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Purpose of the Enrollment Opportunities
Analysis

Review recent enrollment results and
stated enrollment goals

Recommendations stemming from the
analysis

Questions and discussion
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The Enrollment Opportunities Analysis Is

part of a larger system project

Element Phase | Comp. Date
EM audits for each campus (Opportunities Analysis) 1 Feb 2010
Statewide enrollment projections and potential analysis 1 March 2010
Price sensitivity analysis: traditional students 1 March 2010
Price sensitivity analysis: non-traditional students 1 March 2010
Campus-based financial aid research and planning 2 Summer 2010
System roll-up of campus financial aid data sets 2 Summer 2010
Tracking results of campus-based financial aid planning 2 Fall 2011
and research




The Enrollment Opportunities Analysis has

two main purposes

AProvide fdon the grour
statewide enrollment projection model and
price sensitivity studies

A Provide each of the seven campuses with
meaningful feedback on their current
approach to enrollment management and
opportunities for improvement



A few words about Noel-Levitz
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Noel-Levitz

Fast Facts

A As the largest higher education consulting firm in North
America, our consultants have worked directly with more than
2,000 colleges and universities T and over 1,000 annually

A Approximately 100 full-time staff and 60 associates work from
corporate offices in lowa City, IA; Denver, CO; and 15 remote
locations

A Full-time enrollment consulting staff possesses over 600
years of combined consulting and campus-based experience

A That experience is backed by the latest enrollment and
retention tools to address the full range of enroliment
management issues



Noel-LevitZ

Tﬁ Technology, tools, and consulting for each

rospects stage of the enrollment funnel:

- SMART Approach
qualify student names before purchase

Student
—— recruitment

and marketing - Research Toolkit and Research Assistant

Applicants survey tools

! - ForecastPlus for Recruitment
Completed-File Applicants predict which students will enroll

0 <« |
Admits/Accepted

v ,
Deposited/Confirmed
v
Enrolled Students
' v

COnfinuing Students

- Enroliment & Revenue Management System
use research and strategic financial aid
management to increase yield and revenue

—— Market research

- Retention Management System/
College Student Inventory
intervene early to improve student retention

- Satisfaction-Priorities Surveys
providing student/staff research necessary
for strategic planning and student retention

Student success
and retention

- retentionRT real-time data analysis
directing your strategic retention efforts

Graduates

Strategic Enrollment Planning

3 through statistical modeling and analysis
« Wy g ey

Strategic enrollment planning Marketing and research services Education/Staff Development
- Long-range strategy and annual - Custom research projects - Free papers and trend research

planning support - Web strategy and e-communications - Academic Advising Webinar Series
- Focus on enrollment, fiscal consulting - National Conference on Student

health, and student success — Price Sensitivity Analysis Recruitment, Marketing, and Retention
- Side-by-side plan development - Institutional Image and Competitive - Graduate study in enrollment management

and execution Positioning Analysis - Connections NOW online course



Prior system experience

(three recent system projects)

OKLAHOMA STATE REGENTS
FOR HIGHER EDUCATION

~ - N 7 ama > " — N ."].1 ... ,‘"']':\
, . ).." e ) » ) o
Improving our future by degrees

Bﬂﬂi‘d ' Rﬁients Staff training & statewide financial aid research

Statewide strategic enroliment planning,
market research, financial aid research

Welcome to

THE UNIVERSITY OF NORTH CAROLINA

A 16-campus university

Market research and enrollment planning for increased teacher production
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trends and your

stated enrollment
goals




UMFK has experienced 22% growth in

fall headcount enrollment over the last decade
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In-st ate headcount grew

while out-of-state declined 33% (Canada)
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Headcount grew 18%

while non-degree headcount increased 86%
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Over the past decade, FTFT in-state headcount grew
11% while out-of-state FTFT declined 26%
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Total FTFT headcount increased 3% for fall 2009
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Projected change in the number of high
school graduates, 2009-10 to 2019-20

