Enrollment Management and Student Services Strategic Master Plan

Academic Year 2008 - 2009
Campus Wide Recruitment & Retention

As of 9/12/08

	Goals
	Objectives
	Strategies
	Measures/Outcomes 

(KPI)
	Responsibilities
	Status
	Projected Fiscal Need


                                                                                           Key Performance Indicators

	Goal #1

To improve Institute wide

Retention efforts.


	Objective # 1.1

Create a campus-wide

Retention team
	1.1.1

Identify a representative from

Each college as part of the R2
Team
	1.1
Submission of Names
	
	1.1

Requested for representative from

Deans – February 7, 2007

J. Ulloa-Heath, J. Salas, J. Seay, J. Sanchez

T. Leon Guerrero, J.Swaddell
	

	
	Objective  #1.2

Implement formal tracking system for recruitment
	1.2.1

Identify Cohort Group
Select Tracking System
	1.2

Cohort established and tracked.
	        A& R

Student Counseling

R2 Team


	
	

	
	Objective #1.3

Increase success rates of students placed on probation/suspension
	1.3.1

Academic Advisement
1.3.2

Track Student Success
 
	1.3

Track persistence
	1.3

Admissions and Records


	1.3

Need to identify tracking program
	

	
	Objective #1.5

Graduate enrollment policy


	1.4.1

-must enroll for a minimum of one graduate credit hour each

Regular semester.


	1.5

Policy approved
	Deans/Directors
	
	

	Goal #2
Improve Academic Advising
	Objective 2.1
Access to Advisement

Objective 2.2

Student s declares Major by 60 credits or less

	2.1.1

Implement electronic advisement

2.2
Students identifies their interest


	2.1.1

Uploaded on Website

2.2
Decrease in undeclared  Students


	2.1.1

EMSS


	
	$3,000  Advertisements

Is e-advisement 24-7? This needs to be in place before we advertise or generate PR.


	Goal #3

Assessment
	Objectives 3.1

Identify current rate of students who are admitted but don’t register
	3.1.1

Review UOG data on non-enrollees

Reasons for not registering
	Report on findings
	Student Life

R2 Student counseling
	
	

	Goal #4

Retention
(We need to include in here the online ID180 courses as well as the CLASS online communication course launched in fall 2007 . We are taking small steps in this area.)
	Objective #4.1

Conduct survey investigating why students stop our or drop out.
(Strategy) 

Objective # 4.2

Promote first year success

Objective #4.3

Increase progression to College

English and Math
	4.1

Registration

Review current alternative course scheduling data.

Create plan with recommendations for increasing offerings (campus, day, time, program, course).

4.2

Pilot block schedule career path seminar 

4.3

Increase MA084 (instructional Math)


	Increase evening and weekend classes

Track enrollment by programs

Data comparison Fall to Fall
	Deans/Directors

Dean/Director 

EMSS
	ID180 offered 2 evening,

2 Saturday  - all full

Math Summer Program

· pending

English Summer

Program pending
	

	Goal #5

Expand and Improve Recruitment Efforts

	Objective #5.1

Recruit high school seniors. 
#5.2 

 Increase graduate student recruitment activities.

#5.3

Produce additional recruitment/Promotional materials. 

#5.4 
Develop new website for the University.

#5.5

Develop media and public relations campaigns targeted at potential students for new degree programs, summer 2008 institutes, and Math Day.
#5.6
Expand institutional visibility and create a consistent positive image of the university locally & regionally.
#5.6.1

Raise profile of the university nationally and internationally.
#5.7

Visit Regional High Schools

#5.8 
Collaborate with GPSS and other partners to develop specialized courses to meet their needs.


	#5.1
 Invite parents and high school seniors to College Orientation Night via letter. Use public relations strategies to reinforce message. 

#5.1.1

FAO Village Program. PR strategies used to promote village visits.
#5.2 
Host Graduate Program Info Fair for all programs Dec.1, 07.
#5.3

Produce UOG Folders, School and College flyers, and Pop up banners
#5.3.1
Produce Promotional Giveaways

#5.4 

New University website developed in 2007.
#5.5
Print advertisements,  radio ads, and public relations strategies launched in April 2008 for:

· MS Clinical Psychology

· PMBA 2008

· SOE Counseling 08 Sum Institute

· SOE Special Education Summer Institute

· Summer English Program

· Math Day at UOG 

#5.6
Media releases sent to local, regional and international publications on variety of subjects.

