
INSIGHT PAPER

Understanding the High 

School Counselor Perspective

Insights for Enrollment Leaders from EAB’s 
2024 Survey of High School Counselors



eab.comeab.com2©2024 by EAB. All Rights Reserved. 39332 

Legal Caveat

EAB Global, Inc. (“EAB”) has made efforts to 
verify the accuracy of the information it provides 
to partners. This report relies on data obtained 
from many sources, however, and EAB cannot 
guarantee the accuracy of the information 
provided or any analysis based thereon. In 
addition, neither EAB nor any of its affiliates 
(each, an “EAB Organization”) is in the business 
of giving legal, accounting, or other professional 
advice, and its reports should not be construed as 
professional advice. In particular, partners should 
not rely on any legal commentary in this report as 
a basis for action, or assume that any tactics 
described herein would be permitted by applicable 
law or appropriate for a given partner’s situation. 
Partners are advised to consult with appropriate 
professionals concerning legal, tax, or accounting 
issues, before implementing any of these tactics. 
No EAB Organization or any of its respective 
officers, directors, employees, or agents shall be 
liable for any claims, liabilities, or expenses 
relating to (a) any errors or omissions in this 
report, whether caused by any EAB Organization, 
or any of their respective employees or agents, or 
sources or other third parties, (b) any 
recommendation by any EAB Organization, or (c) 
failure of partner and its employees and agents to 
abide by the terms set forth herein.

EAB is a registered trademark of EAB Global, Inc. 
in the United States and other countries. Partners 
are not permitted to use these trademarks, or 
any other trademark, product name, service 
name, trade name, and logo of any EAB 
Organization without prior written consent of EAB. 
Other trademarks, product names, service 
names, trade names, and logos used within these 
pages are the property of their respective 
holders. Use of other company trademarks, 
product names, service names, trade names, and 
logos or images of the same does not necessarily 
constitute (a) an endorsement by such company 
of an EAB Organization and its products and 
services, or (b) an endorsement of the company 
or its products or services by an EAB 
Organization. No EAB Organization is affiliated 
with any such company.

IMPORTANT: Please read the following.

EAB has prepared this report for the exclusive use 
of its partners. Each partner acknowledges and 
agrees that this report and the information 
contained herein (collectively, the “Report”) are 
confidential and proprietary to EAB. By accepting 
delivery of this Report, each partner agrees to 
abide by the terms as stated herein, including the 
following:

1. All right, title, and interest in and to this 
Report is owned by an EAB Organization. 
Except as stated herein, no right, license, 
permission, or interest of any kind in this 
Report is intended to be given, transferred to, 
or acquired by a partner. Each partner is 
authorized to use this Report only to the 
extent expressly authorized herein.

2. Each partner shall not sell, license, republish, 
distribute, or post online or otherwise this 
Report, in part or in whole. Each partner shall 
not disseminate or permit the use of, and shall 
take reasonable precautions to prevent such 
dissemination or use of, this Report by (a) any 
of its employees and agents (except as stated 
below), or (b) any third party.

3. Each partner may make this Report available 
solely to those of its employees and agents 
who (a) are registered for the workshop or 
program of which this Report is a part, (b) 
require access to this Report in order to learn 
from the information described herein, and (c) 
agree not to disclose this Report to other 
employees or agents or any third party. Each 
partner shall use, and shall ensure that its 
employees and agents use, this Report for its 
internal use only. Each partner may make a 
limited number of copies, solely as adequate 
for use by its employees and agents in 
accordance with the terms herein.

4. Each partner shall not remove from this 
Report any confidential markings, copyright 
notices, and/or other similar indicia herein.

5. Each partner is responsible for any breach of 
its obligations as stated herein by any of its 
employees or agents.

6. If a partner is unwilling to abide by any of the 
foregoing obligations, then such partner shall 
promptly return this Report and all copies 
thereof to EAB. 
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Executive Overview

College Search Insights from the Counselor Perspective

High school counselors have unique insight into and influence on students’ college search. Amid students’ 

rising mental health challenges, shifting demographics, and growing doubts about the value of college, 

counselors offer colleges a valuable perspective on shifting student behaviors. In addition, by partnering 

better with counselors, colleges can improve engagement with the students counselors serve.

