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Part I: Organizing for Enrollment Management

1. Is there an individual at your institution who has overall, direct responsibility for enrollment management?    

n=13

77%    Yes      
23%    No  
2. What functional areas does your enrollment manager directly supervise? (Check all that apply.)

n=10



100%
Undergraduate admissions and recruiting

0%
Graduate admissions and recruiting

70%
Financial aid

70%
Enrollment-related marketing

70%
Recruiting publications

20%
Institutional research

40%
Enrollment-related information technology

40%
Student affairs/student services

10%
Academic support services/learning assistance

50%
Academic advising

70%
Counseling

40%
Career planning and placement

70%
Orientation

80%
Registration

30%
Retention programs

20%
Other 

3. What is the title of the person to whom this position (enrollment management) directly reports?

n=10



30%
President

30%
Chief academic affairs officer

30%
Chief student affairs officer


0%
Chief administrative or business officer

10%
Other

4. Does your institution develop any of the following? (Check all that apply.)

n=9 


56%
An annual, comprehensive, written enrollment management plan that addresses both recruitment and retention

78%
An annual marketing/recruitment plan

22%
An annual retention plan

33%
Comprehensive strategic enrollment plan (three- to five-year goals and strategies)

5. Is the president’s senior staff (or cabinet) involved in setting the goals and objectives for your institution’s enrollment management plan? 

n= 11

91%       Yes       
9%          No 

6. How long has your institution been engaged in formal planning for enrollment management?

n= 12
 

17%
One year or less

17%
More than one year, up to three years

8%
At least three years, up to five years

33%
Five years or more

25%
We are not engaged in formal planning for enrollment management

Part II: Enrollment Management Results

7. What were your recent results for first-time, full-time freshmen? 

	
	Fall 2004
(if available)
	Fall 2003
	Fall 2002

	Number of inquiries
	
	
	

	Number of applications
	
	
	

	Number of admitted applicants
	
	
	

	Number of total deposits/confirmed
	
	
	

	Number of actual matriculants
	
	
	


8. Did your institution meet its enrollment goal for the overall size of the fall 2003 first-time, full-time freshman class? 

n=13


0%
Yes, the goal was met

15%
Yes, and the goal was exceeded

15%
No, the goal was not met

69%
No goal was set for the overall size of the fall 2003 first-time, full-time freshman class

9. What were this year’s and last year’s results for new, full-time, undergraduate transfer students? (Note: If your institution does not actively recruit new, full-time, undergraduate transfer students, leave this section blank.) 

	
	Fall 2004
(if available)
	Fall 2003
	Fall 2002

	Number of inquiries
	
	
	

	Number of applications
	
	
	

	Number of admitted applicants
	
	
	

	Number of total deposits/confirmed
	
	
	

	Number of actual matriculants
	
	
	


10. Did your institution meet its enrollment goal for the number of new, full-time, undergraduate transfer students in the fall of 2003? 

n=11


0%
Yes, the goal was met

0%
Yes, and the goal was exceeded

0%
No, the goal was not met

36%
No goal was set for the number of new, full-time, undergraduate transfer students in fall 2003

64%
We do not actively recruit new, full-time, undergraduate transfer students

11. What were your recent results for part-time students? (Note: If your institution does not actively recruit part-time students, leave this section blank.) 

	
	Fall 2004
(if available)
	Fall 2003
	Fall 2002

	Number of inquiries
	
	
	

	Number of applications
	
	
	

	Number of admitted applicants
	
	
	

	Number of total deposits/confirmed
	
	
	

	Number of actual matriculants
	
	
	


12. Did your institution meet its enrollment goal for the number of part-time students for fall of 2003? 

n=12


0%
Yes, the goal was met

8%
Yes, and the goal was exceeded

8%
No, the goal was not met

75%
No goal was set for the number of new, part-time students in fall 2003

8%
We do not actively recruit new, part-time students

13. Please report your institution’s fall-to-fall persistence rates for first-time, full-time freshmen. 

n=10
(the percentages shown below are the average of all responding institutions)
53.7%

Percentage of fall 2001 first-time, full-time freshmen who returned in fall 2002

52.7%

Percentage of fall 2002 first-time, full-time freshmen who returned in fall 2003

14. Did your institution meet its goal for the fall-to-fall persistence rate for the percentage of first-time, full-time freshmen in fall 2002 who returned in fall 2003? 

n=12


8%
Yes

17%
No

75%
No goal was set for persistence rate of this cohort

15. Please report your institution’s graduation rates for the appropriate cohorts. (Please note: If your institution does not have two-year programs, do not report two-year or three-year graduation rates. If your institution does not have four-year programs, do not report four-, five-, or six-year graduation rates.) 