#5.6.1

Subscribe to Eureka Alert and other Public Relations engines to expand national and int’l coverage.

#5.7
Dean EMSS visits CNMI high schools on an annual basis. Networks with CNMI legislators, mayors, and other officials. Her visits are promoted with radio and print ads. Radio ad in Chamorro to appeal to parents.
Dean was guest on CNMI radio talk show to promote recruitment effort.

Annual visits to Palau, Chuuk, Pohnpei and Yap. 

Meeting with feeder colleges –

NMC, COM, PCC. GCC, CNMI

#5.8

Professional Development & Lifelong Learning office to offer online courses and coordinate development and offering of specific courses to meet need.


	#5.1

Four College Orientation Nights held in spring 2008: Academy + FD = 65; JFK = 12; GW = 51

Final event open to all = 44
#5.1.1 

Implemented in 2006-2007.
#5.2

74 prospective graduate students attended the fair. Students were able to speak directly to program faculty, learn about admissions & financial aid.
#5.3

Folders, New flyers, and pop up banners for colleges and schools produced in fall 2007 & early 2008. 
#5.4

New website launched in January 2008. University now has access to web analytics to see who is visiting us and from where.
#5.5
Track enrollment numbers by program.

English and Math Placement Tests for April 08 show a marked increase in the # of participating students compared to prior year.

Hundreds of high school students attended Math Day on April 12, 08.

#5.6
As of Dec. 07, media coverage tracked and data analyzed for positive, negative and neutral coverage. Over 90% of stories are positive. Compare data on a quarterly basis.

#5.6.1
Submit media releases and track results. UOG faculty Dr. Lander cited as expert on Myanmar Cyclone and was covered by 127 US publications and more than 30 international publications.
#5.7
Enrollment from students from Rota has increased. 

These visits have resulted in CNMI students and teachers scheduling campus tours.

#5.8
PDLLC has partnered with Ed2Go and Gatlin E-learning to offer personal development courses. Partnered with American Mgmt Assn to offer courses.
	#5.1

EMSS; UOG Community;
Recruitment Team

#5.1.1 
DEAN EMSS, Financial Aid
#5.2

Deans, Directors, EMSS, DIMC
#5.3

DIMC
#5.3.1
DIMC
#5.4

DIMC
#5.5 

SOE Exec. Dir.; CLASS Dean & Assoc. Dean; CNAS Math Faculty, SBPA Exec. Dir in coordination with DIMC.
#5.6

DIMC

#5.6.1

DIMC and select faculty with high visibility in their area of expertise.
#5.7

Dean EMSS, with support from financial aid, registrar, and DIMC. 
#5.8

Asst. Director PDLLC.
	#5.1

College nights are successful. Continue hosting events in spring. Consider hosting at least one College Night during late fall semester.
#5.1.1
Turn out was less than desired.
#5.2

27 participants responded to the post event online survey. Majority cited speaking with faculty as most helpful aspect of fair. 26 would recommend attending fair to friends.
Completed. Flyers need to be revised and reprinted each year.
#5.3.1
Not completed. Good idea, but other priorities for funding.
#5.4
Completed. Population of pages in progress. Continual improvements and updates occur.
#5.5

Media and public relations campaign implemented.
#5.6 
Data collected, analyzed and distributed on a quarterly basis.

#5.6.1

In progress. Analyzing various outlets as of 5/08.
#5.7
CNMI visits have been successful. Regional recruitment efforts need to be shared among administrators including TRIO as extensive time is needed to travel through islands. 

#5.8

Strong partnerships in place with Ed2Go, Gatlin, AMA, and GPSS certification office.
	#5.1
Estimated Amount __ for mailouts.

	
	
	
	
	
	
	#5.2

Graduate fair was successful in generating awareness of and interest in programs. Radio spots and Print ads effectively promoted the event.
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