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Enrollment management paradigm 

Make no mistake, if you are an enrollment manager 
you are in the data and information business 

Marketing and 
recruitment data 

The dynamics of 
the enrollment 

funnel are 
changing rapidly 

Unfortunately, normative data on two-
year institutions remains elusive 
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•	 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 

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

•	 It involves examining institutional mission, program and 
service offerings, organizational structure, and resource 
allocation 

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

Noel-Levitz 
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Among first-year applicants at 

four-year public institutions, conversion rates 


are rising while yield rates are declining
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Among first-year applicants at 

four-year public institutions, admit rates are 


declining (completed apps only)
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Over two-thirds of prospective students 
now use electronic applications 

50% 

80% 
72% 70% 

50% 

75% 

61%61% 

0% 
10% 
20% 
30% 
40% 
50% 
60% 
70% 
80% 
90% 

2-year 4-year public 4-year private Overall 

2008 2007 

Noel-Levitz 2008 E-Recruiting Practices Report 

And about one in five applications is 
now the initial point of contact 
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Remember, students will choose 
their own entry time and channel 

Enrollment Enrollment 
Stage Stage Rate 

Prospect 
Response 

Inquiry 
Conversion 

Applicant 
Completion 

Completed Applicant 
Acceptance 

Accepted 

Confirmation 

Confirmed 

Capture 

Enrolled 
Yield (accept to enroll) 

Will high school students give colleges a 
valid E-mail address? When? 

Yes! 
– 84% 

When? 
– As an inquiry 
– As an applicant 
– After acceptance 
– After my final decision 

34% 

Secret 
Shoppers 

© 2007 Noel-Levitz, Inc. 
E-Expectations Class of 2007 Report: Building an E-Recruitment Network 

38% 
15% 
12% 
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New metrics will enter the vocabulary of 
enrollment managers as a result of these 

changes 

Prospect Enrollment Rate (PER) 

The percentage of your enrolled 
population that appears in your prospect 

pool. For example, if you enrolled 500 
freshmen and 350 of those students 

appeared on your prospect list(s), your 
PER would be 70 percent (350/500). With a 
few exceptions, we believe most schools 

should seek 50-75 percent coverage. 

This institution canvassed 181 enrolled 
students out of 337 (54%) 

Prospect Progression Rate (PPR) 

Prospect Pool Contribution by Source and Number Available from NRCCUA
(duplicate records removed) 

Enrolled Count In Enrolled in 
Count in in Entire Net N ew Entire Net New 

Prospect Prospect NRCCU A Names NRC CUA Names 
Source File File database Contributed database Contributed 

NRCCUA 78,845 88 78,845 NA 88 NA 

PSAT 149,807 88 49,960 99,847 38 50 

CBSS 25,536 5 10,109 15,427 4 1 

Total 254,186 181 138,914 115,274 130 51 

The PPR is the percentage of prospects 
who have progressed to various stages 
of the enrollment funnel. For example, if 
you had 100,000 records on a particular 

prospect list and 1,000 became 
applicants, the PPR from prospect to 

applicant would be 1%. 

The foundation of all reporting is a basic 
comparative admissions funnel report 

FRESHMAN FUNNEL 
FALL FALL FALL FALL FALL FALL FALL FALL 

STAGE  2009  2009  2008  2007  2008  2007  2006  2005  
GOAL YTD YTD YTD FINAL FINAL FINAL FINAL 

Inquiries 27,650 21,785 25,068 19,949 25,553 20,396 16,412 17,314 
Conversion Rate 5.3% 2.1% 2.3% 2.4% 4.6% 5.5% 7.2% 6.1% 
Applications 1,457 447 572 479 1,174 1,116 1,177 1,048 
Acceptance Rate 72.5% 40.9% 35.1% 47.6% 76.2% 74.9% 70.9% 78.9% 
Accepts 1056 183 201 228 895 836 834 827 
Yield Rate 38.7% 4.9% 6.0% 9.2% 41.3% 42.8% 39.1% 39.3% 
Confirmations 409 9 12 21 370 358 326 325 
Capture Rate 92.9% TBD TBD TBD 93.2% 91.3% 91.1% 93.5% 
Paid Enrollees 380 TBD TBD TBD 345 327 297 304 
Admit to Enroll Rate 36.0% TBD TBD TBD 38.5% 39.1% 35.6% 36.8% 

TRANSFER FUNNEL 
FALL FALL FALL FALL FALL FALL FALL FALL 

STAGE  2009  2009  2008  2007 2008 2007 2006 2005 
GOAL YTD YTD YTD FINAL FINAL FINAL FINAL 

750 84Inquiries 69 1,978 130 2,113 302 2,531 
Conversion Rate 37.7% 1.2% 131.5% 8.6% 49.7% 7.0% 26.7% 23.8% 
Applications 26 24 171 181 150 176 200 20 
Acceptance Rate 65.0% 30.0% 23.1% 37.5% 65.5% 66.3% 76.0% 64.8% 
Accepts 6 9 112 120 114 114 130 6 
Yield Rate 61.5% 33.3% 0.0% 0.0% 57.1% 60.8% 60.5% 58.8% 

80 2Confirmations 0 0 64 73 69 67 
87.5% TBD Capture Rate TBD TBD 87.5% 87.7% 85.5% 80.6% 

Paid Enrollees TBD TBD 56 64 59 54 70 TBD 
Admit to Enroll Rate 53.8% TBD TBD 50.0% 53.3% 51.8% 47.4% TBD 