O 6% and above
O] 0% to +5%

O Decreas es

© Copyright 2009, The Chronicle of Higher Education.
Reprinted with permission. This material may not be posted,
Source: Western Interstate Commission for Higher Education published, or distributed without permission from The Chronicle.



new undergraduate students

First Time funnel history

Stage

Inquiries

Apps

Accepts
Deposits

Enrolled

2009
2,617

365(14%)

272(75%)
147(54%)

128(47%)

2008

3,800

348(9%)

265(76%)

146(55%)

120(45%)

Source: Institutional Self-Assessment

2007
3,117

400(13%)

341(85%)
173(51%)

158(46%)

2006

2,947

327(11%)

273(83%)
141(52%)

125(46%)



How does UMFK compare to public

universities nationally?

Table 1: Public Universities—Overall First-Year Student Funnel Rates

Median funnel rates 2008 2007 2006 2005 2004 2003

Inquiry to application 33% 31% 28% 25% 27% 24%

A 67% | 70% | 73% | 70% | 72%

ﬂ;lzjl:rlli[flae![ieu(:l; g;;dlg:.“;'gu ns only) 14% 83% 83% NA NA

Admit to enroll (yield) 39% 42% 43% 47% 49%
—

UMFKGs 2008 conversion (47%) and acce,|
average; the yield rate (37%) is well above average and has remained
amazingly consistent over the past five years. The acceptance rate has

fallen significantly since 2006 and 2007



Stage
Inquiries
Apps
Accepts
Deposits

Enrolled

UMF KOs
UMF KOs

new undergraduate students

Transfer funnel history

2009 2008

480 456
297(62%) 319(70%)
235(79%) 232(73%)
191(81%) 179(77%)
140(60%) 132(57%)
090 accept
yield rate

well above national averages

2007

617
425(69%)
308(72%)
260(84%)

246(80%)

rat e
| S

Source: Institutional Self-Assessment

6 0 %

2006

693
449(65%)
377(84%)
294(78%)

266(71%)

79 %

compar e
compared



UMFKOs Reported Cost

student is $1678 which compares to median cost
of $638 for Small

2009: Cost to recruit a single undergraduate student by enrollment size for four-year institutions
and by percentile for all sectors

4-Year 4-Year 4-Year 4-Year 4-Year 4-Year
Publics: Publics: Publics: Privates: Privates: Privates:
Smallest Middle Largest Smallest Middle Largest
2-Year 4-Year Third in Third in Third in 4-Year Third in Third in Third in
Private Enrollment Enrollment Enrollment

Size (387  Size (660

Public Public Enrollment Enrollment Enrollment
Size (290  Size (2,200 Size (4,900 Size (60
to 2,144 to 4,611 to 10,614 to 385

to 646 to 4,678
students) students) students) students) students) students)
25th percentile $173 $349 $390 $284 $342 $1,589 $1,957 $1,800 $1,303
Median cost $263 $461 $638 $455 $423 $2143 $2,691 $2,212 $1,672
75th percentile $462 $682 $913 $539 3682 $3,027 $3,350 $2,998 $2,339




Conclusions from the

preceding data review

A UMFK must increase the top end of the funnel to
generate more applications

A Maintaining yield rates is vital for the
achi evement of the uni v«
enrollment goals given the small number of
applications

A UMFK should continue to explore ways to
generate more applications through search,
NFast Appo0s and ot her st

AUMFK should explore the
majors or programs that would attract new
students



Let 0s | ook at yo
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Selectivity Levels

SELECTIVITY LEVEL ACT SAT

Highly Selective 25130 17101 2000
Selective 21126 147011770
Traditional 18124 12901 1650
Liberal 17122  1230i 1530

Open 16121 117071 1480

Source: Compiled from ACT Institutional Data File, 2009.
©2009. ACT, Inc. All Rights Reserved.



UMFK Average Retention Rate for the last 5

years Is 50% but improving dramatically!

A First Year Class 20081 76.4%
A First Year Class 2007 i 59.6%
A First Year Class 2006 i 60.4%
A First Year Class 20051 60.7%
A First Year Class 2004 i 48.2%

Progress Is being made!



