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Introduction

• Why I’m presenting on this topic

• Learning Outcomes: 

• Understand how to develop a work plan for SEM goal implementation

• Learn how KPIs and measurements are developed and monitored to 
support SEM goals

• Gain a conceptual framework for how Slate (CRM) can be configured 
to support SEM goals



“The reason that everybody 
likes planning is that nobody 
has to do anything.” - Jerry 

Brown



Timeline

• Spring 2017 – Recognized need for a SEM plan

• Fall 2017 – Kicked-off SEM Steering Committee

• Fall 2018 – Submitted Plan to President

• Winter 2019 – Plan endorsed by Trustees

• Summer 2019 – SEM Advisory Council Formed

• Fall 2019 - Implementation Planning Begins



Our SEM Plan (paraphrased)

• Objective #1: Increase New Student Enrollment

• Objective #2: Increase Enrollment of Traditionally 
Underrepresented Student Groups (TUSG)

• Objective #3: Increase Retention and Persistence



How to develop a workplan? 
The SEM Advisory Council

• A Council within the Enrollment Management 
Division, chaired by the VP

• 1 Dean, 3 Associate Provosts, 3 VPs, 1 faculty 
Senate Rep, 1 Dean of Students

• 4 workgroups
• 1 for each objective, and 1 for enrollment projections















Key Learnings: 

• Develop a team of key stakeholders with 
decision-making authority

• Use project management principles (project 
manager/project coordinator staff in possible)

• Agree that the plan and process isn’t perfect

• Be determined to assign a measurement to 
every effort.  



Key Learnings: 

• Use existing resources for year one action items
• Place great ideas that aren’t funded in year 2 or 3

• Meet regularly

• Don’t try to accomplish the objectives in year one 
(remind each other this is a six-year plan)

• Include others in work groups often



Learning Outcome

• Gain a conceptual framework for how Slate (CRM) can be 

configured to support SEM goals



“When used right, technology 
becomes an accelerator of 

momentum, not a creator of 
momentum.” – Jim Collins



Reports and Queries 

• Applicant data trend report (YOY)

• Prospect data overview

• Enrollment Funnel – First-year, transfer (main campus), transfer (centers and online)

• Name Buy Source Funnel Report (and ROI indicator)

• Prospect data – Senior search and events

• Application data by region and school. 









Key Learnings: 

• Slate implementation takes time

• Consider Crawl, Walk, Run model

• Frontline user acceptance is essential

• Consider third-party partnerships for training and 
development

• Be open to other solutions



Q and A and Follow-up

Josh Hibbard, Ph.D.

josh.Hibbard@cwu.edu

Please complete the session evaluation using the 

AACRAO mobile app.


