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Mission and Vision
Washington County Community College serves as an educational, community, and economic development resource for Washington County and beyond by providing educational and workforce training opportunities with individualized attention to all who desire to gain technical skills, develop career specializations, engage in self-improvement, and/or prepare for transfer.
Our Vision
The vision of Washington County Community College is:
• To foster the development of academic, technical and leadership skills of students seeking degrees in technical fields;
• To provide students with the academic foundation to transfer to 4-year colleges;
• To instill an appreciation for his or her individual responsibility for citizenship and leadership in a multicultural society;
• To provide lifelong educational experiences for individuals;
• To provide out-of-class learning experiences in the environment of a quality campus community; and
• To develop strategic alliances and partnerships with government, business, and industry with which to enhance the economic development of the state and the region.

To effectively fulfill its mission and vision, WCCC will take the following steps:
1. WCCC will further strengthen its relationship with UMM (and other higher education partners) through joint planning, marketing, and building and updating articulation agreements.  These institutions of higher learning can play a significant role on encouraging constituents to pursue higher education and are major players in economic development.
2. WCCC will expand collaborations with various groups, i.e. The Sunrise County Economic Council, Community Caring Collaborative, Maine Department of Labor, St. Croix Regional Chamber of Commerce.
3. WCCC will expand collaborative efforts with local, state, and federal agencies in attempts to secure funding for programming and economic development.
4. WCCC will establish a Business and Industry department and will build partnerships with the business community.
5. The College will enhance its relationship and partnerships with local K-12 schools, career and technical education centers, EMBARK, Jobs for Maine Graduates, and TRIO program etc.

Conceptualizing Enrollment Management 
Strategic Enrollment Management is a comprehensive approach to integrating all of the College’s programs, practices, policies, and planning related to achieving the optimal recruitment, retention, and graduation of students with “optimal” defined by the mission, academic vision, and strategic plan of the institution. Enrollment management becomes Strategic Enrollment Management when it actively integrates planning, strategies and structures in the formal enrollment management units with the institution’s evolving strategic planning, its academic vision, its students services vision, and its fundamental mission.[footnoteRef:2] [2:  Educational Policy Institute, “A Practical Guide to Strategic Enrollment Planning”, Retrieved from: http://www.educationalpolicy.org/pdf/SEM%20Guide.pdf] 


Strategic Enrollment Management does not ignore or make obsolete the short-term activities that adjust to ever fluctuating external environmental demands. Instead, it integrates short-term efforts with long-term planning processes. These academic and administrative efforts focus on the continuous evaluation and management of functional areas responsible for achieving enrollment goals by adjusting programs and services. Strategic Enrollment Management is focused on the forward-looking, long-term activities that position an institution’s sustainable growth.
Strategic enrollment management (SEM) is a concept and a process that enables the fulfillment of institutional mission and students’ educational goals. - Bob Bontrager (2004)[footnoteRef:3] [3:  Bontrager, Bob. “Enrollment Management: An Introduction to Concepts and Structures”, College and University Journal, Vol. 79, No. 3, Winter 2004, p. 12.] 

Enrollment Models
Traditional Enrollment Model: In this model a majority of institutional resources are placed on the recruitment, orientation, and transition of students to the classroom. STUDENT’S COLLEGE EXPERIENCE



	
Strategic Enrollment Management Perspective: In this model the resources are strategically disrupted throughout the student’s experience and institutional entities work, together, to support student success. Strategic enrollment institutions recognize and focus on assisting students where they enter, transition, pause (stop-out), and complete their degree or credentials.  



	STUDENT’S COLLEGE EXPERIENCE

	


Five Year Historical Enrollment: Please note that 18-19 includes only fall of 2018. Residence Hall occupancy is an average of the fall and spring semester except for fall of 2018. Total capacity is 130.



 
Environmental Scan—Strengths, Weaknesses, Opportunities, and Threats & Strategic Plan-Enrollment
Strengths:
1. The College’s Mission and Purpose are ideal for meeting educational and service needs of the region.
2. The College, with a limited staff development budget, makes a commitment to assisting and encouraging faculty to stay current in their field of discipline and to upgrade academic credentials of both faculty and staff.
3. The TRIO program and learning assistance labs are major components of the student success program aimed at academic achievement and retention.
4. Faculty and staff demonstrate commitment to students and their success.
5. WCCC has consistently been identified as a student-centered institution.
6. WCCC has established a media center focusing on information literacy, technology enhancements, and integration of library resources into classroom teaching and learning.
7. The College possesses sound financial control policies.
8. WCCC secured a block transfer agreement with the University of Maine System, and enhances and expands articulation agreements with college and university campuses, and with high schools and Career and Technical Education (CTE) centers.
9. WCCC has been consistently named as a top community college nationally by the Aspen Institute, Best Colleges, The Best Schools, Washington Monthly, and College Atlas.
10. The Department of Labor Career Center is located on campus leading to enhancement of collaboration and cooperation.
11. A Head Start daycare center is located on campus to serve students as well as the community.
12. The College accommodates students with special needs through the TRIO program, learning labs, and personal instructional assistance from faculty.
13. The MCCS has recently invested in the College’s to expand its opportunity to support business and industry.  The College has hired a new Dean of Business and Industry to spearhead this work.
14. WCCC joined Achieving the Dream and benefits from networking with community colleges nationally to improve student success.

Weaknesses:
1. Difficulty in changing the academic inventory and modes of delivery to reflect accelerating change inhibits the College’s ability to react pro-actively.
2. Some programs are currently and some consistently remain under enrolled.
3. Variable faculty workload policies in some areas restrict efficiency, competitiveness, and flexibility.
4. Fluctuations in enrollment causes problems of inadequate funding to meet its goals and to more effectively meet its mission.
5. The College is not able to hire new faculty for new programming until program enrollment reaches a critical mass due to budgetary constraints.

Opportunities:
1. WCCC is prepared to increase partnerships and embrace collaboration efforts in meeting local needs to maximize efficiency and areas of expertise. A good example of this is the four-campus CDL program, Mechanized Logging, and Family Futures Downeast.
2. The College will work more closely with other community colleges, UMM, other university campuses, and appropriate state and local agencies.
3. WCCC will more aggressively seek outside funding (i.e. grants, donations, etc.) to augment its revenues.
4. The College will continue to advance online education to reach remote areas of the region.
5. WCCC will emphasize entrepreneurship training and education to assist and encourage the important small business segment of the local economy.
6. The College will work with the Department of Labor (DOL) Career Center to house a comprehensive career opportunity and planning center to assist students in preparing for and receiving meaningful employment.
7. The faculty and management committee may review department workloads to ensure educational soundness and efficiency as the College faces the ever-increasing challenges of the future.
8. WCCC has hired a new Dean for Business & Industry Training to enhance local collaboration with businesses and the community.
9. Partnerships with sister institutions to bring program offerings to the area that WCCC is not in a position to create.  An example would be the Nursing collaboration with NMCC.

Threats:
1. The Downeast economy continues to be very fragile.
2. The Washington County region is experiencing a change in demographics with stagnant youth population and aging adult population.
3. There seems to be constant shifts in the job profile of the region.
4. Poverty effects almost a quarter of the county’s population generating prohibitive costs for higher education.
5. The local region is experiencing a serious and growing substance addiction problem, particularly in Opioid addiction.
6. Increased number of online programming from other institutions of higher education.
Decreasing adult learner population due to lack of evening, weekend, and online programming.  Another causation factor includes a recent improvement within the local economy; potential students opt for employment, albeit it oftentimes underemployment, versus entering or staying in college.

