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University of Montevallo 
Undergraduate Strategic Enrollment Plan 

2017-2020 

 

Introduction  
The purpose of this Strategic Enrollment Plan (SEP) is to provide practical and relevant direction to the areas of enrollment and retention 
at the University of Montevallo for undergraduate students. The guiding principle of this plan was the Student Engagement and Success 
portion of the University of Montevallo’s Strategic Plan 2015-2020. This section within the UM plan is supported by the over-arching goal 
of enhancing the climate of UM to cultivate greater levels of student success as measured by retention and completion. Other influences 
include information and ideas gleaned from the President’s Enrollment Task Force (fall 2016 and spring 2017) and the Enrollment Advisory 
Team (spring 2017) as well as recommendations from TWG (spring 2017) and Credo Higher Education consultants, who visited campus and 
offered guidance during fall 2016 and spring 2017. 

 

University of Montevallo Mission and Vision 
The overriding mission of the University of Montevallo, unique in higher education in Alabama, is to provide to students from throughout 
the state an affordable, geographically accessible, "small college" public higher educational experience of high quality, with a strong 
emphasis on undergraduate liberal studies and with professional programs supported by a broad base of arts and sciences, designed for 
their intellectual and personal growth in the pursuit of meaningful employment and responsible, informed citizenship.  

For undergraduates, our vision is to offer academically capable students from all sociodemographic backgrounds an affordable, life-
enriching "honors college" experience stressing community service and global awareness, all within an atmosphere of national historic 
beauty and a tradition of innovative cultural expression. Our vision for graduate students builds on this undergraduate foundation, using 
traditional and innovative instructional methods to foster growth in specialized skills and knowledge required by practicing educators, 
counselors, speech-language clinicians, scholars in the humanities, and other professional leaders, within a nurturing environment steeped 
in the unique "Montevallo experience."  
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Organizational Structure of Enrollment and Student Affairs 
The purpose of the Division of Enrollment and Student Affairs at the University of Montevallo is to provide strategic leadership in 
developing and advancing the University’s recruitment, retention, and enrollment initiatives as well as oversees the coordination of all co-
curricular student services and activities. The division provides vision and oversight in all aspects of the admissions process and supports a 
holistic approach to achieving enrollment objectives. It provides leadership for the departments under direct charge and is responsible for 
coordinating, implementing and evaluating activities that promote student success, health, welfare, and engagement. The division also 
maintains the institution’s commitment to increase brand awareness and provides leadership to marketing initiatives and assures effective 
and appropriate use of funding, personnel, and technology in the execution of enrollment and retention directives. 

The Vice President for Enrollment and Student Affairs supervises and coordinates the University’s recruitment, admissions and retention 
processes through direct oversight of the following sub units: Admissions, Student Aid, Student Success, Housing and Residence Life, 
Student Life, Career Development, Health Services, Counseling Services, Disability Support Services, Student Conduct, and Campus Safety. 

 
Competitive Analysis 
The University of Montevallo is nestled in a small town within the largest growing county in Alabama. Approximately 35 miles south of 
Birmingham, the university’s location allows students to experience college life on a beautiful historic campus in a safe community while 
also experiencing the amenities of the vibrant surrounding county and nearby metropolitan city where residents enjoy trendy restaurants 
and nightspots, renovated downtown areas, and an evening at the ballpark. Noted as a College of Distinction, Montevallo provides a premier 
educational experience characterized by affordable tuition, distinguished degree programs and personalized instruction delivered by 
highly-qualified faculty. Enriched by an array of co-curricular opportunities, the UM experience prepares students to enter graduate or 
professional school or to begin their careers with an understanding of how to succeed in a constantly changing and complex world. These 
factors in addition to an average class size of 23, a 16:1 student/faculty ratio, and a Liberal Arts core curriculum give UM an advantage 
among the other state funded institutions in Alabama. Other positive aspects of the UM experience include opportunities to apply 
practical knowledge through internships and capstone initiatives, an honors program, undergraduate research, individualized advising, 90+ 
student organizations, and 20 team sports. 
 
At the national level, competition is great and public perception is changing. Institutions of higher education are facing many challenges at 
a critical time. Louis Soares, Vice President for Policy Research/Strategy at the American Council on Education, wrote “Higher education in 
the United States is at a pivotal juncture in its history (2015).”  He noted multiple forces, including demand for knowledge and skills, 
constrained public funding, public concerns regarding affordability, student demographic change, and technological innovations as factors 
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that are driving a need for change at the system, institution, course, faculty, and student levels. Soares stated, “Innovation leading to 
improved performance certainly seems to be in order.”  
 