To better understand how colleges can best work with counselors and to glean insights from their unique 

perspective on the college search, EAB conducts an annual survey of high school counselors. This report 

shares top findings from our 2024 survey.  

Read this report for key findings on counselors’ work processes and insights into students’ 

shifting college search behavior. 

About the 2024 High School Counselor Survey

Questions Explored:

• How are counselors balancing admissions duties with other responsibilities?

• How have student attitudes toward college changed since the pandemic?

• What do counselors see as students’ top priorities and challenges in college search?

For more details about the survey and participant profile, refer to p.16 of this report.

Counselors surveyed

926
Questions asked

25

https://www.eab.com/
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1
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and Well-Being 
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Three in Four Counselors Have Experienced Burnout

Source: EAB research and analysis.

Burnout Is Common Even Among Counselors with Light Caseloads

Counselors Are Experiencing High Rates of Chronic Workplace Stress

Seventy-five percent of counselors reported experiencing professional burnout in the past four years. Almost 50% 

reported their burnout was severe enough to make them change schools, consider changing schools, or consider 

leaving the profession. As shown below, burnout was more common at public schools, where it was reported by 

80% of counselors, compared to 64% at private schools. As discussed on the following page, public school 

counselors are especially likely to manage a wide variety of responsibilities beyond college advising, which likely 

contributes to their higher burnout rates. 

Q: Have you experienced professional burnout in your counseling 

role within the past four years?

Public vs. Private High Schools

68%

76% 79% 78%

<29 29-50 51-85 >85

Share of Counselors Who Have Experienced Burnout Within the Past Four Years by Caseload

Unsurprisingly, burnout rates were correlated with the number of students in a counselor’s caseload, with 

counselors with under 29 students reporting lower rates of burnout compared to those with larger caseloads. 

However, it's important to note that burnout remains widespread even among counselors with smaller caseloads—

more than two-thirds of those with fewer than 29 students have experienced it.

Number of Students in Caseload

31%

29%

19%

19%

2%

25%

24%

15%

35%

1%

Yes, but it passed/was not severe

Yes, and it has caused me to consider leaving the 
profession

Yes, and it caused me to change schools or 
consider changing schools

No

Other Public Private

Yes, and it caused me to consider 

leaving the profession

Yes, and it caused me to change schools 

or consider changing schools

https://www.eab.com/


eab.comeab.com7©2024 by EAB. All Rights Reserved. 39332 

Counselors Are Balancing Many Duties

Counselors Spend 70% of Their Time on Non-Admissions-Related Work

One factor that helps explain high burnout rates is the large number of responsibilities that counselors are juggling 

in addition to their college advising duties. On average, counselors dedicate 70% of their time to non-college-

advising tasks. Although college admissions counseling takes up the largest portion of their time, significant time is 

also spent on course scheduling, personal needs counseling, and academic testing, among other duties. The chart at 

the bottom of the page illustrates the wide variation in time allocated to admissions counseling across different 

school segments. Counselors at public schools, rural schools, and schools with low percentages of college-bound 

students report having the least time for admissions counseling.

30%

22%
21%

9%

7%

6%

6%

Q: Estimate the percentage of time spent on the following activities, on average.

25%

48%

20%

32%

35%

19%

22%

33%

56%

Public

Private

Rural

Suburban

Urban

<50%

50-75%

76-95%

>96%

Mean Percentage of Time Spent on Admissions Duties by Segment

Public vs. Private

Setting

Historical Percentage of 

College-Bound Students

College admissions 
counseling

Helping students choose 
and schedule courses

Personal needs counseling 
(disciplinary, social, and 

psychological counseling)

Academic testing 
(proctoring, administrations, 

and interpretation)

Occupational counseling 
and job placement

Other non-counseling activities 
(hall/lunch duty, substitute 

teaching, bus duty, etc.)

Teaching

Source: EAB research and analysis.

https://www.eab.com/
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About Half of Counselors Are Using ChatGPT

Source: EAB research and analysis.

Writing Admissions Letters Is the Top Use of ChatGPT 

Given counselors’ large and varied workloads, it's not surprising that many of them are turning to ChatGPT or 
generative AI for efficiency. Nearly half reported using these tools, primarily for writing admissions letters, with 

counselors who handle more than 85 students being the most likely to do so. Other uses included developing 
programming, researching specific colleges, and creating college lists.