Relationships:
In order for WCCC to effectively meet its mission, overcome the weaknesses, and prepare for identified threats, the College will continue to maximize its strengths and take advantage of the opportunities.  To accomplish this, the College will continue to develop strong relationships and partnerships.  The following will be done:

1. The College will bring forth new program ideas and create new opportunities for student learning.
2. The College will continue to expand collaborations with various groups and organizations, including The Sunrise County Economic Council, our sister campuses within the MCCS, K-12 schools, and the University of Maine System, and other institutions of higher education.
3. The College will pursue more communication with state and federal agencies in attempts to secure funding for programming and economic development.
4. The College will advance even stronger outreach efforts through the Workforce Development Department and Continuing Education office to build partnerships with the business community.
5. The College will enhance its relationship with local schools, technical centers, EMBARK, and JMG programs etc. 

Market Assumptions and Opportunities 
The following research of market assumptions and opportunities builds upon the current environmental scan and enrollment initiatives as listed in the Washington County Community College—ENVISION THE FUTURE Strategic Plan document.
· The number of traditional-age college students (18 to 21 years old) will continue to decline in Maine and the Northeast but increase in the South and West. Maine’s 18- to 24-year-old population will continue to decline until 2040 and at a faster pace in Washington County (2020). Although, Maine’s population increased by 0.6% from 2010 to 2017 and Washington County, the College’s primary service area, decreased by 3.5%[footnoteRef:4]. The median age for Maine’s population increased from 42.6 in 2010 to 44.0 in 2016 and to an estimated age of 44.7 in 2017[footnoteRef:5]. In 2017-2018, Washington County population was 32,856 or the third smallest county by population followed by Franklin County at 30,768 and Piscataquis County at 17,535. Of the 32,856 people in Washington County 2,359 are between the ages of 15-21 (1,172 males and 1,187 females), 22-44 total 7,413 (3,466 males and 3,947 females) and 45-64 total 9,626 (4,415 males and 5,211 females).[footnoteRef:6]  [4:  https://www.census.gov/quickfacts/me]  [5:  https://www.census.gov/quickfacts/me and https://factfinder.census.gov/faces/nav/jsf/pages/community_facts.xhtml?src=bkmk ]  [6:  https://suburbanstats.org/population/maine/list-of-counties-and-cities-in-maine ] 

· Among Washington County people 25 years and older 29.1% (6,836) have a higher education degree; 58.8% (13,800) have a high school diploma or equivalent; and 12% (2,819) have no high school diploma or equivalent. When compared to the state of Maine and taking into consideration the percent of population, Washington County higher education degree attainment is 25.4% below while high school diploma or equivalent is 11.3% above, and no high school diploma or equivalent is 48.6% above.[footnoteRef:7] There is the opportunity to recruit people with some higher education directly into WCCC and establish an adult education degree completion center for the 48.6% of Washington County people who do not have a high school diploma or equivalent. Creating an adult education degree completion center would create an additional pipeline for WCCC. The adult education degree completion center would focus on assisting adults in their transition to WCCC; create a cohort model for at least one course per term; and supplement instruction/tutoring.  [7:  https://statisticalatlas.com/county/Maine/Washington-County/Educational-Attainment] 

· Maine has 189,000 adults over the age of 25 that have some college credit but no degree. In Washington County, 4,774 (20.4%) of people age 25 years and older have some college but no degree.[footnoteRef:8] Adults aged 25 or older, entering WCCC in the fall of 2017, was 29 out of 116 or 20% and yet, there were 4,744 aged 25 and older that have some college but no degree. By recruiting, retaining, and graduating 1% a year of the 4,774 Washington County adults with some college we will serve 240 people of Washington County over a five year period. In addition, our efforts will contribute to the Maine Community College System’s 2025 goal.  [8:  https://suburbanstats.org/population/maine/list-of-counties-and-cities-in-maine ] 

· Non-traditional-age students, who are growing as a percentage of college students nationwide, can complete their degrees at WCCC and yet, barriers exist including the balance of work and classes, time of classes, child rearing, caretaker to parents, supporting family members or self through addiction recovery, and food, housing, and healthcare insecurity. Through the development and implementation of an advocacy center, WCCC can be at the forefront of community colleges in Maine that view the students from a true holistic-perspective and provide resources that reduce or eliminate barriers. These resources could include the consolidation of state of Maine social services; community-based social services; workshops; and pop-up health and immunization clinics.
· Maine has 8 public universities, 7 community colleges, and more than 20 private colleges and universities to serve a population of 370,360 (18 to 44 years old), making the higher education market more competitive. In Washington County there is Washington County Community College and the University of Maine at Machias that serves a large majority of Washington County. Each year 12,000 students graduate Maine high schools with 5,300 or 44% attending a four-year Maine institution; 2,100 attending a community college, and 4,600 or 38% stop-out and do not continue their education. Of the students admitted to MCCS 3,900 are non-traditional, adult students; 2,100 traditional high school students; yet, 75% of our attraction resources go towards recruiting high school students and 25% to non-traditional students.[footnoteRef:9] The University of Maine at Machias, the University of Maine at Fort Kent, University of Maine at Presque Isle, and the University of Maine at Augusta along with the University of Maine System announced a Promise Scholarship program where students with a Pell Grant would pay no additional costs for their tuition. The criteria for the scholarship is be a first-year, full-time student admitted for the Fall 2019 term; be pursuing his/her first undergraduate degree; submit the Free Application for Federal Student Aid (FAFSA) annually by May 1st of the appropriate year; be eligible to receive a Pell Grant as determined by the Department of Education using information provided on the FAFSA; be a resident of Maine; successfully complete at least 30 credits each year; maintain a cumulative GPA of 2.0; and be meeting Satisfactory Academic Progress requirements. WCCC has always been a leader in providing students with an affordable, rigorous education. In the fall of 2018, 71% of students received a Pell Grant and therefore, their tuition paid for by that Pell Grant. We will work to weave our story of affordable, rigorous education with a low borrowing rate. We will rebalance our enrollment plan to address resources toward adults with some college education and their return to WCCC. In addition, we will examine the idea of a SOARING Back Scholarship and marketing campaign.  [9:  Maine Community College System-Financial Aid Presentation October 10, 2018] 

