ALL HANDS ON DECK (NO, REALLY):
Enroliment Management at Northern Arizona University

Maribeth Watwood
Dean, NAU Graduate College

Total enrollment: 30,736
Graduate: 4,223
Flagstaff: ~75,000






. REMEMBER THE “WHY”
Mission:

The Arizona Board of Regents is committed to ensuring access for
gualified residents of Arizona to undergraduate and graduate
Institutions...

Budget Realities: Near reversal of contributions of state vs. tuition over
past decade.

Arizona Constitution, Article 11: The university and all other
state educational institutions shall be open to students of both
sexes, and the instruction furnished shall be as nearly free as
possible.












GOAL 1: PROMOTE STUDENT SUCCESS AND LEARNING

Graduate Enrollment (Fall) NAU






MAIJOR FACETS OF ENROLLMENT GROWTH CAMPAIGN:
COMMUNICATION, STRUCTURE, PROCESS, DATA ANALYSIS,
ACCOUNTABILITY

*Communication — goal is whole campus buy-in. Multi-level effort, led by
messaging at highest levels.

*Shift from faculty-focused to student-focused processes
*Centralization of services including ITS, administrative support
*Restructuring staff structure and deployment
*Examination of faculty workload policies and practices

*Change Management - ADKAR



EXTERNAL CONSULTANTS GUIDE DECISIONS

Prosci




STRUCTURAL ANALYSIS OF GRADUATE COLLEGE
*Revamped entire graduate admissions structure and
processing
*Graduate and undergraduate in University Admissions

STRATEGIC ENROLLMENT MANAGEMENT PLAN
*Rolls into university plan; guides college / departmental
strategic plans
*Planning to plan, planning to implement: goals, strategies,
tasks, challenges, responsible people positions
*Granular modeling approach requires campus buy-in

LEAD GENERATION
*Examine every aspect of the enroliment funnel
*Coordinate communication flows
*ldentify target audiences



MARKET ANALYSIS FOR EXISTING AND NEW PROGRAMS
What does growth mean to you?
* Access mission
*Hidden opportunities waiting for support
*Unique pockets of faculty expertise
*Resuscitating struggling programs
*Resource allocations — haves and have nots

SWEET SPOTS FOR GROWTH:
Online master’s degrees
Community campuses
Professional / non-thesis master’s
Accelerated programs
Alternative credentials



ONE SPECIFIC APPROACH — IDENTIFY ‘BUCKETS’

*Capacity vs. prestige vs. quality
*Short term, mid, and longer term goals

*Marketing needs specified in detail for programs in each
budget category

*Detailed and frequent check-ins with deans and program
leaders

*Evolving role of Graduate College



RESULTS TO DATE:

Fall 2019 graduate enrollments up 5.7%

Graduate enrollments are up across the board:
Flagstaff Mountain Campus
Online
Yuma
Community Campuses
Phoenix Biomedical Campus
International



ONGOING EFFORTS:

Daily Enrollment Reports

Daily Enroliment Funnel Reports

Monthly Cabinet reports and accountability

Monthly Provost Academic Leadership reports and accountability
Implementation of Strategic Enrollment Management Plan
Alternative Credentials Taskforce

Remember the ‘why’ every single day -
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