Institutions within the state of Alabama are not immune to this national trend. Competition for students among all of the institutions of 
higher education in the state is intense. Fourteen 4-year public institutions, 36 community and technical colleges and 16 non-profit or 
private institutions characterize the competitive landscape with the largest competitors to UM being the University of Alabama, Auburn 
University and the University of Alabama at Birmingham (NRCCUA). With in-state students making up the majority of the student body, 
the University of Montevallo is in a challenging position. Data indicates the number of high school graduates in the southern United States 
is projected to increase (Knocking at the College Door- WICHE, 2012). However, the total number of high school graduates in Alabama is 
projected to decrease over the next decade (Knocking at the College Door- WICHE, 2012) leaving colleges and universities within the state 
to compete for a shrinking number of students. 
 
Lack of growth coupled with a state saturated with institutions of higher education magnifies other issues hindering the university’s 
enrollment efforts. For example, the misperception of UM’s liberal arts mission and the lack of knowledge about the university in general 
(e.g. public vs. private status) makes recruitment of students even more challenging. Other difficulties that influence enrollment include 
pressures on budget and increased tuition due to decreased state appropriated funding, small town campus location, lack of name 
recognition, and the absence of a clear, concise and compelling university message. Faced with such obstacles, UM must strategically plan 
to strengthen current networks while building potential new pipelines to increase undergraduate enrollment including recruitment plans 
for academic majors, transfer students, military and veteran students, affinity groups, athletics, alumni, dual enrollment and domestic 
multicultural students. Simultaneously, UM must investigate financial aid and scholarship packages, marketing strategies, and tactics for 
student success. 
 
 
Planning Assumptions 
Planning assumptions for the SEP mirror those established within the UM Strategic Plan with consideration given to the foundational 
commitments of: 

§ Diversity (e.g., student population, employees, environment, climate, etc.) 
§ Human and Financial Resources (e.g., preservation of financial health, resource allocation and availability, staffing levels, 

compensation, talent management, employee recruitment and retention, etc.) 
§ Technology (e.g., network infrastructure, classroom equipment, software and support tools, refresh cycle, etc.) 
§ Facilities and Infrastructure (e.g., new construction, renovations, deferred maintenance, grounds, space utilization, etc.) 
§ Safety and Security 
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UM Strategic Enrollment Goal 1: Increase undergraduate enrollment 

GOAL OBJECTIVES RESPONSIBLE UNIT(S) 
1. Enroll 550 freshman students by 
2020 with goals of 520 in fall 2017, 535 
in fall 2018, and 550 in fall 2019. 
 

Recruitment Strategies: First Time Freshman Students 
The Office of Undergraduate Admissions will partner 
with each college and/or department to develop 
annual recruitments plans that engage first time 
freshman and integrate the following priorities: 
 
1. Academic Programs 

a. Partner with colleges and academic programs to 
strengthen current and build new pipelines for 
enrollment and develop annual recruitment 
strategies based on college and departmental goals 
and priorities. 
 
b. Explore new program initiatives including majors 
in Computer Informatics and Social Justice/Peace 
Studies as well as a minor in Outdoor Resources. 
 
c. Examine effective teaching modalities for current 
and prospective programs. 
 

2. Alumni Partnership  
a. Partner with Alumni Affairs to develop a program 
that targets UM alumni and legacy students with 
the intent of enticing more children and other 
legacies of alumni to select UM as their college 
choice. 
 
b. Enlist alumni in strategic locations to assist the 
Admissions staff in recruitment events like area 
receptions, local “send offs,” scholarship 

 
 
 
 
 
 
Undergraduate Admissions 
College of Arts and Sciences 
College of Business 
College of Education 
College of Fine Arts 
 
 
 
 
 
 
 
 
 
Undergraduate Admissions 
Alumni Affairs 
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ceremonies, and other types of recruitment and 
yield activities/events (e.g. note writing). 
 
c. The Director of Admissions will serve as an ex-
officio member of Alumni Boards. 
 

3. Military and Veterans Programs 
a. Investigate the need for a staff member to 
oversee veteran’s affairs including recruitment of 
veterans, military personnel and dependents, 
coordination of veteran’s benefits, and 
development of veteran success and support 
programs. 
 
b. If feasible, hire a veteran’s coordinator and 
develop programs to recruit, enroll, support and 
retain veteran students and their dependents. 
($32,798 - $44,929 plus benefits) 
 

4. Affinity Programs 
Explore viable affinity programs (e.g. President’s 
Outdoors Scholars) to attract students with interest 
in varying academic and co-curricular areas. Use 
TWG and NRCCUA information to inform decisions. 
 