· WCCC located in Washington County, a socio-economically depressed area. The average weekly salary is $683 a week or $17.08 an hour as compared to $1,021 a week or $25.53 an hour for the state of Maine.[footnoteRef:10] The unemployment rate has decreased from a high of 9.5% in September of 2008 to a low of 3.8% in September of 2017 and increased in September of 2018 to 4.2%.[footnoteRef:11] WCCC is poised to continue our leadership in developing and expanding technical, career, trade, and liberal arts academic programs that will prepare Washington County and WCCC graduates for employment and wage growth. The Maine Department of Labor, Center for Workforce Research and Information, estimate that between 2016-2026 Maine will have an annual opening of 245-1,989 jobs in the areas of heavy equipment, tractor-trailer driving, accounting, elementary and secondary teachers, electricians, business operations specialists, first-line supervisors of production, plumbers and pipefitters, first-line supervisors of construction trades and extractions workers, medical records and health information technicians, healthcare support, and first-line supervisors of fire-fighting and prevention workers that will require a certificate or associate’s degree.[footnoteRef:12] In 2016, employers in the northeastern region, which includes Washington County, reported 17,030 employment vacancies and of those vacancies 41% are in health care; 12% in retail trade, and 7% in manufacturing.[footnoteRef:13] WCCC is positioned to meet these growing occupations through increasing capacity in programs and adapt the modality of these programs to traditional and non-traditional students.   [10:  United States Department of Labor- Bureau of Labor Statistics https://www.bls.gov/regions/new-england/news-release/countyemploymentandwages_maine.htm ]  [11:  Maine Department of Labor- https://www.maine.gov/labor/cwri/laus.html ]  [12:  Maine Department of Labor- Maine High-Wage, In-Demand Jobs by Education- https://www.maine.gov/labor/cwri/data/oes/hwid.html and http://www.maine.gov/labor/cwri/outlook.html ]  [13:  Maine Department of Labor- Vacancies by Industry- https://www.maine.gov/labor/cwri/jvs/regions.html ] 

· College affordability continues to be a priority for students and their families as the cost of higher education continues to outpace the rate of inflation while state and federal funds continue to decrease or not increase at the rate of inflation.[footnoteRef:14]  When compared to the University of Maine System and New England Regional community colleges, WCCC’s total cost of attendance is among the lowest in the New England Region. WCCC’s tuition per credit hour is $94 Maine resident and $188 non-resident while New Hampshire community colleges average $215 resident and $490 non-resident; Vermont $286 resident and $536 non-resident; and Massachusetts is $215 resident and $447 non-resident. On average a resident of New Hampshire would save $1,701; Vermont $6,174; and Massachusetts $1,701 when completing 63 credits. Our tuition rates place us at a greater advantage to recruit students both in the state of Maine and within New England. We will pilot a social media branding campaign in each of these states. [14:  National Center for Education Statistics https://nces.ed.gov/fastfacts/display.asp?id=76 ] 

· Traditionally aged students seek academic programs that balance traditional academic knowledge with practical experience. The United States Department of Education and Secretary DeVos continue to focus and fund programs related to the work-force.[footnoteRef:15] Family members and parents are encouraging their students to attend colleges that increase their career preparation. WCCC offers more than 30 programs that lead to higher education credentials and meets the overarching goal of the United States Department of Education to increase programs focused on workforce training and career preparation.  [15:  https://www.insidehighered.com/news/2017/11/28/devos-says-us-has-emphasized-four-year-degrees-expense-work-force-training] 

· Employers are searching for creative thinkers and problem solvers, in addition to practical knowledge. WCCC’s liberal arts core provides students with the ability to gain knowledge in creative thinking and practical experience in each major. We should examine a pilot program on linking students with similar four-year degree aspirations to create a common link between students.
· WCCC is located on the coast of the St. Croix River and abound by pristine natural resources, which create academic and co-curricular learning environments. Washington County’s natural resources are an asset for place-based research in forestry, pulp and paper products, fishers, outdoor and environmental recreation and tourism management, heavy-equipment operations, marine sciences, and the application of the liberal arts to careers and transfer opportunities. 
· WCCC is a small, rural COMMUNITY college that can provide an exceptional academic experience and student support services for traditional, non-traditional, veteran, and special population students. WCCC has three specific, collaborative programs that support academic preparedness, student persistence, and student success to graduation—JMG, Navigator, and TRiO. 

Strategic Enrollment- Washington County Community College Envision the Future
Utilizing the Maine Community College System (MCCS) mission, WCCC mission, and regional data as guidelines, the College developed a comprehensive enrollment management plan. The key components are as follows:
· WCCC will target regional high schools and non-traditional students to increase enrollment in the liberal studies program. The College firmly believes that the development of the educated person will contribute to the cultural and economic growth of the area. 
· The College will develop strategies to better serve the remote regions of the county. Increasing online and additional evening and weekend courses will achieve the goal of allowing all citizens the opportunity to avail themselves of WCCC’s programs and services.
· WCCC will continue to aggressively promote its unique programs statewide and nationally. Heavy Equipment Operations, Adventure Recreation and Tourism, and Automotive Technology for example, have emerged as exciting programs that have attracted students from outside the county as well as from within.
· The College will continue to collaborate with local high schools to encourage qualified high school students to enroll in selected college courses to enhance career opportunities and to entice them to pursue higher education upon graduation.
· Washington County is rich in history and culture. It shares many traditions and cultural elements with its adjoining neighbor, New Brunswick, Canada. WCCC will expand its international partnerships, particularly with New Brunswick Community College, St. Andrews. These agreements will also allow students to study in various areas of North America.
· The demographic data clearly indicates that Washington County is experiencing a declining youth population and an increasing senior in-migration. WCCC will serve this increasing constituency by developing programs and services to meet their needs. WCCC will attract more adult learners to secure enrollment and augment the declining youth population.
· The College will continue to build upon its articulation agreements with the University of Maine at Machias, other colleges, high schools, and with fellow community colleges to enhance opportunities for citizens of the service area.
· WCCC will continue to promote the technology programs for which it has long been noted for excellence in meeting the needs of local and statewide industries in a pragmatic approach.
· WCCC will enhance technology to make improvements to its onboarding processes and outreach to potential students.
· WCCC will update communication and marketing plans to address specific prospective and current student demographics. These plans will include the use of traditional and new media platforms for traditionally aged students and adult learners. 
· WCCC will explore the creation of an early college/EMBARK program focused on technical or trades courses that includes aspects of automotive technology, engine specialist, medical assisting, criminal justice, conservation law, medical office technology, and the liberal arts.  
· WCCC will explore a readmit program that allows former WCCC students, who stopped out within the last three years and with a balance, to reenroll in WCCC with a maximum prior balance amount and upon completion of the first semester with a 2.25 grade point average and no current semester balance to continue their education with a reduced balance.  
· WCCC will devote resources toward the retention and success of the students it attracts and enrolls to improve persistence and graduation rates.

Foundational Elements & Future Initiatives 
WCCC’s enrollment plan and strategies are being updated to align with and meet the overarching goals of WCCC’s Envision the Future Strategic Plan. The process of refining and enhancing student recruitment will better address demographic shifts and market factors. The following lists the major elements and priorities that serve as the basis for new student recruitment:

· Institutional support: The Enrollment Management and Student Services Office has received significant support from across the WCCC community.  Collaborations between administrative offices are strong and passion for supporting students is seen throughout each professionals’ work.  Although there is growing recognition that enrollment is a shared responsibility among all staff and faculty, we still need to garner greater support for enrollment initiatives that link faculty, staff, and students. Enrollment efforts have strong budget support allowing for adequate staffing, travel expenditures, increased marketing and communication, training, and software upgrades. Sustained fiscal support is necessary to fully integrate our robust Jenzabar systems to implement comprehensive enrollment efforts.

