GRF-CCJ118 
Understanding Social Problems

Program

The award conferred by the University 
and certified by a testamur. Sometimes 
called a degree or course. 

Example: Bachelor of Business or Graduate 
Certificate in Criminology and Criminal Justice

1.  Universities Australia Indigenous Strategy Annual 
Report 2020, available online at:  
https://www.universitiesaustralia.edu.au/wp-
content/uploads/2020/02/Indigenous-strategy-
second-annual-report.pdf  
Accessed online 9 September 2020).

2.   Horton, AP, 2020, “Could micro-credentials 
compete with traditional degrees?”, 
available online at:  
https://www.bbc.com/worklife/
article/20200212-could-micro-credentials-
compete-with-traditional-degrees 
(Accessed online April 2020).



T O  E X P L O R E  N E W  
P R O G R A M  O P P O R T U N I T I E S

T O  E X P L O R E  N E W  
P A R T N E R S H I P  O P P O R T U N I T I E S

Lucy Ayers 
Key Account Manager 
700 Collins Street 
DOCKLANDS, VIC 3008

E. lucy.ayers@open.edu.au 
T. + 61 (3) 8628 2583 
M. + 61 (4) 08 680 317

Australian Catholic University, Bond University, 
Griffith University, La Trobe University, 
Torrens University Australia, University of 
New South Wales, University of Tasmania

Chris Ingram 
Key Account Manager 
700 Collins Street 
DOCKLANDS, VIC 3008

E. chris.ingram@open.edu.au 
T. +61 (3) 8628 5099 
M. +61 (4) 08 796 927

Charles Sturt University, Curtin University, Edith 
Cowan University, James Cook University, Murdoch 
University, Swinburne University of Technology, 
University of Adelaide, University of South Australia

Ben Mackenzie 
Key Account Manager 
700 Collins Street 
DOCKLANDS, VIC 3008

E. ben.mackenzie@open.edu.au 
T. + 61 (3) 8628 2530 
M. + 61 (4) 09 193 524

Australian National University, Flinders University, 
Macquarie University, RMIT University, Southern 
Cross University, University of New England

Sebastien von Gossler 
Strategic Partnerships Manager 
700 Collins Street 
DOCKLANDS, VIC 3008

E. sebastien.vongossler@open.edu.au 
T. + 61 (3) 8628 2589 
M. + 61 (4) 16 882 003

Contact

MARKET OPPORTUNITIES 
OVERVIEW 2020PAGE 81

CONTACT

open.edu.au/partner-with-us

https://www.open.edu.au/partner-with-us


open.edu.au/partner-with-us

http://open.edu.au/partner-with-us