How does retention rate compare to other
colleges according to ACT?

Highly Selective Selective Traditional Liberal Open
EAA EBA EMA EPhD

Source: Compiled from ACT Institutional Data File, 2009.
©2009. ACT, Inc. All Rights Reserved.



Progressions to junior status

A Fall 2007 7 41.8%%
A Fall 20067 52.1%
A Fall 20057 43.6%
A Fall 20047 32.9%

Up from 2004 but down from last year.
Why?



Six Year Graduation Rates***

A Entering Class of 2005 (4 year) i 29.9%*
A Entering Class of 2004 (5 year) i 29.3%**
A Entering Class of 2003 i 32.5%

A Entering Class of 2002 i 40.9%

A Entering Class of 2001 i 39.2%

* 6 year projection = 40%

** 6 year projection = 33%
*** 6 Year Graduation Rate Average using projections = 30.6%



For the last 4 years UMFK has a five year

graduation rate of 33%

A 20097 29.3%
A 200871 28.6%
A 20077 36.4%
A 20067 37.1%

Must reverse this downward trend!



How does five year graduation
rate compare to other colleges according to ACT?

Highly Selective Selective Traditional Liberal Open
EAA EBA ZMA mPhD

Source: Compiled from ACT Institutional Data File, 2009.
©2009. ACT, Inc. All Rights Reserved.



Stated enrollment goals

A Increase overall new first-year students to 162
for Fall 2010 with a goal of 175 by 2012 versus
128 for fall 2009

A Slightly increase the overall number of transfer
students to 138 for Fall 2010 with a goal of 150
by 2012 or more versus 138 for fall 2009

A Increase the retention rate to 82% versus a high
of 76% in 2009 but approximately 60% In the
previous three years



Stated enrollment goals

A Achieve a first to second year retention rate
Increase of approximately 3% annually for five
years

A Decrease the number of students requiring
Placement Testing and developmental courses
each year.

A Increase the six year graduation rate to 80%
versus 38% In recent years (overly aggressive?)

A Achieve overall FTE of 900 (some said 950)



Commentary on goals

A New student objectives are very obtainable but it
will require the admission operation to become
more focused, aggressi Ve
orientedo

A The retention and graduation rate goals may be
a stretch, consistent 70% / 50% performance Is
probably more realistic in the 5 year time-frame

AUMFKo6és faculty will neeq
actively support retention efforts



Driving and
Restraining Forces




UM strengths and opportunities

(Driving Forces)

A Beautiful campus/location
A Dedicated and talented faculty
A Improved facilities

A Extensive admissions travel schedule and
outreach efforts

AExcell ent finame recog
share In primary recruiting area

A Lowest cost of Maine public universities



UM strengths and opportunities

(Driving Forces)

A Significant commitment (via willingness to
hire outside consultants) to improve
retention and recruitment programs

A Personalized admission process
(Interviews, etc.)

A Excellent start on retention efforts i
NStudent Success Cent
Support Serviceso pro

AStrong stdrnthewi tph ofgo n



UM weaknesses and threats

(Restraining Forces)

A Declining traditional aged prospective
student population in Maine

A Location
A Relative low income of most students
A Lack of institutional merit/need dollars

A Limited budget in admission for new
efforts

A An increasingly competitive marketplace



UM weaknesses and threats

(Restraining Forces)

A Lack of integrated and specific and
segmented enrollment goals

ALittl e fibrand awar ene
Aroostook county

A Aging facilities
A Need to continue to improve web-site and
embrace new social network opportunities

A Marginal publications and communication
flows (resource issue)



Marketing and
Recruitment
Recommendations




UMFK recommendations

ACl early define the ur
and understanding of
Management o



A simple definition of enrollment

management e

A A systematic, holistic, and integrated approach to achieving
enrollment goals by exerting more control over those
Institutional factors that shape the size and characteristics of
the student body

A It encompasses all activities associated with attracting and
retaining students including marketing, recruitment, financial
aid, orientation, student life, advising, and instruction