· Strategic Enrollment Management Advisory Council: The Strategic Enrollment Management Advisory Council (SEMAC) provides feedback and guidance on WCCC enrollment (recruitment and retention). SEMAC is focused on developing and implementing plans, goals, and objectives along with the implementation of programs that lead to sustained growth in enrollment, retention, and student completion to credentials (graduation). SEMAC is focused on the quality of services to prospective, admitted, and confirmed students; students who stopped out from WCCC; and current students. SEMAC has an active role in guiding strategic enrollment directions, defining activities, creating key performance indicators and measurable outcomes, and engaging in continuous improvement of recruitment and retention services through the strategic use of data.

The decision-making process is based on consensus and records of SEMAC general meetings are available to the general college community. 

Members
· Dean of Enrollment Management and Student Services
· Dean of Academic Affairs 
· Dean of Business and Industry 
· Associate Dean of Student Affairs and Retention
· Director of Financial Aid
· Coordinator of Enrollment Management
· Assistant to the Academic Dean
· Finance Representative
· Department Chairs

· Communication and Marketing: In the fall of 2019, an updated communication and marketing plan will be implemented that is focused on individual student demographics (traditionally aged, adults, readmits, some college, intended major) and segmented markets (in-state, out-of-state, and international). During the 2018-2019 academic year, the Enrollment Management and Student Services Office will lead an effort to review and revise student communications and marketing related to admissions, enrollment, and retention. The draft communication plan, below, serves as a starting point for discussions.

· Recruitment Customer Focused Initiatives
· Campus visits: Research indicates that a positive, interactive, and authentic campus visit has a significant impact on a student and their family’s college choice.  We will restructure our messaging to encourage and direct prospective students and their families to participate in a campus visit/tour.  Specific visit pieces will be added to the communication and marketing plan. The tour will be updated, student tour guides will be hired and trained, and tour guides will be evaluated by Admissions staff and prospective student tour participants.  Campus visits need more focus and directed time with faculty members.  For preplanned visits, we would like students to participate in a class with current students.  The campus tours will be focused on each prospective student’s intended major, their connection with the campus, and their family’s interests. We will establish various points of pride and photo stops along the way for students and parents that include social media filters and hashtags. 
· College fair tables: Our fair tables are traditional and similar to other institutions. To distinguish ourselves and remain within the perimeters of regional and national policies, we will update our tables to include more technology, technical and trade items, and focused items that illustrate what students learn in the field. Admissions Counselors will have postcards to mail to prospects after fairs, which will enable us to maintain contact after the college fair.
· High touch follow-up: Admissions Counselors follow-up with students through e-mail, text messaging, and phone calls, but our ability to systematically track these touch points is scarce.  We are focused on broadening our high touch points with on-the-road post cards, ability to print acceptance packets on the spot, provide a draft transcript evaluation, and matriculate students on the spot. Our accepted student packets are customized to each student. We need to broaden this customization to include handwritten information from admissions counselors and faculty members in each program.
· Four-hour response time for prospective, admitted, and current students: E-mail, web, telephone, mail, personal correspondence, and application processing with prospective students by Enrollment and Student Services staff will be four hours Monday-Thursday. 
· Faculty recruitment initiatives: Faculty play an integral part in the recruitment process.  Recruitment and retention research indicates that faculty relationships have a high impact on a student’s choice of college and their plans to retain.  We have faculty support for recruitment. As we continue to refocus and grow our recruitment procedures, we are proposing new faculty initiatives. To aid Admissions in recruitment, we recommend creation of faculty ambassadors who would work with enrollment on campus visits, Preview Days, telecounseling, in-state and out-of-state travel, and admissions recruitment programs. In addition, the faculty ambassadors would work with enrollment to create new marketing materials, letters, and multi-media content for the website.[footnoteRef:16] [16:  Chambliss, D. & Takacs, C. (2004).  How College Works.  ISBN 9780674049024.  Schoenherr, H.  (2009).  Beyond Academic Reputation:  Factors that influence the college of first choice for high achieving students.  http://scholarcommons.usf.edu/cgi/viewcontent.cgi?article=1007&context=etd] 

· Outreach to parents: Parents and family members are the primary influencer for prospective students[footnoteRef:17].  Our recruitment efforts are primarily focused on the traditionally aged student.  We need to expand our parent focus through a family and friend’s website section, mailings, and electronic media.  This includes hiring current WCCC student to reach out and be mentors to prospective and admitted students. The students would assist in application completion, transition, and serve as a mentor. In addition, we would have sessions with current WCCC parents both on-campus and through online interactions during the academic year. [17:  Engberg, M. & Wolniak, G. (2009). Examining the Effects of High School Context on Postsecondary Enrollment. DOI 10.1007/s11162-009-9150-y.   Braxton. J., Hirschy, A., & McClendon, S. (2004).  Understanding and Reducing College Student Departure.  Hossler, D., Braxton, J., & Coppersmith, G. (1989).  Understanding Student College Choice.  In Higher Education: Handbook of Theory and Research, Vol. 4, ed. John C. Smart. New York, NY. ] 

· Diversity outreach recruitment: We provide several initiatives that contribute to the recruitment of students into non-traditional programs based on gender—Totally Trades and Boys Day. Diversity contributes to our academic and co-curricular communities. Our students are diverse in multiple ways—race, color, religion, sexual orientation, nationality, academic thought, and socio-economic status.  It is a challenge to recruit diverse students to a small, rural college. In order to increase our diversity recruitment, we are focused on redesigning our materials to reflect WCCC’s diversity.  We will focus on developing relationships with multicultural community organizations in mid, coastal, and southern Maine.
· Admissions counselor territories and recruitment fairs: During the 2018-2019 academic year, the Dean of Enrollment Management and Student Services and the Associate Dean of Retention and Enrollment & Student Services will evaluate the current admissions territories and recruitment fairs. The evaluation will include the number of applications from an area; yield of applicants; matriculated applicants; retention of applicants; the graduation of applicants from current territories; and fiscal impact of territories. In addition, the information will help us to determine which students retain and graduate from specific territories. Using this data will assist with shifting to a more predicative admissions model and implement new recruitment opportunities such as Sportman/woman shows, craft fairs, trade shows, and non-traditional recruitment events.
· Website refresh focused on prospective students and their families: The WCCC website is appealing but can be confusing for prospective students. Over the next year, we will examine how to include a video tour, current and alumni spotlights, and student blogging (written, visual, creative). 