	
	Reported on IPEDS Graduation Rate Survey Spring 2003
	Reported on IPEDS Graduation Rate Survey Spring 2002

	Percentage of first-time, full-time freshmen who graduate in two years
	
	

	Percentage of first-time, full-time freshmen who graduate in three years
	
	

	Percentage of first-time, full-time freshmen who graduate in four years
	
	

	Percentage of first-time, full-time freshmen who graduate in five years
	
	

	Percentage of first-time, full-time freshmen who graduate in six years
	
	


16. Did your institution meet its goal for the graduation rates for the cohort reported on the IPEDS Graduation Rate Survey Spring 2003? 

n=13


15%
Yes, the goal was met

0%
Yes, and the goal was exceeded

15%
No, the goal was not met

70%
No goal was set for the graduation rate of this cohort

Part III: Marketing and Recruitment Practices

17. Below, you’ll see a list of commonly used marketing and recruitment strategies. For each, place an “x” in the appropriate box to indicate how effective this strategy has been for your campus. If you do not utilize this strategy, please be sure to check “Method not used.” 

n=13

	
	Very effective
	Somewhat effective
	Minimally effective
	Method not used

	High school visits by admission representatives to primary markets
	62%
	31%
	8%
	0%

	High school visits by admission representatives to secondary, tertiary, or test markets
	38%
	23%
	15%
	23%

	Internet ads
	0%
	0%
	23%
	77%

	Participation in national or regional college fairs
	31%
	23%
	15%
	31%

	Participation in College Day/College Night program
	62%
	31%
	8%
	0%

	Using enrolled students in recruiting
	62%
	31%
	8%
	0%

	Advertising in college magazines/publications
	0%
	31%
	23%
	46%

	Using alumni in recruiting
	8%
	38%
	15%
	38%

	Recruiting publications (viewbook, search piece, etc.)
	54%
	46%
	0%
	0%

	Using faculty in recruiting
	23%
	46%
	31%
	0%

	Student searches via direct mail (lists obtained from ACT, the College Board, etc.)
	8%
	15%
	31%
	46%

	Student searches via electronic mail (lists obtained from ACT, the College Board, etc.)
	0%
	8%
	23%
	69%

	Telecounseling by admissions/recruitment professional staff
	8%
	15%
	23%
	54%

	Telecounseling by paid student workers
	8%
	8%
	8%
	77%

	Listing institution in commercially published directories
	0%
	8%
	46%
	46%

	
	Very effective
	Somewhat effective
	Minimally effective
	Method not used

	Offering no-need, merit scholarships
	62%
	15%
	8%
	15%

	Group area meetings for prospective students and/or their parents
	38%
	15%
	23%
	23%

	Summer, weekend, or evening programs, or other special workshops or seminars
	15%
	31%
	15%
	38%

	Campus visit days for high school students
	69%
	31%
	0%
	0%

	Cooperative or consortia-based recruiting
	8%
	54%
	23%
	15%

	Weekend visits for high school students
	8%
	0%
	15%
	77%

	Recruiting through business and/or industry
	23%
	38%
	23%
	15%

	Off-campus meetings or events for high school counselors
	38%
	31%
	8%
	23%

	Campus visit days designed for school counselors
	38%
	46%
	15%
	0%

	Recruiting through social service agencies
	8%
	38%
	31%
	23%

	Offering campus child care facility/service
	8%
	8%
	15%
	69%

	Billboard, bus, or other outdoor advertising
	8%
	38%
	0%
	54%

	Recruitment programs targeted to members of under-represented racial or ethnic groups
	38%
	38%
	8%
	15%

	Radio ads
	15%
	54%
	8%
	15%

	Recruitment programs targeted to adult or other non-traditional students
	15%
	54%
	15%
	15%

	Television ads
	0%
	38%
	8%
	54%

	Print media ads
	23%
	54%
	8%
	15%

	College-sponsored trips to campus for prospective students
	8%
	31%
	8%
	54%

	Ads in high school yearbooks or newspapers
	0%
	8%
	38%
	54%

	Planned, mass e-mail communications to prospective students
	8%
	15%
	0%
	77%

	Individual personalized e-mail exchanges with prospective students
	38%
	15%
	15%
	31%