With the rise in AI-generated letters, college enrollment leaders should reassess the value of recommendation 
letters. Since these letters can be a barrier in the application process for students, we recommend that enrollment 

leaders perform a careful cost-benefit analysis to determine their role in admissions.

56%

35%

9%

9%

9%

4%

I have not used ChatGPT or generative AI in my
counseling practice

To write recommendation letters

To develop programming

To research or learn more about certain schools

To build college lists

Other uses

Q: How have you used ChatGPT or generative AI in your counseling practice? 

Counselors could select all that apply

How Are Counselors Using Chat GPT?

“I used it twice to draft polite emails to parents who were being beyond reasonable.”

“I have had a play with it for references but found it was better to write myself to get a more 

authentic picture of the student.”

“I have used it to develop outlines for personal statements.”

“I used it to help write sensitive emails, detect bias in my letters, and see how my letters might be 
perceived.”

Free Responses

I have not used ChatGPT or generative AI in 
my counseling practice

https://www.eab.com/


eab.comeab.com9©2024 by EAB. All Rights Reserved. 39332 

PART

2

Students’ College Search
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College Awareness Is a Challenge

Source: EAB research and analysis.

Schools with High Rates of CBO Participation Have Improved College Awareness

Awareness of Schools Is a Common Issue for Students During the Application Process

We asked counselors for their insight into top challenges students face during the application process. Thirty-six 

percent of counselors reported awareness of schools or knowing schools exist as a top concern. To help improve 

awareness of your school, we recommend that colleges reach students early in high school career with responsive, 

multichannel marketing campaigns. 

Counselors at schools with a large percentage of students participating in community-based organizations (CBOs) 

were less likely to report awareness of colleges as a challenge for students. This data suggests that fostering strong 

relationships with CBOs can help colleges boost their visibility among prospective students.

54%

39%

36%

35%

34%

28%

27%

24%

21%

Completing the FAFSA

Performing well on standardized test(s)

Awareness of schools/knowing the schools exist

Limited encouragement or support from family

Preparing essays

Anxiety/mental health issues related to applications

Visiting campus

Knowing how to get answers to questions from the

institution

Completing the application form

Knowing how to get answers to questions from 
the institution

Q: What are the challenges your students face when applying to colleges and universities?

Counselors could select up to 5 responses; Responses with >20% shown

Share of Counselors Reporting School Awareness as a Challenge

By Percentage of Students Participating in a CBO

41%

33%
36%

26%

Low
(<10%)

Medium
(10-25%)

High
(26-50%)

Very high
(>50%)

Percentage of Students Participating in a CBO 

Low rates of CBO 
participation are linked to 

greater challenges with 
college awareness

https://www.eab.com/
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Fewer Students Plan to Attend College

Source: EAB research and analysis.

Differences by School Characteristics

A Drop in Domestic Students Planning to Attend College Compared to Pre-Pandemic

About half (47%) of counselors in US-based schools reported that fewer students are planning to attend college now 

compared to before the pandemic. By contrast, in our survey of international counselors, only 8% of counselors 

reported the same. This data aligns with other EAB research on the increase in students opting out of college and 

rising doubts about the value of a college education. For more on this phenomenon, download our 2024 First-Year 

Experience Survey insight paper at eab.com/FYEsurvey. 

Within the United States, counselors from public, rural, and urban schools were most likely to report decreases in 

the share of students planning to attend college post-pandemic. Unsurprisingly, schools with large historical 

percentages of college-bound students were least likely to report changes in students' likelihood to attend college.

Q: Have you noticed a change in the number of students planning to 

attend college compared with before the pandemic?

Responses from Domestic and International Counselors

47%

33%

10%

10%

8%

68%

7%

18%

Yes, fewer students are planning to attend college now

No, I have not noticed a change

Unsure

Yes, more students are planning to attend college now

Domestic International

53%

28%

52%

40%

52%

63%

55%

45%

12%

Public

Private

Rural

Suburban

Urban

<50%

50-75%

76-95%

>96%

Percentage of Domestic Counselors Reporting That Fewer Students 

Are Planning to Attend College Since the Pandemic

By School Characteristics

Public vs. Private

Setting

Historical Percentage of 

College-Bound Students

https://www.eab.com/
http://eab.com/FYEsurvey
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Cost Remains a Top Factor in Students’ Decisions

Source: EAB research and analysis.