· Retention Focused Initiatives
· Academic and Student Support Services: We will explore the multiple academic and student support services to determine if support services are meeting the needs of students including current offerings, services, and location of services. Currently, there are three student access and support programs that serve similar purposes—JMG, Navigator, and TRiO—and students have noted their confusion with the programs and at times, unwillingness to participate in programs due to the complexity of the programs or lack of knowledge about student support programs. We will evaluate the current tutoring model and explore tutoring times; the impact of tutoring on student success; the use of supplemental student tutoring; and the marketing of tutoring and support services. 
· Student Life Services: Residential and commuter experiences, housing, co-curricular programming, and community engagement play an important role in helping students and their support networks to make a deeper connection with WCCC. Deeper connections lead to a sense of belong and therefore increased retention and completion. During the 2018-2019 academic year, we will explore a residential and commuter student life model focused on reducing external student barriers; connecting students to the WCCC, Calais, and St. Croix region communities; creating co-curricular learning opportunities that link to the curriculum; and implementing a continuous improvement model. The model will include a proposed three-year pilot program.
· First-Year Experience: The First-Year Experience course is entering the fifth year and as student needs change, we must examine our FYE curriculum and the impact on retention, academic preparation, and student support. In addition, we will evaluate all first-year programs and determine the efficacy of the programs and where necessary revise components of the full First-Year Experience. 
· Advocacy Center-WCCC Cares & Supports: An advocacy center has been a long-term vision of WCCC. The food pantry, child care facilities, Family Future Downeast, and the Career Center are current examples of services and agencies that can reduce barriers, support students, and provide a foundation for students to be successful. An advocacy center would be a centralized location for WCCC students that coalesces WCCC, community support agencies, and local and state agencies to decrease external barriers and increase student success at WCCC and in their communities. An advocacy center will continue to be explored and a proposal to the President by February 2019. 
· Improved evaluations, data collection, and evaluation: Jenzabar is a comprehensive student information system. The extensive use of Jenzabar for recruitment and enrollment information is vital to WCCC’s success. The implementation of Jenzabar retention module will help understand our student demographics and develop programs to support student success and completion. We are evaluating the use of Jenzabar and software to efficiently track all information regarding students while ensuring a student’s privacy on a small campus. As we explore the full functions of Jenzabar retention software, we are exploring the streamlining of student absence reports by faculty; student concern reports; and the tracking of non-academic classroom related student challenges and barriers. During the fall of 2018 and spring of 2019, the Dean of Enrollment Management and Student Services and Associate Dean of Retention and Enrollment & Student Services will become proficient in Jenzabar.
· Retention Scholarships: During the academic year we will evaluate the use of our retention funds to determine the effectiveness of those funds and create a plan for the distribution of funds. One idea is to introduce an Eagles SOAR merit scholarship that provides a $100 academic and retention scholarship to every WCCC student who completes their first semester with a 2.5 grade point average and returns for the next semester. For example, a student entering in the fall and completing the semester with a 2.5 grade point average and returning in the spring would receive a $100 scholarship towards their bill. Based on fall of 2018 financial aid data, the attraction and scholarship funds would cover 246 students who completed the FAFSA or $24,600 and WCCC would need to fund 25 out-of-state or $2,500.  
· Campus Design and Marketing: During the spring of 2019 we will explore the use of signage to increase student awareness of where courses and programs can lead to a career; the elevation of campus pride through the reintroduction of the campus mascot-Eagles; and use of the mascot in the promotional materials; and the availability of academic and student services. In addition, we will examine the rebranding and marketing of our academic and student services. 

Admissions and Recruitment Goals 2019-2020
	
	Student category
	Fall 2019
Goal
	Fall 2019
Actual
	Spring 2020
Goal
	Spring 2020
Actual
	2019-2020 Goal
	2019-2020 Actual

	First-year
	120
	
	20
	
	
	

	  High School
	80
	
	5
	
	
	

	  Adults 
	20
	
	10
	
	
	

	  Adults w/college     
  credit
	10
	
	5
	
	
	

	Transfer and 
Readmit WCCC
	15
	
	5
	
	
	

	In-state
	110
	
	25
	
	
	

	Out-of-state
	15
	
	0
	
	
	

	Residential
	105
	
	0
	
	
	


                                       
Enrollment Goals 2019-2021
3% increase in retention each year 
	Student category
	2018-2019
Actual
	2019-2020
Goal
	2019-2020 
Actual
	2020-2021
Goal
	2020-2021
Actual

	Head Count
	
	741
	
	763
	

	FTE
	
	530
	
	546
	

	Credits
	
	8036
	
	8277
	

	Residence Hall Occupancy
	
	185
	
	191
	



Strategic Enrollment Management Annual Action Items
Tuition and Financial Aid	
· WCCC will continue to implement modest increases in first-year admission to high demand programs to grow undergraduate enrollments and to retain a larger percentage of the first-year class. The internal admissions goal (budget targets are lower) is to increase first-year students and readmitted students by 1.5% each year from 2019-2024. The goal is to improve retention 3% a year from 2019-2024.

Recruitment and Retention
· Annually update the admissions, recruitment, and retention plan to respond to demographics and evolving higher education trends.
· Continuously revise and implement the communication plan and update recruitment materials for admissions, academic services, financial aid, and student services.
· Continuously update travel plans, Open Houses, Preview Days, and the tele counseling program, which needs a dedicated location on campus.
· Create new methods to connect with feeder high school counselors and students in those high schools, both on-site and via Skype, using the following strategies:
· on-site acceptance with letters completed on site;
· parent and family education nights (admissions process, financial aid, and support services); and,
· early registration dates.
· Explore and implement new recruitment methods including:
· building relationships with out-of-state high school counselors;
· building new relationships with community college admissions offices in determined locations;
· updating customer relationship management software (Jenzabar);
· name selection and purchase (College Board);
· segmented marketing analysis recruitment;
· updating marketing materials to specific programs (postcards, letters, booklets);
· future-focused social media marketing and Facebook, Instagram, and SnapChat advertising; and,
· Use historical WCCC data, recruitment data, retention data, and national data to explore, develop and implement current and/or new markets including traditional and non-traditional markets (e.g. sportsman shows and festivals) and initiatives that support student success to completion of degree and/or credential.
· Collaborate with the faculty to build and promote an honors program with early admissions acceptance, confirmation period, and priority housing selection.
· Collaborate with the Dean of Academic Affairs to implement and guarantee 48-hour turnaround for transcript evaluations for transfer students.  
· Establish a method for systematically tracking student and parent satisfaction, plus where students first learned about WCCC. 
· Hire and train student ambassadors and update their working materials.
· Continue to collaborate with campus departments to participate in admissions and recruitment activities.


Recruitment and Student Success Strategies
1.  Student Support and Customer Service
	Program
	Objectives
	Action Plan
	Time
	Office

	Empower staff to streamline processes
that deter students from enrolling or retaining at WCCC.
	· Increase staff engagement in solving challenges to student enrollment and retention. 
· Provide staff with time to work with students.
· Elevate customer service to ensure student’s needs are met. 
	· Crosstrain staff to understand processes for each area and have a foundational level of how operations interact with each other and students.
· Examine processes for enrollment and streamline, where necessary.
· 
· Train staff on customer service.
	F 2018
Sp 2019

	· Admissions
· Financial Aid
· Academic Affairs
· Enrollment and Student Services 


	Develop a marketing and communications plan 
	· To increase awareness of WCCC’s history, vitality to the Calais. St. Croix, and Washington County communities; programs; student support services; and career placements.
· To increase awareness of WCCC’s liberal arts program and how the program transfers to other institutions.
· To increase enrollment and credit hours sold.
	· Implement a marketing and communications plan.
· Create strategic social media outlets and continuously update for current students to receive information including a Class of 20XX Facebook pages and WCCC Instagram account focused on daily/weekly life at WCCC.
· Implement the use of WCCC mascot for the promotion of programs, financial aid, scholarships, transfer programs—Soaring Back; Eagles Soar Scholarship.
	F 2018
Sp 2019
	· Enrollment and Student Services 
· Public Relations

	Enhance dual enrollment and concurrent student opportunities and success.
	· To increase the number of high school students that participate in pre-college enrollment on the WCCC or with WCCC students in high school courses as mentors.
· To increase the pipeline from pre-college high school programs to WCCC matriculated students by 1.5% over the next three years and 2% after the initial three years.
· To increase the number of high school students who are proficient in English and mathematics that enter WCCC prepared for gateway courses. 