Are you evaluating 
key aspects of your 

marketing and 
recruitment 
program? 
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Report Title 
Variable* Inquiries Applications Accepts Enrolled 

‘09 ‘08 Diff ’09 ‘08 Diff ‘09 ‘08 Diff ‘09 ‘08 Diff 

Once you have developed your basic 
funnel reports you are in a position to 

create a package of weekly and/or 
monthly enrollment reports to monitor 

the progress of the marketing and 
recruitment program and evaluate the 
effectiveness of your marketing and 

recruitment strategies 

Sample enrollment funnel report 

Variables for basic funnel reports (Y-axis 
sample items) 

• Market segments 
• Geographic region 
• Counselor territory 
• Inquiry source 
• Campus visit (indv) 
• Group visits 
• Major 
• Co-curricular interests 
• College fairs (any 
contact) 

• High school visit (any 
contact) 

• Outbound phone calls 
and e-mails 

• Direct mailings 
• Student interest 
(qualifying) codes 

• etc.  

Let’s look at some sample reports 
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Sample geographic analysis Sample academic quality report 
(ACT score for out-of-state residents) 
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Sample intended major report Sample inquiry source analysis 

Source Inqs Apps Conv. % Deps Yield 
Campus Visit 171 50 29.2% 15 8.8% 
High  School 568 58 10.2% 14 2.5% 
College Fair 3,886 250 6.4% 65 1.7% 
Phone Call 355 67 18.9% 18 5.1% 
Mail Inq 133 16 12.0% 1 0.8% 
Athletic Ref. 92 3 3.3% 2 2.2% 
PSAT Search 1,965 69 3.5% 17 0.9% 
Student Ref. 192 21 10.9% 12 6.2% 
ACT Scores 575 97 16.9% 35 6.1% 
SAT Scores 150 29 19.3% 8 5.3% 
CC Adv. 789 36 4.6% 10 1.3% 
College Outlook 140 1 0.7% 0 0.0% 
Web 1,251 154 12.3% 51 4.1% 

Sample student search analysis 

Market Names 
Purchased 

Inqs Resp % Apps Conv % Enrolled Yield % 

IL – ’08 20,388 2,186 10.7% 68 3.1% 16 .7% 
Market 1 998 124 12.4% 3 2.4% 0 0.0% 
Market 2 1,804 170 9.4% 4 2.3% 0 0.0% 
Market 3 2,324 266 11.4% 5 1.9% 0 0.0% 
IL – ’07 20,191 2,175 10.8% 55 2.5% 12 .5% 
Market 1 1,085 100 9.2% 2 2.0% 0 0.0% 
Market 2 1,776 144 8.1% 4 2.8% 0 0.0% 
Market 3 2,276 226 9.9% 3 1.3% 1 .4% 

Evaluating high school visits (any contact) 

Tracking student contacts Evaluating your student contact team 
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Evaluating campus visit programs Campus visitors by state 

And specific campus visit programs 
(open houses in this case) 

Final thoughts on building your admissions 
reporting package 

• Track and report on all stages of the funnel 
• Identify KPI’s to set your reporting agenda 
• Make sure you are measuring your key 

marketing and recruitment strategies 
• Always link the data to student behaviors and 

outcomes 
• Don’t forget to build an agenda for market 

research and scanning secondary data sources 
(not covered in this presentation) 
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Tracking student 
success measures 

Orientation attendance 

Placement/other test scores Initial major declaration 
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Initial/lack of advisor assignment High school GPA/rank 
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Pre-term activity evaluations 
(orientation, campus visits) 

Developmental placements 

Undecided majors 

Students with high levels of unmet 
need or loan burden 
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Under-represented students 

Non-traditional 
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First-generation 

Awaiting 
admission into 

selective programs 

Late arrivers 

Drop/add frequency 

Course success 
(D, F, W rates) 

Predictive models can bring together a myriad 
of data points to predict attrition behavior 

Predicted Persistence by Model Score Band 
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Source: Compiled from ACT Institutional Data File, 2008. 
©2008. ACT, Inc. All Rights Reserved. 

National Graduation Rates for Public 
Institutions 
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CSRDE (Consortium for Student Retention 
Data Exchange, University of Oklahoma, 

membership required) In addition to 
basic retention 
data tracking 

you should also 
collect attitudinal 
and behavioral 
data via survey 

instruments 

ACT categorizes schools by 
admissions selectivity 

SELECTIVITY  LEVEL ACT SAT 

Highly Selective 25–30 1710–2000 

Selective 21–26 1470–1770 

Traditional 18–24 1290–1650 

Liberal 17–22 1230–1530 

Open 16–21 1170–1480 

Source: Compiled from ACT Institutional Data File, 2008. 
©2008. ACT, Inc. All Rights Reserved. 
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Institutional and student assessments to 
consider 

What is important to students at four-year 
publics and how satisfied are they? 

© 2008, Noel-Levitz, Inc. 
The 2008 National Student Satisfaction and Priorities Report 

And how about two-year institutions? 

© 2008, Noel-Levitz, Inc. 
The 2008 National Student Satisfaction and Priorities Report © 2008, Noel-Levitz, Inc. 

2008 National Freshmen Attitudes Report 

© 2008, Noel-Levitz, Inc. 
2008 National Freshmen Attitudes Report 

© 2008, Noel-Levitz, Inc. 
2008 National Freshmen Attitudes Report 
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© 2008, Noel-Levitz, Inc. 
2008 National Freshmen Attitudes Report 

Assessment data should drive your student 
success interventions 

Discussion and 
Questions 
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