5. Athletics Programs 
Continue to investigate the feasibility of adding 
NCAA sports programs that will fit with the mission 
of the University and may serve to attract students. 
 

6. Dual Enrollment 
Work with Academic Affairs representatives and the 

 
 
 
 
 
 
VP Enrollment & Student Affairs 
 
 
 
 
 
 
 
 
 
 
 
 
Undergraduate Admissions 
 
 
 
 
 
Undergraduate Admissions 
Athletics 
 
 
 
Undergraduate Admissions 
Academic Affairs 
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Vice President for Academic Affairs to investigate 
strengthening current and building new avenues to 
increase dual enrollment in the local public schools 
(e.g. Shelby County, Jefferson County, Bibb County, 
Chilton County) and within the home school 
community. 
 

7. Domestic Multicultural Students 
Explore viable pipelines for recruitment of Hispanic 
and other international minority populations within 
the region that would enhance the campus cultural 
environment and increase student diversity. 
($30,500 plus benefits) 

 

 
 
 
 
 
 
 
VP Enrollment and Student Affairs 
Undergraduate Admissions 

2. Enroll 230 transfer students by 2020 
with goals of 190 in fall 2017, 210 in 
fall 2018, and 230 in fall 2019. 

Recruitment Strategies: Transfer Students 
The Office of Undergraduate Admissions will develop 
annual recruitment plans to engage transfer students 
and integrate the following priorities: 
 
1. continuUM Transfer Pathway Program 

a. Develop and implement the continuUM pilot 
program at Jefferson State and Lawson State 
Community Colleges by partnering with Academic 
Affairs, IS&T, University Relations, Student Aid, 
Academic Success and other university departments 
to formulate implementation plans. 
 
b. Meet with representatives from Jefferson State 
and Lawson State to gauge interest in a partnering 
to develop a pathway program for their students 
into UM. 
 

 
 
 
 
 
Undergraduate Admissions 
Enrollment & Student Affairs 
Academic Affairs 
Business Affairs 
Information Services & Technology 
University Relations 
Student Aid 
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c. Complete the technological and logistical plans 
for the program 
 
d. Market the program to Jefferson State and 
Lawson State students 
 
e. Hire a program coordinator and a second transfer 
recruiter if the programs meets an established 
return on investment in order to oversee the 
student transition and persistence component of 
the pathway plan and expand the program to other 
sites. 
($4,500 to compensate a coordinator and $5,000 
for start-up promotional costs) 
 

2. Transfer Students 
Investigate the most viable community colleges in 
addition to Jefferson State and Lawson State and 
develop plans for increasing recruitment efforts at 
those schools. Hire a second transfer recruiter, if 
necessary, to support those efforts. 
($30,500 plus benefits) 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Undergraduate Admissions 

3. Review current and develop new 
marketing strategies 
 

Marketing and Messaging 
 
1. Develop brand recognition and consistent 

messaging by engaging marketing consultants to 
assist with a comprehensive brand identity for UM 
that goes beyond a logo or typeface and draws 
from the following principles: 
a. Brand should be synonymous with mission. 

 
 
University Relations/Advancement 
Undergraduate Admissions 
Academic Affairs 
College Representatives 
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b. Brand should be an identity that challenges 
assumptions, inspires action, and guides 
decisions. 

c. Brand should reflect who we are and that which 
makes us proud of our work. 
 

To articulate the UM brand, five initiatives are 
suggested for further  investigation: 
a. Statement on the Liberal Arts 
b. Emphasis on COPLAC Identity 
c. Capture concepts of value and quality 
d. Emphasis on diversity 
e. Emphasis on “quirky cool” 
f. Development of peer and aspirant institutions 

($50,000 estimate based on proposals received plus 
creative expensive that are unknown at this time) 

 
2. Develop and integrate programmatic values 

propositions and brand ladders into common 
messaging to be used for Admissions Counselor 
training, recruitment materials, website 
development, communications planning, and future 
marketing strategies. 
 

3. Develop annual communications plans using a 
“matrix model” to engage and inform prospective 
students beginning in the sophomore year using 
Recruiter, mail, Mongoose, telephone and other 
personal strategies. 
 