A Involves examining institutional mission, program and service
offerings, organizational structure, and resource allocation

A The enrollment management process relies heavily on the
use of pertinent data and information for informed decision-
making

Noel-Levitz



UMFK recommendations

A Expand and continue to build on current
ARetention Groupo ul't
and NEnroll ment Manac

A Consider hiring a VP or Dean of
Enrollment Management to oversee key
areas to ensure meeting UMFK enrollment
objecti ves and nchair
hand with the nEnrol |
Commi tteeo



Enrollment Management Committee

responsi bili1ti1 es

A Determine the desired enrollment state for the institution
(projecting 3-5 years)
A Determine specific goals for various market segments

(first year, transfers, | n
A Establish overall and program-specific annual enroliment
goals

A Approve and monitor implementation of the annual
master enrollment management plan (recruitment and
retention)

A Review all recommendations related to enrollment
management and wor k within
making process to gain approval for recommendations
deemed important to achieving goals



EM committee responsibilities

A Design, conduct, analyze, and disseminate enroliment-
related studies and research

A Conduct periodic audits of key program/service areas

A Initiate a process for identifying and eliminating problems
that interfere with the quality of student life and learning

A Establish a communication plan designed to keep
campus personnel informed about enroliment issues and
progress

A Discuss and determine strategic enrollment issues
(pricing/aid strategy, positioning, image/reputation,
product, etc.)



Enroliment Manager will develop a strategic enroliment
plan that will support implementing key strategies to
meet the desired enrollment goals for the next 3-5 years

UM FK Strategic
Enrolment Plan

AN
AT IS IS I IAT TSI I SIS IS SIS LIS IS LTSI AT

. 7
 — Noel-Levitz.
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Annual recruitment and retention plans should
contain measurable goals and key enrollment
strategies

Recruitment Plan Plan
‘ Clear Goals
‘ Key Strategies

Detailed Action Plans

Objectives - Timetables

Responsibility - Budgets
Evaluation

Strategic




UMFK recommendations

A Strengthen your integrated marketing
efforts in the area of student recruitment
through key employees who impact new
student enrollments
I They should develop and oversee execution

of Web enhancements, print collateral

development, and prospective student
communication plans



UMFK recommendations

A Adopt a true territory management model
In the admissions office wherein individual
staff have responsiblility for defined
enrollment outcomes (Visits, apps,
accepts, enrolled students). Incidentally,
this would be unfair to implement until you
free staff time to actually engage in
relationship management

A This process appears to have begun
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UMFK recommendations

ASignificantly expand an:
search program

I Analyze current prospect coverage rate (% of enrolled
students that appear on your purchased lists).
Expand the search volumes.This will likely suggest
the need for higher volumes and resource
commitment

I Use PSAT and NRCCUA lists (others?)

I Begin acquiring data during the fall of the junior year
or earlier (currently the vast majority is acquired at the
start of the senior year) e
through the fall of the senior year for each entry term



UMFK recommendations

ASignificantly expand
student search program (cont.)

I Include a pre-populated reply mechanism in
all electronic and direct mail solicitations

I Consider hiring outside firm (such as Royall
and Company) to conduct search and
response procurement programs

I Segment initial message according to
academic interest, at least for your largest
and most unigue programs



UMFKOS recommend

A Roll all lost admits that attend a two-year school
into future transfer inquiry pools and develop
corresponding communication plans

ATreat all SAT(ACT) scor
applicationso from a col
(e.g. thank you for submitting your test scores,
we have started your ap|



UMFKOS recommend

ATest a AFast Appo for f:
and prospects from 100 mile radius (Royall and
Company has significant experience with this
program)

I Pre-populated (electronic)
I Fee-walived
I No school report or essay required
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Data
management and
reporting



Data management and reporting

A Create a basic package of weekly and
monthly enrollment reports to monitor the
progress of the marketing and recruitment
program and evaluate the effectiveness of
your key marketing and recruitment
strategies as well as to inform cabinet
about progress toward goals.




