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NMMI Institutional Strategic Plan Support

Offices under the direction of the VP for Enrollment (Admissions and Financial Aid) will align fall 2014 marketing and recruitment
activities with goals and objectives outlined in the NMMI Strategic Plan. All activities fall under:
Goal A: Increase Awareness of NMMI.

Goal A. Objectives -
Enhance NMMI's Reputation
2. Promote and improve awareness of programs/opportunities
3. Develop partnerships/outreach with off-campus constituents
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Recruit, retain, re-enroll a broad range of qualified cadets each fall
Establish a program to educate/train cadets, faculty, staff to market NMMI

Supporting Marketing and Recruitment Objectives

1. Promote NMMI in key New Mexico, regional, and select national markets.
2. Generate a sufficient number of prospective student inquiries and applications to achieve enroliment goals.
3. Manage segmented prospective student communication campaigns/activities designed to engage prospects and their families to build
interest/relationships and influencing prospective students and families in their decision to inquire, apply, deposit, and matriculate.
a) Implement and manage a segmented *communication plan to include use of the following relationship building tools:
o social media: Face book and NMMI POST (blog tool)
email
direct mail (primarily through email or e-search)
tele-cadet telephone contacts
off-campus recruitment receptions: in-state, regional and national (“Night with NMMI”)
on-campus open house events (two in the fall and three in the spring)
individual campus visits (arranged by individual families)
fall and spring, high school college fairs (state, regional, and national)
outreach to selected New Mexico middle schools
on-campus Mini Jr. Leadership Camps targeted at middle schools
outreach to active duty military parents/students at selected bases (state and regional)
o fall and spring NMMI Admissions Receptions in Mexico
b) Develop effective printed and electronic collateral publications to support the communication campaigns
c) Manage an effective scholarship program designed to use awards as recruitment and retention tools
d) Manage Social Media Word of Mouth (WOM) which includes the face book page, blog tools and use of NMMI Cadet Social Media
Advocates
o Influence key NMMI-friendly constituents in their day-to-day use of Online Social Media to promote NMMI

OO0 O0OO0OO0OO0OO0OO0OO0OO0

* NMMI Sells Itself! National College/University Survey Data continue to indicate that the most influential recruitment strategy (impacting the decision to enroll) is the
campus visit. All communication plans, from the inquiry stage on, will have as their primary focus, getting prospective cadets/parents on our campus!



NMMI New Enrollment Goals — Fall 2014

Fall 2014 Goal of 561 New (by class):

Returning Cadets

HS - 260 JC -301

* 6th Class 125 * Athletes 150
*5thClass 75 * ROTC/ECP 70
*4th Class 40 * Preps 50
+3rd Class 20 * General Pop. 31

451

408

392

360

330

342

441

408

426

404

New Cadets

459

486

494

514

503

618

485

540

518

561

Total Fall Enroliment

910

894

886

874

833

960

926

948

944

965

Fall 2014
Goal

# Applications 927 991 1,010 1,342 1,395 1,954 1,698 1,748 1,705 1900
# Accepted
(cumulative total) 662 646 694 706 673 858 653 681 652 750
70 conversion
(accepts/applications) 71% 65% 69% 53% 48% 44% 38% 39% 38% 40%
# Enrolled 459 486 494 514 489 618 485 540 518 600

% yield (enrolled/accepts)

69%

75%

71%

73%

73%

72%

74%

79%

79%

79%

* 2014 Goal for New Enroliment is based on returning 404 cadets and the anticipated conversion and yield ratios. Returning and New target numbers are subject

to change as the academic year progresses.



Target Audiences

High School Program (primary focus)
e Middle School-age students and their families
o New Mexico —
= Special emphasis: Albuquerque, Las Cruces and Roswell/SE NM
o Regional/ National —
= Special emphasis: AZ, CA, CO, FL, HI, IL, OK, NV, TX, WA and East Coast
e El Paso, Dallas (and surrounding areas), San Antonio, and Houston , Oklahoma City,
Phoenix, Colorado Springs, San Diego, San Francisco, and Los Angeles basin, Tampa
and Ft Lauderdale, Seattle, Las Vegas, and Chicago
e Military Families: Major Bases within the NMMI region to include Ft. Sill, Ft. Hood, and Ft,
Bliss
e Military Dependents (nationwide)
o International —
= Special emphasis:
e Mexico
e China
o Other -
= Civic Organizations (local and national)
= Boy Scouts (nationwide)