4. Partner with the Web Oversight Committee and 
KPS3 in the development and deployment of a new 
and updated website. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Undergraduate Admissions 
Academic Affairs 
 
 
 
 
 
Undergraduate Admissions 
 
 
 
 
 
Web Oversight Committee 
Information Services & Technology 
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5. Review and update name buys and communication 

strategies to reflect information gleaned from 
analytics related to sophomore, junior, and senior 
yield rates (TWG, NRCCUA). 
 

6. Investigate the integration of NRCCUA Analytics to 
inform admission and enrollment decision making. 

 
7. Use the results of the Credo Admitted Student 

Survey to inform recruitment, marketing and 
communications strategies. 

 
8. Strategically utilize marketing options including 

media buys, digital media, billboards, mailers, 
movie theatre advertising, geofencing, radio 
advertising and videography. Review analytics to 
determine the most effective options for continued 
use. 

 

 
Undergraduate Admissions 
 
 
 
 
Undergraduate Admissions 
 
 
Undergraduate Admissions 
University Relations 
 
 
Undergraduate Admissions 
University Relations 

4. Review current and develop new 
practices related to financial aid and 
scholarship awards and packaging 

Financial Aid/Scholarship Packages 
 

1. Develop a Scholarship Committee 
 

2. Inventory all scholarships and scholarship 
managers 
 

3. Review scholarship policies and procedures. 
Revise as necessary. 
 

4. Review scholarship deadlines and priority dates. 
Compare internally and with external 

 
  
The following departments will be 
involved in components of goal 4: 
 
Undergraduate Admissions 
Enrollment & Student Affairs 
Business Affairs 
Student Aid 
University Advancement 
Academic Affairs 
Executive Cabinet 



 

10 
 

competitors. Revise as necessary with input 
from the Scholarship Committee and 
scholarships managers. 

 
5. Secure funding and develop a process for 

awarding opportunity grants to students who 
have an ACT score of 20-22. 
 

6. Investigate the possibility of securing UM 
Foundation Scholarships for student with ACT 
scores ranging from 20-27. 
 

7. Implement the AwardSpring Scholarship 
software system in order to begin better 
tracking of all scholarships university wide. 
 

8. Explore the need and feasibility of financial aid 
and scholarship matrix as well as the use of a 
packaging software system after the 
implementation of AwardSpring. 
 

9. Evaluate current tuition and fee structure and 
investigate other models that will better reflect 
the true cost of attendance. 
 

10. Evaluate the feasibility of offering the in state 
tuition rate to all students. 
 

11. Include a tuition deposit of $100 
 

 
 

Business Affairs 
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5. Establish strategies to maintain 
retention and graduation rates at the 
levels indicated below with rates being 
re-evaluated during the 2020 strategic 
planning process. 
 

75% freshman to sophomore 
65% sophomore to junior 
55% junior to senior 
50% graduation rate 

 

Transition and Retention Strategies 
 

1. Form an Enrollment Advisory Team to inform 
and advise the VP Enrollment & Student Affairs 
on issues related to recruitment, admissions 
and retention. 
 

2. Develop Student Success processes and 
programs to address student retention and 
graduation including intervening with students 
in need, student referrals, withdrawal tracking, 
communication with non-returners and 
programming to address relevant topics and 
class level initiatives. 
 

3. Explore the feasibility and implementation of 
Enrollment Task Force Transition Subcommittee 
initiatives including:  
a. Develop an “I am becoming” program for 

first year students 
b. Establish a peer mentor program  
c. Integrate a learning contract system  
d. Establish an academic convocation  
e. Develop an “Ask Freddie” app 

 
4. Investigate the feasibility and implementation 

of Enrollment Task Force Persistence 
Subcommittee initiatives including: 
a. Provide academic and financial support for 

struggling students 
b. Create an appealing and viable place for 

students 

 
 
VP Enrollment & Student Affairs 
 
 
 
 
VP Enrollment & Student Affairs 
Student Success 
 
 
 
 
 
 
VP Enrollment & Student Affairs 
Academic Affairs 
Enrollment Advisory Team 
Student Life 
Student Success 
Academic  Success 
IS&T 
 
 
 
 
VP Enrollment & Student Affairs 
Enrollment Advisory Team 
Student Aid 
Student Success 
Academic Success 
University Relations 
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c. Improve communications efforts 
d. Design an Initiative directed towards 

sophomores 

Student Life 
University Advancement 
Career Development Center 
Student Employment Office 
 

 

Key Performance Indicators 
Key performance indicators (KPI) will be based on the UM Strategic Plan as indicated above with the goal or 550 new undergraduate 
freshman students and 530 new undergraduate transfer students enrolled by 2020. Other KPIs include historical undergraduate 
enrollment and funnel metrics data, cost to recruit, retention rates and student profile trends (e.g. gender, residency) which can be found 
in the appendix section of this plan. The VPESA will continue to work with the Vice President for Business Affairs, the Chief Information 
Officer and the Enrollment Advisory Team to develop incremental, data informed KPIs and yearly enrollment goals for the duration of this 
plan. Data analysis to determine net tuition revenue, recruitment cost, and discount rate is underway. 

