11_17_11 EMC minutes
Data – Carried over from our last meeting, EMC discussed what our data needs are and how we can focus them more to help IR provide the information more efficiently. 

EMC quests: what are the leading indicators that must be understood, in order to effectively manage enrollment? What more precise measures drive the major indicators?

Recommendation: EMC recommends that MVCC track leading enrollment indicators in three areas: Completion, Market Demand, and Demographics. 

Regarding Completion: This can be measured or defined many different ways which have been discussed at length by EMC. EMC seeks one major, visible, and simple completion metric for internal planning and discussion purposes; and for use in demonstrating our success to external stakeholders who have interest in improving student success. 

Recommendation: EMC recommends that MVCC adopt the following as our leading indicator of student success: % of first-time, full-time, degree seeking students who graduate with degrees within 150% time from first semester.

EMC acknowledges there are many student populations who are not reflected in this metric; and that it does not comprehensively define the community college student experience. However, EMC is comfortable that if the college focuses on improving returns in this area, the resulting systems changes will benefit all students. At present MVCC is at about 23%, ahead of the national average but slightly behind the SUNY average.

Action item: IR to report back to EMC with these graduation rates for each cohort back to 1995. 

Regarding Market Demand: In reviewing the Strategic Plan and Enrollment Management Plan, both call for analysis of market demand. Much of this work has been done as in a 2007 market analysis conducted by MVCC Marketing; EMSI data to which MVCC IR subscribes; and in Strategic Plan external scan work which focus on MVCC’s brand image but not intensively on its choice of programs to offer or highlight. Marketing and IR suggest that with some collaboration and possibly with input from an outside research consultancy, funded out of Marketing operating, existing data can be synthesized and more external scan data can be gathered with regard to prospective students’ perceptions and desires. The goals of such a study would be to: 1. Analyze labor market data, prospects’ perceptions, and college capacity. 2. Seek alignments among them to identify areas of strength.

Action item: IR, Marketing to collaborate on a draft scope and RFP for a market research project, which is to be reviewed by EMC and Cabinet before any such project is undertaken.

Regarding Market Demand: MVCC’s competitors also play an important role in driving market demand. It is relatively easy for MVCC to understand competitors’ enrollment, costs, programs offered, etc., but first let’s identify the short list of competitor institutions using Admissions’ data/experience; and potentially FAFSA data. Once competitors are identified, EMC can work to identify competitors’ strengths and determine our best points of differentiation and even prospects for collaboration.

Action item: IR, Admissions to generate ranked list of top 8 competitor institutions.

Enrollment Reports: As dual-credit enrollments have bolstered overall enrollment, the college has achieved its 3.5% budget target for fall enrollment. 

Action item: Prior to January 2012 Board of Trustees Meeting, EMC to report on enrollment drivers and recommend budgeted enrollment goal for 2012-13. 

Action item: Marketing to advertise intersession and reverse-transfer opportunities in late-Nov/early Dec., and change Web site to ease prospective instersession students’ registration. 

Update from Enrollment Task Force: In considering priority registration procedures, task force has determined that three weeks is too long a period for priority registration. ETF will bring forward a recommendation for EMC consideration in December. 
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