Junior College Program (secondary focus)
e High School-age students and their families
o Athletes
o Service Academy Preps
o Early Commissioning Program
o Associate Degree/University Prep



Admissions Activities — the funnel

RECRUITMENT/ADMISSIONS FUNNEL

NMMI MARKETING/BRANDING (promotion)

PROSPECT
REQUESTS INFORMATION
OR
APPLIES FOR ADMISSION

l

*Data Entry PROSPECT/APPLICANT
*Engagement/Relationship Building
-BEGIN Communication Plan
Email, Letter, Calls, In Person

Documentation Requests
APPLICANT PROVIDES DOCUMENTATION
EVALUATED FOR ADMISSION

l

APPLICANT
ACCEPTED/REJECTED

l

ACCEPTED APPLICANT
MATRICULATES




Admissions Activities - Promotional

GOAL:
RECRUITMENT/ADMISSIONS FUNNEL 1. INCREASE INQUIRIES
2. INCREASE APPLICATIONS
ﬁ
NMMI MARKETING/BRANDING Proactive — General NMMI Marketing
* NMMI Website
Sl * NMMI Publications (Dispatch, Sally Port, etc.)
REQUESTS I::ORMATION « NMMI DVD
* Summer Programs Camps
APPLIES FOR ADMISSION - ROTC/Athletics

Proactive — Through Office of VP for Enrollment
* NMMI Travel
-College/Middle School Fairs
-Key Regional Influencers
>CMI, Missouri AND Chicago Military
Schools, state and local
-Mexico Focus (fall and spring travel/testing)
* NMMI Google Online Paid Search
* WOM (word of mouth)
-NMMI Facebook
-NMMI Blog
-NMMI Twitter
-NMMI Youtube
-Social Media Advocates
>cadets, parents, staff
* Online Paid Referral Sites
-BoardingSchoolReview.com
* Search Name Purchase
-Direct Email Campaigns NMMI Admissions
*Materials (HS & JC Info. Brochures, other Admissions Marketing
Materials)




RECRUITMENT/ADMISSIONS FUNNEL
NMMI MARKETING/BRANDING

Applicant

Accepted

Enrolled

Admissions Activities — Engagement/ Relationship Building

FALL 2014 -
Ramped up Admissions
Recruitment Tactics

1. Increase Applications
- Continue Google Paid Search
- Begin Display Ad Retargeting
- WOM including Social Media
- New Web Landing pages
-Inquiry Capture on new landing pages
-Increased Travel
-College Fairs
-New /Emerging Military Feeder School Markets
- CA (CMI)
- Chicago
- Missouri
-Extended Mexico Travel Dates/venues

2. Increase % of Applications Accepted

Engagement/relationship Building
-WOM Social Media
-Increased Nights with NMMI (both fall and spring)
-Increased Admissions Counselor Involvement with
Individual Applicants/families




Admissions Activities — Admission Counselor General Duties

Team Member

Admissions
Counselor/Recruiter #1

Admissions
Counselor/Recruiter #2

Admissions
Counselor/Recruiter #3

Admissions
Counselors/Recruiters
(Mexico)

Assistant Director
Recruitment/Outreach

Director
Recruitment/Outreach

Admission Pool Assignment

6th & 3rd Class

5th & 4th Class

JC/Preps/ECP/ROTC

Mexico/ESL/Summer Math

JC Athletes

NA

Relationship Building-
application evaluation
Tasks

Travel, Calls, Emails, Mail outs,
1stpass application evaluation

Travel, Calls, Emails, Mail outs,
15t pass application evaluation

Travel, Calls, Emails, Mail outs,
15t pass application evaluation

Travel, Calls, Emails, Mail outs,
1st pass application evaluation

Social Media, Night w/ NMMI,
Open Houses, Recruiting
Schedule

Reviews and Makes Conditional
Acceptance/2M Tier
List/Rejection Decisions

410-450

430-460

450-500

160-180

200-225

All



Admissions Activities — Communication Plan/Engagement

Inquiry Communication Plan
proposed scheduled actions
Objective: Impact the Decision to Apply/Build Interest

Segmented cover letter:
High school (nm, other)l

Junior College (nm, other)l

Inquiry Received ata Entry LleFtt.eT' A dE“.‘ai.' ) Ph
Source: online, Prospective Student | nitia o m'SS'CI’”S c d°t"g' |
phone, letter, Information p Fr:qukm; > .?_UI”EG Ofl p Aate f

student info cards manually input into acke nitial Emai utomate
PC Automate Automate call lists
Automate Day 1 Day 1
A
Letter —
Parent Letter
from
Commandant —
benefits of
NMMI
Automate
5 Days
A
. . Email -
Email - . Email - .