Monitoring the Plan and Ensuring Implementation 
The Vice President for Enrollment and Student Affairs will have primary responsibility for undergraduate and transfer student plan 
oversight. The Enrollment Advisory Team will assist the VPESA and VPAA and will meet at least twice per semester during the first year of 
the SEP to ensure plans established to meet the SEP goals are progressing as intended. In years two through five of the plan, the 
Enrollment Advisory Team will meet at least once per semester and as needed to monitor and adapt the plan. During years four and five, 
the Enrollment Advisory Team will review the plan and begin discussions related to the next SEP based on the most current outcomes and 
data. 

Planning Process and Timeline 
President’s Enrollment Task Force – the task force met the fall semester of 2016 and the spring semester of 2017. 

Enrollment Task Force Subgroups– subgroups focusing on access, transition, and persistence met during spring 2017. The larger task force 
convened in February 2017 for a final meeting to discuss the actionable ideas brought forth by the subgroups. 

Credo Higher Ed Consultants – the consultant group visited campus initially in November 2016 and returned for a longer and more 
extensive evaluation in January 2017 with recommendations presented in February 2017 along with training for the Admissions staff. 
Information gleaned from the visits, the recommendations and the training were considered in forming this SEP. 



 

13 
 

Enrollment Advisory Team – the team began meeting in March 2017 to begin development of the SEP. The team will continue to meet and 
remain a standing advisory team that advises and directs the University’s recruitment, admissions, and retention efforts. 

 

Enrollment Task Force Members (*denotes a subgroup leader) 
Dr. Mary Beth Armstrong, Dean of the College of Arts and Sciences 
Dr. Rick Barth, Vice President for Enrollment Management 
Dr. Donna Bell, COE Faculty 
Ms. Jenny Bell, Director of Student Life* 
Dr. Erin Chandler, COAS Faculty 
Dr. Stephen Craft, Dean of the College of Business  
Ms. Audrey Crawford, Director of Admissions 
Dr. Tammi Dahle, Vice President for Enrollment & Student Affairs* 
Mr. Scott Dillard, Special Assistant to the President 
Dr. Sherry Ford, COFA Faculty 
Ms. Amanda Fox, Director of Student Success* 
Mr. Craig Gray, Chief Information Officer 
Ms. Mary Ellen Heuton, Vice President for Business Affairs/Treasurer 
Ms. Kristalyn Lee, Dir. of Executive Affairs/ Board of Trustees Liaison 
Dr. TyAnn Lindell, Executive Director of Academic Success 
Dr. Anna McEwan, Dean of the College of Education 
Dr. Suzanne Ozment, Vice President for Academic Affairs/Provost 
Dr. Steve Parker, Faculty Senate President 
Dr. Steven Peters, Dean of the College of Fine Arts 
Mr. Mark Richard, Athletic Director 
Dr. John Stewart, President 
Ms. Randi Tubbs, Director of the Learning Enrichment Center 
Mr. Robert Walker, Director of Student Aid 
 

Enrollment Advisory Team 
Dr. Mary Beth Armstrong, Dean of the College of Arts and Sciences 
Ms. Jenny Bell, Director of Student Life 
Dr. Stephen Craft, Dean of the College of Business  
Ms. Audrey Crawford, Director of Admissions 
Dr. Tammi Dahle, Vice President for Enrollment & Student Affairs* 
Mr. Scott Dillard, Special Assistant to the President 
Mr. Craig Gray, Chief Information Officer 
Ms. Mary Ellen Heuton, Vice President for Business Affairs/Treasurer 
Dr. Charlotte Daughhetee, Interim Dean of the College of Education 
Dr. Jim McDonald, Vice President for Academic Affairs/Provost 
Dr. Steve Parker, Faculty Senate President 
Dr. Steven Peters, Dean of the College of Fine Arts 
Mr. Mark Richard, Athletic Director 
Dr. Tracy Rockco, Director of Alumni Affairs 
Ms. Kira Thomas, Director of University Relations 
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Appendix 