	· Collaborate with Washington County schools to enhance concurrent and dual enrollment opportunities for students including the expansion of high school students on campus; supplemental instruction for high school students using WCCC peers; and 
· Examine the creation of a trade, technical, medical based credential/certificate that a dual enrollment/ concurrent student who earn upon completion of selected courses and their high school graduation.

	F 2018
Sp 2019

Launch:
2019-2020 Academic Year
	· Enrollment and Student Services 
· Academic Affairs
· JMG
· TRIO


	Evaluate Student and Academic Support Services
	· To provide underprepared students with transitional support.
· To provide students with holistic support services (tutoring, advising, support) that enhances student learning.
· To streamline student and academic support services that enables students to have one overarching case manager while collaborating with other support personnel.





	· Evaluate current support service structures and organization of services—TRIO, JMG, EMBARK, Student Success Team, Student intervention team—and create a plan to realign support services.
· Create and implement a continuous evaluation model.

	
	· Enrollment and Student Services 
· Academic Affairs 

	Enhance Student Support using technology 
	· To ensure cross-campus notification of individual student’s academic and co-curricular challenges.
· To review information in a holistic manner and to create proactive steps that intervenes and addresses student’s concerns and challenges. 
· To provide students with information on their preferred platforms to increase student interaction, positive campus climate, and increase awareness of support services.
	· Expand on the implementation of the academic and student retention software for faculty and staff to provide information on students (Jenzabar).
· Develop a marketing and communication plan for Jenzabar.
· Review and recommend software that tracks student tutoring and interaction with student support services. This will support the evaluation and the continuous improvement of services. 
	On-going







	· Academic Affairs
· Student and Enrollment Services 
· Admissions

	Evaluate the effectiveness of first-year experience, especially the first-year seminar to reflect the needs of individual student populations and to address current gaps between what students know and what students
need to know.
	· To prepare students for college based work by increasing their academic and co-curricular skill sets.
· To assist underprepared students to achieve academic progress by providing transition, life skill, and academic skills. 
· To create a first-year experience course curriculum based on open source information.


	· Evaluate the effectiveness of First-Year Experience programs—summer pre-boarding; BRIDGE program; fall and spring orientation; FYE 100 course; and residence hall orientation.
· Redesign first-year seminar to integrate with a student’s major and provide whole-student support and transitional challenges (e.g. mental health, financial planning, study skills, decision-making, resiliency; critical thinking;).
· Evaluate the effectiveness of redesigned first-year experience course.
	F 2018
Sp 2019

	· Enrollment and Student Services 


	Improve student engagement through the allocation of student spaces and enhanced, segmented programming

	· To design and implement spaces for students to build community through informal and formal programs.
· To implement learning outcomes related to student engagement programs.
	· Implement multiple spaces for students to build community including a student center and a commuter center space. 

	F 2019
	· Enrollment Management and Student Services Academic Affairs
· Finance 
· Student Senate

	Promote diversity and inclusion on campus
	· To increase diversity and inclusion and to build a diverse campus community. 
· To increase recruitment and retention of diverse student populations. 
	· Dedicate 5% of a staff member’s time committed to diversity and inclusion.  
· Increase diversity and inclusion programming on campus and support current diversity-based student organizations to expand programming, advocacy, and inclusion. 
· Expand recruitment territories that include diverse populations including Lewiston-Auburn, Portland, and South Portland, Maine. 
	Sp 2019
On-going

	Enrollment Management and Student Services 





Marketing and Communications

Washington County Community College (WCCC) recognizes the importance of an effective strategic marketing plan that promotes the college, its mission, its brand, and its vitality to the Washington County communities. The Enrollment Management and Student Services division is responsible for managing the college’s marketing and communication efforts to promote and communicate the strategic mission of Washington County Community College in regard to admissions and enrollment. We are charged with promoting student success as well as presenting a consistent look and message for the college, while maintaining a positive image to our students and the community.

Key Message/Motto
In 2012 the college adopted a motto of Discover Choices * Create Success. With the motto being six year previous, the college should evaluate whether the motto meets the current mission, vision, recruitment, and retention efforts. 

2019-2020 Marketing Theme
By March of 2019, the college will establish a marketing theme for the 2019-2020 enrollment cycle. 

Market Niche
WCCC is known as an open access institution committed to academic success through strong academic programs—liberal arts, medical, technical, and trade—and co-curricular opportunities that support student success by reducing external barriers. 

Situational Analysis
As noted in WCCC’s Envision the Future and the strategic planning document WCCC is facing challenging demographics that impact student enrollment. Nationally, community colleges are facing similar challenges in enrollment along with decreasing number of high school graduate and an improving economy. While the college adapts to demographic and enrollment challenges, marketing efforts will focus heavily on student recruitment and retention, as well as building relationships and partnerships with community, business, and governmental leaders. 

Target Audiences
By nature, a community college strives to serve the diverse needs of…. Our audiences include prospective students and their support networks; guidance counselors; transfer coordinators;  recent high school graduates, adult learners; and working professionals returning to complete a degree or add new credentials for future career aspirations; alumni, community members that support the college’s events and programs; elected officials; potential employers; and those with no clear connection who might identify with WCCC. In order to prioritize our marketing efforts, the 2019-2020 plan will focus on the following segments:
· 1: Traditional Aged Credit Students
· 2: Non-Traditional Aged Credit Students
· 3: Workforce Training and Development 

Marketing Channels
The college uses a variety of marketing channels. Below are current and future marketing channels.
· Direct mail (postcards, fliers, alumni profiles, catalogues)
· Radio (WQDY)
· TV (Fox, Specturm, ABC, NBC)
· Newsprint (Calais Advertiser, Quoddy Times, Machias Valley Observer, PaperTalks, County Wide, Bangor Daily News)
· Social Media (Facebook, Instagram, SnapChat, YouTube)
· Other: Movie theater advertising, guidance counselor publications, local athletic posters and schedules.

Enrollment Elements 
1.  Concurrent and Dual Enrollment awareness recruitment
	Activity
	Target Market
	Purpose
	Timing
	Performance Measures
	Participating Areas

	Education sessions for high school students and their families
	High school students
	Educate prospective students and their families on the application process, financial aid, academic and Enrollment & Student Services services, and create relationships
	Twice in fall and spring
	· Number of student and family members attending sessions
· Number of parents who enroll in WCCC programs
	· Admissions
· Financial Aid
· Academic Affairs
· Enrollment Management and Student Services

	Middle school presentations—Totally Trades/Boys Day
	Middle school students and parents without degrees
	Present the benefits of higher education to middle school students and parents
	Spring
	· 
	· 



2.  Traditional and non-traditional recruitment (Prospective prior to acceptance)
	Activity
	Target Market
	Purpose
	Timing
	Performance Measures
	Participating Areas

	Daily and weekly information sessions 
and tours 
	All 
	Highlight the campus community, academic programs, and affordability
	Fall, spring, 
summer
	· Number of participants 
· Conversion rate 
· Evaluations
	· Admissions
· Faculty

	Tailored direct mailings, 
printed materials, emails, letters, marketing materials, social media, and phone calls based on name buy and inquiry cards
	All
	Educate prospective students about WCCC, student and financial sources, intended major, and career outlook, 
	Fall, spring, summer
	· Inquiry rates from mailings
· Conversion rate
· Number of clicks per ad, videos
· Number of marketing a social media platform on reply cards 
	· Admissions
· Faculty
· Enrollment and Student Services