	Electronic newsletters
	8%
	0%
	0%
	92%

	Institutional Web site
	23%
	54%
	15%
	8%

	Posters with tear-off reply postcards
	0%
	15%
	8%
	77%

	Specially designed recruiting page on Web site
	0%
	23%
	31%
	38%

	Mailing course schedules to residents in area
	15%
	31%
	23%
	38%

	
	Very effective
	Somewhat effective
	Minimally effective
	Method not used

	Systematically contacting most inquiries to code their level of interest in enrolling at your institution (inquiry qualifying)
	0%
	8%
	15%
	77%

	Hosting open house events
	8%
	46%
	23%
	23%

	Statistical modeling to predict the likelihood of a prospect, inquiry, or admitted student enrolling at your institution
	0%
	0%
	8%
	92%

	Participating in trade shows/advertising in trade publications
	0%
	23%
	46%
	31%


18. Which of the following kinds of enrollment-related research has your institution conducted within the last three years? (Check all that apply.)

n=10


10%
Survey research on prospective students who do not enroll (non-enrolling inquiries) 

20%
Survey research on admitted students who do not enroll (non-enrolling admits) 

30%
Survey research on enrolled students who do not re-enroll (withdrawn students) 

0%
Survey research on parents of prospective students
40%
Survey research on high school or community college counselors
50%
Survey research on employers
50%
Other kinds of survey research – Please describe:       
0%
Competition studies

30%
Environmental scanning

10%
Other kinds of enrollment-related research – Please describe:      
19. Which of the following publications or materials does your institution use regularly to communicate with prospective students? (Check all that apply.)

n=13


31%
Search piece

92%
Viewbook

92%
Catalog

15%
Admissions newsletter

77%
Financial aid or college financing brochure

46%
Merit scholarship brochure

92%
Separate school, department, or program brochures

23%
Campus visit brochure

23%
Parents’ brochure

8%
Outcomes/successful graduates brochure
46%
Recruiting poster

38%
Video

20. Are you satisfied with your management information system’s ability to generate timely and accurate enrollment reports?

n=13

38%  Yes 
62%   No

21. Are you satisfied with your management information system’s ability to manage the communication process with prospective students? 

n=13

38%  Yes 
62%   No

22. Approximately what was your total undergraduate recruiting budget, to the nearest thousand dollars, for 2003-04? 

n=13

$140,880.62 (average)
(Note: Include any outlay associated with recruiting; however, do not include outlays for grants and/or scholarships.)

23. Does the total from above include the following elements? (Check appropriate column in table, next page.)

n=13


	
	Included in total above
	Not included in total above

	Salaries
	77%
	23%

	Benefits
	77%
	23%

	Capital costs (equipment)
	54%
	46%

	Supplies
	100%
	0%

	Publications
	100%
	0%

	Professional services
	69%
	23%


24. Over the course of 2003-04, how many new undergraduate students (first-year and transfers) enrolled in your institution? (This figure is used to calculate the cost of recruiting a new student.)

n=12
Part IV: Retention Practices

25. Do you know what your students expect of your institution and how satisfied they are?

n=13

100%  Yes 
0%   No

26. Do you know of particular populations that retain poorly?  

n=12

58%  Yes 
42%   No

If so, who are they and what are their retention rates?

	Population
	Retention Rate

	
	

	
	

	
	


27. Which of the following programs do you have in place? (Check all that apply.)

n=13
 

77%
Training for academic advisors
38%
Ongoing quality service training for front-line staff

31%
Instruments that predict individual student dropout proneness 

15%
Data analysis to predict dropout proneness
69%
A program for assessing student satisfaction
69%
A systematic early alert and intervention program
62%
Exit procedures for students who drop out or stop out
15%
A proactive intervention program for undecided students
46%
Ongoing faculty development opportunities for faculty that are related to their role in retention
0%
A communication program with students who have recently dropped out or stopped out
92%
An orientation program that is designed to connect students to each other, faculty and staff at the institution, and resources to support student success

54%
A first-year program or transition-to-college course
38%
A proactive support program for students on academic probation
92%
Testing and placement into courses designed to assist with student success 

