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Key Characteristics of Target Market – Population and Education Trends 

Level of 
Educational 
Attainment 

Oregon Overall Portland Only* 

2013 
Estimate  

2018 
Projection 

2013 to 2018 
Projected Growth 

2013 
Estimate  

2018 
Projection 

2013 to 2018 
Projected Growth 

Some college, no 
degree 

727,760 763,276 4.9% 583,573 612,725 5.0% 

Associate degree 211,855 224,732 6.1% 178,367 189,908 6.5% 

Bachelor's degree 494,324 524,030 6.0% 414,433 440,104 6.2% 

Total 1,433,939 1,512,038 5.4% 1,176,373 1,242,737 5.6% 

% of the total 25+ 
population 

53.4% 53.5% 0.2% 53.6% 53.6% 0.1% 

Educational Attainment  Trends, in Oregon Overall, and Portland 

*As defined as the Portland DMA. Please refer to the Appendix for a map of this region.  

Of the total Oregon adult population, over half of the 25+ age cohort have either 
some college, and associate, or a bachelor’s degree. 

Source: U.S. Census Data,  mined from Alteryx, Inc.  
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OSU can use its survey data coupled with U.S. Census data to help estimate its 
potential market size for online programming.   

Key Characteristics of Target Market: Estimated Market Size 

16  

Total Oregon Target 
Market – from Census 

data 

Interest in enrolling* 
in college/ university – 

from survey 

Interest in entirely or 
partially online 

programming – from 
survey 

Estimating the Oregon Prospective Student Market* for Online Programming 

Defined using U.S. 
Census data, and 
includes adults 25+, 
who have some 
college, an associate, 
or bachelor’s, in 
Oregon.  

100% 
(N= 1,433,939) 

34% 
(N=487,539) 

From the 31% who are interested in online 
education in Oregon, the following additional 
factors would likely narrow OSU’s potential 
prospective student market, specifically: 
 

o  A high number of adult prospects, especially  
     those who are working, who are interested   
     in enrolling in a program will not actually  
     apply. Interest does not always equal action. 
o   Program yield: Those who apply and are  
      accepted, still may not enroll. 
o   Prospects may seek out competitor programs. 
o   Prospects may favor free to low-cost models   
     (e.g., non-credit, MOOCs). 
o OSU not offering the program of prospects’ 

choice.   
o OSU’s marketing spend can also limit, or 

increase, its market size, by either not 
investing in raising awareness, or raising 
awareness.  

*Eduventures and OSU changed the structure of this survey question in 2013, and 
therefore this percentage (34%) may not be comparable to previous years results.   

Of the 1,560 survey 
participants who 
“clicked in”, 523 
indicated they were 
interested in enrolling 
in college (34%)*. This 
percentage was 
applied to the Total 
Target Market.    

31% 
(N=444,521) 

Of the 1,560 survey 
participants who 
“clicked in”, 487 
indicated they were 
interested in online 
delivery(31%)*. This 
percentage was 
applied to the Total 
Target Market.    