Cost and Debt Continue to Be Top Challenges 

As EAB has consistently found in our student and parent surveys, financial factors remain students’ top concern 

when choosing a college. Tuition cost, student debt, and cost of living were the top factors counselors named that 

dissuaded students from attending a college. Cost and debt were also students’ most-frequently-voiced concerns 

about colleges. For more on how to address families’ rising cost concerns, download our 2024 Parent Survey insight 

paper at eab.com/parents24.

70%

50%

37%

29%

29%

27%

26%

25%

Tuition cost

Student debt

Cost of living expenses while attending college

Distance from home

Earning opportunities/jobs more attractive given cost of college

Academic readiness

Lack of awareness/insufficient information about colleges

Lower or no college-going culture in their community

Q: Indicate the most common factors that dissuade your students from considering college 

after high school/secondary school.

Responses with ≥25% shown; Counselors could select up to five responses

74%

60%

55%

38%

30%

29%

28%

25%

The cost of attending college

The amount of debt they/their family may incur

Selecting the right major/minor

Whether they will be admitted to their first-choice school

Anxiety/mental health concerns

Whether the school where they enroll will be a good fit

Whether they will be happy with their college choice

Whether they will be able to keep up academically

Q: As you counsel students about college, what are their most frequently voiced concerns?

Responses with >20% shown; Counselors could select up to 4 responses

https://www.eab.com/
http://eab.com/parents24
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Direct Admissions Is Gaining in Popularity

Source: EAB research and analysis.

A Growing Variety of Admissions Pathways Offer More Opportunities

With the expansion of new admissions pathways in recent years, we asked counselors about their familiarity with 

direct admissions platforms, direct admissions initiatives, guaranteed admissions, and reverse admissions. Of those 

new pathways, counselors were most familiar with direct admissions platforms, which is likely due to the popularity 

of the Common App. Counselors with larger caseloads were most likely to be familiar with direct, guaranteed, and 

reverse admissions.

Amid students’ increasing doubts about the value of college, these new admissions pathways can encourage 

students who are hesitant about attending college. By eliminating barriers in the college process, direct and reverse 

admissions can build momentum toward college attendance among students who may be on the fence.

2%

44%

39%

55%

6%

20%

20%

17%

15%

19%

21%

16%

32%

10%

12%

7%

44%

7%

9%

5%

Direct-admissions
platforms

 (e.g., Common
App and Niche)

Direct-admissions
initiatives

(e.g., Georgia
Match and the U

Wisconsin system)

Guaranteed
admission

(e.g., UT system,
VCU)

Reverse
admissions

(e.g., Match,
powered by
Concourse)

Not at all familiar

Slightly familiar

Moderately familiar

Very familiar

Extremely familiar

Q: How familiar are you with the following application methods and platforms?

https://www.eab.com/
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Key Takeaways and 
Additional Resources
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Key Takeaways and Recommendations

Reassess the value of your required application materials.

Application materials like letters of recommendation can create barriers for students and 

contribute to counselors’ already heavy workloads. With the rise in AI-generated letters, 

we recommend reassessing the costs and benefits of recommendation letters to 

determine their value within the admissions process.

2

Reach students early.

It’s more important than ever to connect with students early to increase awareness of 

your school, address cost concerns, and foster affinity—especially among students who 

are unsure about the value of college. Search platforms like Appily.com and strong 

relationships with community-based organizations can support this effort.

3

4

Foster student affinity with responsive, multichannel 

campaigns.

After your institution has identified and reached students, it’s critical to build affinity with 

them. With coordinated, multichannel marketing that is responsive to student behavior, 

you can deepen engagement, increase awareness, articulate your school’s value 

proposition, and encourage students who are still uncertain about attending college.

Promote strong two-way communication with counselors.

Given high school counselors’ large workloads and high burnout rates, we recommend 

meeting counselors with empathy and offering them avenues to share their concerns 

with you. Clear, streamlined communications and counselor appreciation programs can 

also promote strong relationships with busy counselors. 