69%
An honors program
92%
Academic support services for academically under-prepared students
62%
Supplemental Instruction (SI) 

23%
Collaborative learning strategies (e.g., learning communities) 

54%
Special programs for under-represented populations
Part V: Financial Aid Practices


	Enrollment and Financial Aid Expenditures

	
	Fall 2003
	Fall 2002
	Fall 2001

	TOTAL ENROLLMENT
	
	
	

	Graduate
	
	
	

	Undergraduate
	
	
	

	Freshman
	
	
	

	Transfer
	
	
	

	Total Financial Aid Available Fall 2003

	
	Dollars
	Number of Students Receiving Aid

	ALL SOURCES
	
	

	Total, undergraduate
	$
	

	New freshmen
	$
	

	New transfers
	$
	

	INSTITUTIONAL AID (including tuition waivers)
	
	

	Total, undergraduate
	$
	

	New freshmen
	$
	

	New transfers
	$
	

	Net Revenue and Financial Aid Data

	
	Fall 2003
	Fall 2002

	FRESHMEN ONLY
	
	

	Percentage receiving any aid
	
	

	Percentage receiving need-based aid
	
	

	Average need
	$     
	$     

	Average percentage of need met
	     
	     

	Federal methodology cost of attendance for in-state students: List budget for incoming freshmen with the most common housing arrangements
	$     
	$     


28. Do you offer no-need, merit scholarships?

n=13

100% Yes
0%      No
29. In preparing financial aid awards for new students, do you routinely meet different percentages of need for different types of students who have similar levels of need (“differential” or “preferential” aid packaging)?

n=13

15% Yes
85%   No
30. Do you know if you are spending too much or too little on financial aid from institutional sources (including tuition waivers)? 

n=13

62% Yes
38%   No
31. Are you leveraging your available financial aid resources to achieve enrollment goals?

n=13

31% Yes
69%   No
32. Are you tracking the yield rate on your financial aid awards, including scholarship offers?

n=13

0% Yes
100%   No
33. Do you require students to submit an institutional aid application in addition to the FAFSA?

n=13

62% Yes
38%   No
34. Do you release most upper-class aid awards for the following year prior to the end of the current academic year?

n=12

33% Yes
67%   No
35. Do you normally process a financial aid award for a student within two weeks of receiving a valid ISIR?

n=13

62% Yes
38%   No
36. Does the student billing process accurately reflect institutional charges and financial aid award offsets?

n=13

77% Yes
23%   No
37. Do you offer an early estimating service to help families learn about eligibility for financial aid prior to the formal financial aid process? 

n=13

23% Yes
77%   No
38. Is the amount of financial assistance available to students sufficient to make your college/university affordable to students who want to enroll?

n=13

100% Yes
0%   No
39. Are your financial aid policies and procedures student-centered? 

n=12

100% Yes
0%   No 

Part VI: Topics for Noel-Levitz Statewide Workshop

40. Please rank-order (1-11) your preference for topics and approaches to the statewide workshop to be conducted by Noel-Levitz in November. (List continued on next page.)

1. Developing a results-oriented marketing and recruitment plan (2.85)
2. Marketing and recruitment best practices; implications for Oklahoma institutions (3.92)
3. Developing a results-oriented retention plan (4.46)
4. Retention best practices; implications for Oklahoma institutions (4.62)
5. The current state of enrollment management in Oklahoma; a summary of institutional responses to this survey (5.0)
6. Building campuswide commitment to enrollment management (5.77)
7. The strategic use of financial aid to achieve recruitment and retention goals (6.46)
8. Developing cooperative approaches to achieving statewide enrollment goals (7.0)
9. Observations on the impact of Oklahoma’s statewide financial aid programs (7.42)
10. What can be learned from financial aid impact research; a public university case study (9.08)
11. Other – Please list other topics you would like considered for inclusion in the workshop (10)
41. Would you like separate break-out sessions for two-year and four-year institutions? 


n=13

85% Yes
15%   No
42. Would you like separate break-out sessions on marketing/recruitment? 

n=13

85% Yes
15%   No
43. Would you like separate break-out break out sessions on retention?

n=13

85% Yes
15%   No
44. Would you like separate break-out sessions on financial aid?

n=13

69% Yes
31%   No
Would you prefer all sessions to be offered to all participants simultaneously? 

n=13

38% Yes
62%   No