Variables for basic funnel reports (Y-axis

sample items)

AViarket segments ACollege fairs (any contact)
AGeographic region Adigh school visit (any
contact)

ACounselor territory

Anquiry source AAlumni event (any contact)

ACampus visit (indv) ACC visits (any contact)
fOpen house AOutbound phone calls

ACampus VISITORS AStudent interest (qualifying)
codes

A\cademic profile

Aetc.

ACollege and major
KCo-curricular interests



Data management and reporting

A Begin tracking campus visitor conversion
and yields to get a better handle on this
key metric

A Conduct the same analysis for transfer
students

A Once the preceding reports are in place,
share them with the senior staff and key
faculty to keep them updated as to
progress with enroliment




Ref Il ne
communication
strategies




UMFK undergraduate market segments

(for differential communication)

A FTFT

I In-state (primary or local)
I In-state (secondary)
I Out-of-state
A Transfers
I In-state
I Out-of-state
A Non-traditional
A Parents

A Counselors (HS and CC)



UM recommendations

A Identify your key messages and 3-5 proof
points for each. Possibilities include:
I Breadth and depth of academic programs
I Academic quality/strength
I Faculty/student involvement
I Student outcomes
I ROI and affordabllity
I Location
I Residential campus/student involvement




UMFK recommendations

A Strengthen your marketing communications for the
various programs(Web pages, dept. sheets, college
brochures)

Brief program description noting two or three points of difference
Interesting courses students can take

Faculty credentials and real world experience

Facilities

Opportunities for student research, study abroad, internships,
etc. (experiential learning)

Where are UMFK graduates today? Provide a list of at least 10
recent graduates that have secured strong employment or
graduate school placements for each major/program. The more
the better



UMFK recommendations

A Expand your prospective student
communication plans at the inquiry stage
(sophomore through senior year) and work
to integrate recruitment messages
throughout. Currently there is very little
engaging written communications going to
Inquiries or applicants.

ADevel op new fipost <cart
selling points



UMFK recommendations

A Improve turn around time at all stages of interest.

A Develop a distinctive post-accept (yield) communications
plan designed to build commitment. There appears to be
no distinct communications to accepted students except
for business transactions (financial aid, orientation,
etc. ) é

I Departmental congrats letter

I Letter from the president

I A"What 6s nexto post card series
I Include companion e-mail messaging

I

- Staff and student calling plan (every accepted student should get
multiple personal calls and e-mails)



UMFK recommendations

A Consider exploring outsourcing e-
mail/text/other social networking delivery
partner. (possiblilities include: Noel-Levitz,
Target X, Fire Engine Red)



Web Strategy




UMFK recommendations

A Continue to improve the functionality of the
UMFK web site.

A Conduct research on how your
prospective students want to communicate
and be communicated with through the
admission process (including how/what
they want from the web site)



First, recognize that students express a
desire for multiple communication channels

Activity

Completing an
application

Online In person ET] Text message

Sending a deposit

Getting answers to
my questions

Transcript delivery

Financial aid award

Acceptance

Communicating with
current students

Communicating with
faculty

© 2009 Noel-L e v i t z ,-Expeatations FepoB: Scrolling Toward Enroliment



Make certain your functionality aligns
with their needs - how does UMFK rank?

Tasks Juniors Seniors
Complete a financial aid estimator form 88% 80%
Complete a tuition cost calculator form 83% 76%
Complete an admission application online 81% 65%
Request a campus visit by completing a form 81% 65%
IM with an admissions counselor or student worker 72% 55%
Complete a form to RSVP for a campus event 72% n/a
Inquire online 70% 48%
Read profiles of faculty 64% 49%
E-mail a faculty member 64% 59%
Read a blog written by a member of the faculty 64% 43%
Read profiles of current students 63% 41%
Read a blog written by a current student 63% 46%

© 2007 Noel-L e v i t z ,-Expeatations Hassof 2007
Report: Building an E-Recruitment Network



Key Expectations from Students 1 they want
scholarship and cost information!