1

https://www.eab.com/
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Research Overview

About the 2024 High School Counselor Survey

EAB’s University Research Partners collected responses from high school counselors in April and May of 

2024. The goal of this research was to learn more about counselors’ workloads and priorities, along with 

shifts in student college search behaviors. The results reported in this insight paper include responses 

from 926 participants at US-based high schools. 

High School Type Percentage

Public 80%

Private 20%

Percentage of Students 
Participating in CBOs1 Percentage

<10% 51%

10-25% 22%

26-50% 13

>50% 14%

Years of Experience Percentage

<5 27%

5-7 26%

8-14 23%

15+ 23%

Location of High School Percentage

Rural 28%

Suburban 39%

Urban 33%

Participant Profile

Counseling Load Percentage

<29 23%

29-50 30%

51-85 24%

86-139 12%

>139 11%

1) Community-based organizations

Percentage of College-Bound 
Students

Percentage

<50 24%

50-75 32%

76-95 27%

96+ 16%

https://www.eab.com/
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Enroll360 Solutions to Outperform the Market at Every Stage of the Funnel

AidApply Cultivate Yield 

Enroll360 Products to Elevate Student Awareness and Engagement

To speak with an expert or schedule a diagnostic
conversation, email eabenrollmentcomm@eab.com.

Learn more at eab.com/Enroll360.

Tailored partnerships that work in concert to generate unmatched search, recruitment, and yield results. 

Audiences

Build awareness and 
influence and grow 

applications with leads 
from our expansive 

ecosystem.

Tours

Engage Gen Z in 
immersive virtual tours 

that tell your brand 
story and build affinity. 

Match

Enroll students from all 
backgrounds with our 

unique “reverse 
admissions” model.

Powered by the Leading Student-Facing Platforms

Facilitate the transfer 
process and boost 

enrollment with best-
in-class technology 

and marketing.

Transfer

What Makes Enroll360 
Solutions Different

High-Touch 
Service Model

Comprehensive Suite 
of Services 

Strategies Rooted in 
Research and Testing+ +

Unlock Every Recruitment Advantage 
with Enroll360

https://www.eab.com/
mailto:eabenrollmentcomm@eab.com
http://eab.com/Enroll360


Education’s Trusted Partner to 

Help Schools and Students Thrive

Insight-powered Solutions for Your Top 

Priorities and Toughest Challenges

Institutional 
Strategy

Future-proof your 
institution by addressing 

immediate and long-term 
opportunities and threats 

Undergraduate
Marketing and 

Enrollment 

Reach, engage, and 
enroll future classes in 

a dynamic market with 
demographic headwinds 

Graduate 
Marketing

 and 
Enrollment 

Secure 
enrollments 

and revenue 
in an evolving 

graduate, 
online, and adult 
learner market 

Student 
Success

Support, retain, and 
empower students in 

college and beyond 

Data and 
Analytics 

Improve decision-making 
and accelerate innovation 

with a modern data and 
analytics infrastructure 

Advancement 

Meet aspirational 
giving goals in an 

era of competing 
fundraising priorities 

and shifting 
donor interest

We partner with 2,800+ institutions 

to accelerate progress, deliver 

results, and enable lasting change.

95%+ of our partners return to 

us year after year because of 

results we achieve, together.

eab.comK12 • Community Colleges • Four-Year Colleges and Universities • Graduate, Professional, and Adult Programs • Employers

About EAB



ABOUT EAB

At EAB, our mission is to make education smarter and our communities stronger. 

We work with thousands of institutions to drive transformative change through 

data-driven insights and best-in-class capabilities. From kindergarten to college 

to career, EAB partners with leaders and practitioners to accelerate progress and 

drive results across five major areas: enrollment, student success, institutional 

strategy, data analytics, and diversity, equity, and inclusion (DEI). We work with 

each partner differently, tailoring our portfolio of research, technology, and 

marketing and enrollment solutions to meet the unique needs of every leadership 

team, as well as the students and employees they serve. Learn more at eab.com.
39332

202-747-1000 | eab.com

@eab @WeAreEAB@eab_ @eab.life
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