Undergraduate and Transfer Enrollment and Funnel Metrics (Pre-census) 

1. FIRST YEAR STUDENTS Fall 2016 Fall 2015 Fall 2014 
Inquiries         9,727          8,228          6,144  

Applicants         2,362          1,950          1,773  
Completed Applicants         1,757          1,582          1,454  

Admits         1,540          1,377          1,316  
Deposits  N/A   N/A   N/A  
Enrolled            513             532             556  

    
2. TRANSFERS Fall 2016 Fall 2015 Fall 2014 

Inquiries            585             659             713  
Applicants            379             428             449  

Completed Applicants            269             303             344  
Admits            252             289             321  

Deposits  N/A   N/A   N/A  
Enrolled            195             196             218  

    

3.  TOTAL NEW STUDENTS Fall 2016 Fall 2015 Fall 2014 

Inquiries       10,312          8,887          6,857  

Applicants         2,741          2,378          2,222  
Completed Applicants         2,026          1,885          1,798  

Admits         1,792          1,666          1,637  
Deposits N/A  N/A   N/A 
Enrolled            708             728             774  
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1. FIRST YEAR STUDENTS 
 

Fall 2016 
 

Fall 2015 
 

Fall 2014 
Inquiry to Applicant 24.3% 23.7% 28.9% 

App to Complete 74.4% 81.1% 82.0% 
Complete to Admit 87.6% 87.0% 90.5% 

Admit to Deposit N/A  N/A   N/A   
Admit to Enrolled 33.3% 38.6% 42.2% 

Deposit to Enrolled       
    

2.  TRANSFERS Fall 2016 Fall 2015 Fall 2014 
Inquiry to Applicant 64.8% 64.9% 63.0% 

App to Complete 71.0% 70.8% 76.6% 
Complete to Admit 93.7% 95.4% 93.3% 

Admit to Deposit N/A   N/A   N/A   
Admit to Enrolled 77.4% 67.8% 67.9% 

Deposit to Enrolled       
    

3.  TOTAL NEW STUDENTS Fall 2016 Fall 2015 Fall 2014 
Inquiry to Applicant 26.6% 26.8% 32.4% 

Applicant to Complete 73.9% 79.3% 80.9% 
Complete to Admit 88.5% 88.4% 91.0% 

Admit to Deposit N/A   N/A   N/A   
Admit to Enrolled 39.5% 43.7% 47.3% 

Deposit to Enrolled N/A   N/A   N/A   
 
Retention and Graduation Rates 

  2015 2014 2013 2012 2011 2010 2009 2008 

Retention % 1st to 2nd Year 
 

73% 
 

77% 
 

78% 
 

74% 
 

77% 76% 71% 78% 
Grad Rate (6 years)      49% 45% 44% 
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Application to Enrolled UF Freshman and Transfer (Census Data) 

UG Freshmen #s 
Fall 

2010 
Fall 

2011 
Fall 

2012 
Fall 

2013 
Fall 

2014 
Fall 

2015 
Fall 

2016 
Freshman Applications 1364 1375 1465 1618 1801 1982 2387 
Freshman Admits 993 1100 1166 1247 1378 1396 1559 
Freshman Enrolled (census data) 432 507 552 531 540 505 477 
Admit to Enroll % 44% 46% 47% 43% 39% 36% 31% 

        

UG Transfer #s 
Fall 

2010 
Fall 

2011 
Fall 

2012 
Fall 

2013 
Fall 

2014 
Fall 

2015 
Fall 

2016 
Transfer Applications 491 456 477 406 464 450 401 
Transfer Admits 366 359 345 302 332 307 272 
Transfer Enrolled (first day #) 242 244 244 225 230 207 183 
Admit to Enroll %  66% 68% 71% 75% 69% 67% 68% 
        

TOTAL UG Enrollment #s 
Fall 

2010 
Fall 

2011 
Fall 

2012 
Fall 

2013 
Fall 

2014 
Fall 

2015 
Fall 

2016 
 674 751 795 756 770 712 660 

 

Student Profile Trends (gender, residency, ethnicity) 

OTHER ADMISSIONS STATS Fall 2016 Fall 2015 Fall 2014 
% of First-Year In-State 86% 87% 92% 

% of Transfers In-State 92% 87% 94% 

% of First-Year Women 66% 69% 67% 

% of First-Year Men 34% 31% 33% 

% of Transfers Women 55% 52% 43% 

% of Transfer Men 45% 48% 47% 
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