	Virtual tours, alumni and student spotlights on website


Open House and Preview Days
	All

	Educate prospective students and their families about WCCC.  Showcase St. Croix Region coast, academics in the field, career services, campus services, and financial options.
	Fall, spring, summer
	· Number of clicks per video
· Number of participants
· Evaluations
· Conversion rate

	· Admissions
· Financial Aid
· Academic Affairs
· Enrollment Management and Student Services 


	Non-traditional visits and presentations (e.g. conferences, sportsman shows, employers)
	All
	Educate prospective students   and wider state on WCCC.  Showcase St. Croix valley, Downeast coast and community-based programs
	Fall, spring, summer
	· 
	· 



3.  Traditional-age student recruitment
	Activity
	Target Market
	Purpose
	Timing
	Performance Measures
	Participating Areas

	High school visits and presentations and pie nights
	High school students
	Educate prospective students, teachers, and counselors about WCCC. Provide on-site admission
	Fall, spring
	· Number of high school visits (at least 2 per month)
· Conversion rate
	· Admissions 
· Financial Aid
· Academic Affairs
· Enrollment & Student Services

	High school college fairs
	High school students and parents
	Educate prospective students and their parents about WCCC.  Build name recognition for WCCC in targeted areas. Provide on-site admission
	Fall, spring
	· Number of college affairs attended
· Conversion rate enrolled students
	· Admissions

	Out-of-state postholes  recruiting visits and presentations
	High school students and counselors
	Dig targeted postholes and educate prospective students about WCCC.  Build name recognition for WCCC in targeted areas. Provide on-site admissions
	Fall, spring
	· Number of student inquiries
· Number of confirmed students from schools
	· Admissions
· Faculty

	Senior Days
	Seniors and their parents
	Showcase WCCC to high school seniors and their parents
	Fall
	· Number students and parents attending
· Conversion rate
	· Admissions
· Academic Affairs
· Student Services

	Parent College
	Parents of high school students
	Showcase WCCC educational opportunities for parents and family members
	Fall, spring
	· Number of presentations 
· Evaluations
· Conversion rate
	· Admissions
· Academic Affairs
· Enrollment & Student Services

	Traveling Senior Days
	High school students and parents
	Take WCCC admissions services to larger metropolitan areas
	Fall, spring
	· Number of attendees
· Evaluations
· Inquiry rate
	· Admissions
· Financial Aid
· Academic Affairs
· Enrollment Management 

	Attend NEACAC fairs
	High school students and parents
	Educate prospective students about WCCC
	Fall, spring
	· Number of attendees at table
· Inquiry rate
· Conversion rate
	· Admissions
· Faculty

	Attend selected NACAC fairs that fit into targeted postholes
	High school students and parents
	Educate prospective students about WCCC
	Fall, spring
	· Number of attendees at table
· Inquiry rate
· Conversion rate
	· Admissions
· Faculty

	MeCA Counseling Association
	High school guidance counselors
	Educate high school guidance counselors about WCCC and build relationships
	Spring
	· Number of attendees at table
	· Admissions

	Downeast Counselor breakfasts, luncheons, workshops
	High school guidance counselors
	Educate Downeast guidance counselors about WCCC programs and build relationships
	Two each during fall and spring
	· Number of guidance counselors
· Students from high school
	· Admissions
· Faculty

	Scholarship Day
	Scholarship awarded at high school
	Educate prospective students about WCCC funding opportunities 
	Spring
	· Number of matriculated students
	· Enrollment Management
· Financial Aid

	Concurrent and Dual Enrollment co-curricular programs
	High school students
	Enroll high school students at WCCC to expose them to the college co-curricular programs
	Fall, spring, summer
	· Number of students enrolled in WCCC courses
· Conversion rate
	· Admissions
· Academic Affairs
· Student Engagement










4.
  Non-traditional student recruitment
	Activity
	Target Market
	Purpose
	Timing
	Performance Measures
	Participating Areas

	Businesses, community agencies, sportsman shows, and career fairs
	Non-traditional in careers, GED
	Educate prospective
students about WCCC’s on-line and completion program.  

Provide on-site admission and scholarship information. Prior learning assessment process.
	Fall, spring, summer
	· Number of booth visits
· Number of students enrolled
· Conversion rate
	








· Admissions
· Career Services
· Faculty
· Enrollment Management and Student Services

	Presentations, workshops, and hours at Career Centers
	Adult students, displaced workers, GED 
	Educate prospective
students about WCCC’s on-line and completion programs and career service opportunities. Prior learning assessment process.
	Fall, spring, summer
	· Number of visits
· Number of presentations
· Conversion rate
	· 

	Adult Students’ Day
	 Adults, HiSet completers
	Educate prospective
students about WCCC.  

Allow participation in a class, lunch, and meeting with career services.
	Fall, spring, summer
	· Number of participants
· Conversion rate
· Evaluations
	· 

	College for a Day
	Adult learners and out-of-school youth
	Educate prospective students about WCCC.  

Provide an authentic college experience including housing, lunch, academic programs, and activities.
	Fall, spring
	· Number of participants
· Conversion rate
· Evaluations
	· 

	Community college transfer days
	Non-traditional 
	Educate prospective students about transferring options, evaluate transcripts, and provide on-site admission
	Fall, spring, summer
	· Number of participants
· Conversion rate
· Evaluations
	


· Admissions
· Academic Affairs
· Enrollment & Student Services
· Financial Aid
· Registrar

	Veteran’s College for a Day
	Veterans
	Highlight online programs and placed-based learning programs.  Prior learning assessment process.
	Fall
	· Number of participants
· Conversion rate
· Evaluations
	· 






5.  School counselors outreach
	Activity
	Target Market
	Purpose
	Timing
	Performance Measures
	Participating Areas

	Pre-travel visits
	High school counselors
	Highlight WCCC’s academic and co-curricular offerings.
	Fall
	· Number of visits to counselor
· Number of students from school (feeder)
	· Admissions

	Participate and present at MeCA and sponsor bags or folders
	High school counselors
	Build relationships with counselors and marketing WCCC brand
	Spring
	· Number of booth visits 
	· Admissions

	Annual holiday food, back pack, and school supply drive
	High school counselors
	Provide Washington County school counselors with donations
	Winter
	· Number of supply boxes
· Number of items collected
	· Admissions
· Student Engagement

	Counselor end-of-year tours
	High school counselors
	Visit counselors, remind them of deadlines, and provide a small token of appreciation
	Spring
	· Number of visits made
· Number of students from school (feeder)
	· Admissions

	Counselor focus groups
	High school counselors
	Assess effectiveness of WCCC counselors and presentations
	Spring
	· Assessment outcomes
	· Admissions

	Community college advisor visits
	Community
	Highlight student’s ability to transfer into WCCC programs, WCCC services, and academic opportunities
	Fall
	· Number of visits
· Number of students from each college (feeder)
	· Admissions

	Counselor newsletter
	High school counselors
	Showcase important campus events, updates, and schedules for Early College enrollment
	Fall, winter, spring
	· Feedback from counselors
	· Admissions
· Marketing