Mean score (1-5 scale
1. Academic programs or majors 4.56
2. Scholarships 4.52
3. Financial aid 4.48
4. Admissions requirements 4.38
5. Tuition and fees 4.37
6. Information for accepted students 4.09
7. Visiting campus 4.07
8. Housing and residence life 4.04
9. Job placement rates 3.99
10. Student life and activities 3.98
11. Faculty and teaching 3.96
12. Graduation rates 3.95
13. Graduate school placement 3.85
14. Accreditation 3.74
15. Internships or co-ops 3.71
16. Successful alumni 3.40
17. National rankings, such as U.S. News and World Report 3.40
18. Profiles of current students 3.07
19. Entries from student blogs; entries from faculty 2.91

© 2007 Noel-L e v i t z ,-Expeatations Gassof 2007
Report: Building an E-Recruitment Network



Specific Web Recommendations

A Use the preceding analysis and other
results from our E-expectations research
to prioritize your ongoing development
efforts
https://www.noellevitz.com/Papers+and+R
esearch/Papers+and+Reports/Researchlli
brary/E-EXxpectations.htm



https://www.noellevitz.com/Papers+and+Research/Papers+and+Reports/ResearchLibrary/E-Expectations.htm
https://www.noellevitz.com/Papers+and+Research/Papers+and+Reports/ResearchLibrary/E-Expectations.htm
https://www.noellevitz.com/Papers+and+Research/Papers+and+Reports/ResearchLibrary/E-Expectations.htm
https://www.noellevitz.com/Papers+and+Research/Papers+and+Reports/ResearchLibrary/E-Expectations.htm
https://www.noellevitz.com/Papers+and+Research/Papers+and+Reports/ResearchLibrary/E-Expectations.htm

Specific Web recommendations for UMFK

A Focus on calls to action on all prospective
student pages (with prominent call-out

buttons)

I Request information
I Apply for admission
I Visit campus

I Estimate your costs
I Ask a student



Specific Web recommendations for UMFK

A Focus your content development on the
academic pages

A Add a tuition and scholarship calculator
(NL has one coming this spring that
complies with federal requirements but is a
stronger marketing tool)



Retention
recommendations




Improving progression and completion should be guided
by systematic assessment and intervention

Student
Assessment

oy, INStitutional
1 Assessment

Student

Institutional g
Interventions

 Interventions




Retention recommendations (assessment)

A Continue to refine those factors that place
an I nbound student N ¢
admi ssi onésome known
I Conditional Admits
I In State
I Commuters
I 1St semester gpa<2.0



UMFKépotenti al

var i

retention, some of which had already been
studied

Arogram or intended/declared
major

A xploration program

AUnmet need (% of need met)
ALoan burden

A_{:I\)/IFK gift aid (or need met with
gift

AGeographic market

Mistance from campus

AHS GPA

ACollege GPA (transfers)
AACT/SAT score and sub-scores
AHS rank in class

Arovisional admits (Foundations)
Aull-time/part-time
AResident/commuter

AGender

AUMFK GPA (term and end-of
year)

ATiming of major declaration

AAffiliations (e.g. athletics, Greek,
other co-curricular)

AStudent employment status
ATIC versus transfer

Arransfers by entry term
(fall/spring)

AGrades in selected courses
ACampus visit prior to enrolling
Andmit date

ab



Retention recommendations (assessment)

A Consider adding a motivation assessment,
at least for high-risk new students if those
can be identified empirically (e.g. the
College Student Inventory)

A Add student satisfaction and student
engagement research to your assessment
process (SSI and NSSE, alternate years)



Retention recommendations (assessment)

A Consider adding/identifying courses to
place at risk students for their first
semester

Al dentify faculty to ¢
risk first year students

AEvaluate the Afirst
to determine effectiveness



Retention recommendations (assessment)

A Explore implementation of a recruit-back
program for students that left the university
In good standing

ADevel op a -peanufornge
sophomores and juniors

A Expanding and improving your early-alert
system still holds promise for improving
your retention results but the will to
systematically intervene appears mixed (it
will require strong leadership to execute)



Next Steps