COMMUNICATIONS
Each step below includes marketing and communication materials personalized to the student and families.
1. Prospective students
	
	Activity
	Target Market
	Purpose
	Timing
	Performance
Measures
	Participating Areas

	Produce and maintain new television and radio commercials every two cycles 
	All
	Brand recognition
	Continuous August - May
	· Number of applications listing TV as referral
	· Marketing
· Admissions
· Campus

	Produce, update, and maintain visual campus tour
	All
	Information and brand recognition
	Continuous
	· Number of views per month
	· Marketing
· Admissions
· Campus

	Refresh website to market programs and student services (alumni stories, net price calculator, admissions)
	All
	Brand recognition and information funnel
	Continuous
	· Number of visits to page (track visits by zip code)
	· Marketing
· Admissions
· IT

	Design and print search pieces and viewbooks 
on a three-cycle 
	Students and parents
	Provide information and introduce WCCC programs
	Each summer for use in fall and spring
	· Design and print each summer
	· Marketing 
· Admissions
· Campus 

	Unique individual program printed materials 
	Students and parents 
	Provide program specific information for fairs and mailing information
	Each summer for use in fall and spring 
	· Design and print each summer
	· Marketing
· Admissions
· Campus

	Financial and financial aid postcard/pamphlet
(mailings and fair table) 
	All
	Market financial value and scholarships
	Each summer for use in fall and spring
	· Number of cards picked-up at fairs
	· Marketing
· Admissions

	Name buy postcards (sized different) mailing based on intended major (seed packets)
	Students
	Introduce students and parents to specific WCCC majors
	First week of October, then each week with name pull
	· Number of inquiries and applications 
	· Marketing
· Admissions

	Name buy postcard mailing to the families of students
	Students, parents, and families
	Introduce WCCC’s missions, costs, scholarships, FAFSA code, safety
	Third week of October, two weeks after each pull
	· Number of calls from family members
	· Marketing
· Admissions

	Preview Day and 
open house invitations
	Students and parents
	Notify and recruit parents and students for Preview Days
	First round-1 month prior
Second round- 2 weeks prior
	· Number of participants 
	· Marketing
· Admissions

	Preview Day and open house social media marketing
	Target students in geo markets
	Recruit and advertise for students and families
	Start 3 weeks prior to event, run daily until event
	· Number of clicks
	· Marketing
· Admissions



2. Admitted and confirmed students

	Activity
	Target Market
	Purpose
	Timing
	Performance Measures
	Participating Areas

	Facebook pages up, running, and monitored (student and parent pages)
	Students and parents
	Keep students and parents informed
	1st week of November
	· Number of posts and views
	











· Marketing
· Admissions
· Enrollment Management

	Acceptance letters (traditional, transfer, and adult)
	Admitted students 
	Notify students of acceptance 
	Daily when needed
	· Number of packets sent and students confirmed
	· 

	Acceptance envelope (same for all)
	Admitted students
	Notify students and parents of acceptance
	Daily when needed
	· Number of packets sent
	· 

	Scholarship letter and certificate (same for all)
	Admitted students
	Notify students and parents of scholarship offer. Certificate to display, take pictures and post to Twitter, and Class of 20xx Facebook
	Daily when needed
	· Number of posts on social media
	· 

	Checklist and next steps (traditional, transfer, and adult)
	Admitted students
	Next steps to complete admission process
	Send out daily
	
	· 

	Admission packet, bumper stickers (My kid attends WCCC)
	Parents (those who list a parent)
	Advertise brand and connect with WCCC parents
	Send out daily
	
	· 

	Financial Aid and FAFSA
	Admitted and confirmed students
	Remind students to complete FAFSA
	3rd week of January
	· Number of FAFSA filings
	· Marketing
· Financial Aid

	Holiday card postcard mailing
	All students
	Touch point over the holidays
	2nd week in December
	
	· Marketing
· Admissions

	May 1st deadline for financial aid from State of Maine
	Admitted students
	Touch point to remind and encourage students to confirm
	1st week of April
	· Number of confirmations by May 1st
	· Marketing
· Financial Aid

	Housing materials (application, next steps, and agreement) with prepaid return envelope
	Confirmed residential students
	To have student register for housing
	3rd Week of May and daily as needed
	· Number of applications returned
	· Marketing
· Residential Education

	Housing confirmation materials (envelopes, FAQ, and assigned roommate)
	Residential students returning app’s
	Confirm students housing and placement
	1st week of August
	· Number of confirmations sent
	· Marketing
· Residential Education

	Orientation Registration and Advising 
	Admitted and confirmed students
	Notify and invite students and parents 
	1st week of May and daily as needed 
	· Number of registrations 
	











· Marketing
· Enrollment Management
· Student Engagement
· Faculty 

	Orientation postcard reminder
	Admitted and confirmed students 
	Remind students and parents to attend CORE
	3rd week of May, 2nd week of June
	· Number of registrations
	· 

	Graduation congratulations postcard 
	Admitted and confirmed students
	To congratulate students on graduation from high school
	3rd week of June
	
	· 

	Postcards from WCCC Series (e.g. halls, laundry, meal plan, health services, programs, and magnet)
	Parents
	St. Croix and WCCC areas to parents with helpful hints and reminders.
Inform parents and minimize melt.
	1st week of June and every other week until 3rd week of August
	· Melt reduction
· Parents asking questions
	· 

	Postcards from WCCC campus series (health services, programs, laundry, food, fitness, library)
	Confirmed students
	WCCC campus spots to students with information and hints
	2nd week of June and every other week until the 3rd week of August
	· Melt reduction
	· 







3. On-the-road materials

	Activity
	Target Market
	Purpose
	Timing
	Performance Measures
	Participating Areas

	Pre-arrival advertising for school visits and fairs in papers (local and high schools)
	Students, parents, and counselors
	Promote WCCC brand and visits
	One week prior to visit
	· Number of participants at fair or visit who saw ad
	· Marketing
· Admissions

	Pre-arrival advertising for school visits and fairs—Facebook
	Students, parents, and counselors
	Promote WCCC brand and visits
	Two weeks prior to visit in specific geo markets
	· Number of participants at fair or visit who saw ad
	




· Marketing
· Admissions


	Update table materials 
	Students and parents
	Promote WCCC and draw people to table
	Each summer for fall and spring travel
	· Design and print by August 1st
	· 

	WCCC car magnets
	All
	Advertise WCCC brand while traveling
	Print as needed
	· Design and print as needed
	· 

	WCCC uniforms
	Fairs and visits
	Advertise and market WCCC while traveling
	Continuous
	· Brand recognition  
	· Admissions
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Academic Year Headcount Five Years

14-15	
Headcount	933	15-16	
Headcount	904	16-17	
Headcount	796	17-18	
Headcount	719	18-19	
Headcount	380	



Academic Year FTE Five Years

14-15	
FTE	627	15-16	
FTE	639	16-17	
FTE	528	17-18	
FTE	520	18-19	
FTE	277	



Academic Year Credit Hours Five Years

14-15	
Credits	9401	15-16	
Credits	9596	16-17	
Credits	8749	17-18	
Credits	7802	18-19	
Credits	4151	



Residence Hall Occupancy Five Years

14-15	
Students	96	15-16	
Students	81	16-17	
Students	97	17-18	
Students	88	18-19	
Students	99	
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