. Email - e NMMl is a
C'T'?/Sitclzlfe Visit Que:cléfrymg Value -How
Cadet Day « Campus < Admieslen /N to pay for it
AlETTERE Automate Automate Automate

13 Days 7 Days
15 Days 10 Days

1.NM JC to include legislative,
Nmmi scholarships, Fafsa
2. NM HS to include legislative and
NMMI scholarships
3. JC out of state
4. HS out of state



Admissions Activities — Increasing Inquiries/applications

Increase Inquiries and Applications:
Continued Google Online Paid Search Ads

« $100,000 working media budget
« Google Paid Search
— $90,884 Spent
— Keywords and Geography:
« Branded Terms (national)
* High School (regional)
« Junior College (regional)
« Facebook Paid Ads
— $2,784 Spent
« Organic Facebook and Blog Content
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New for 13-14:. Launch Display Ad Retargeting

STEP 2

A consumer sees an NMMI banner ad unit on a web page for NMMI

STEP 3

Ke-target consumers that engaged with the NMMI creative,
delivering relevant ads across the web and on Facebook for special
events or the next NMMI Cpen House

Tezhnanegy

I B

= R A,

LEARN MORE B

Sl | wearcw vaeg | | oFeE woest |
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STEP 2

Re-fire the NMMI ad when a user engages with the ad unit

. Ll-_-__"__.TiI:f:" VIDED

DPEN RDUSE




Increase Engagement/ Build Relationships:
“Push” Prospects/Parents to Facebook Page

www.facebook.com/NewMexicoMilitary

+ Total Likes:
— August ‘12: 2,471
— June ‘13: 6,467

* Friends of Friends:
— August “12: 1,002,339
— July ‘“13: 2,873,235

« Engaged Users:
— Aug-Dec: 97 daily; 557 weekly; 1,614 monthly
— Jan-June: 78 daily; 506 weekly; 1,870 monthly

+161%

+186%
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NMMI Facebook Findings — What's working

www.facebook.com/NewMexicoMilitary

Facebook is Mobile
— 731 new likes from phones
Posts and Paid Work Well Together

Did you know that there is still time to enroll for
20137147 Applications are still being accepted for
both Junior College and High School programs.

You can start your application:
https: / fwww.nmmi.edu/SelfServiceWeb/Admissions
{ApplicationSelectEnabledForm.aspx

Self-Service - Apply

WWsV.Nmmi.eau
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New Mexico Military Institute Reach

108,000

i"T;lllu:ing About

-. Engaged Users This

1,032 138

New Mexico Military Institute

It's a big day for someone special at NMMI. Please wish
Major General Grizzle a very happy birthday!

Commissioning/2LT Bar
Finning Ceremony

& MW



NMMI

NMMI Facebook Findings — What's Working

www.facebook.com/NewMexicoMilitary

« Events Work
— Promoted Nights with NMMI

_ S u 0 rte d b P al d Ads Night with NMMI San Artania, TX Courtyird San Aanin Riverwalk
Tuesday, March 25, 2013 216 I0pm Sam Antonio, Texas
25 guests

« Target students & parents

101 West College Boulevard, Roswell, Rew

NMMI Roswell Open House
Mexico 88201

Sponsored F Create Ad Saturday, Mareh 23, 2013 a1 7:00ar
16 Guests
New Mexico Military Institute
1 o an event
Have you visited the PX, checked
out the Codfrey Athletic Center or
seen the tower at the ... Night with NMML, Houston, TX Hyatt Regeney Houstan
& M Friday, March 22, 2013 ac &:30pm Houston, Tawas
Come |_J'|| about -. P 2 guess
accredited high schoo
and junior .

[ 2] Join

Embassy Suites DFW Alrpon South

’ = 1 Might with NMMI - Dallas Area
i = 2 south Irvl g, Taxas
‘wiednes day, March 20, 2013 ar 6 30pm
1 guesis
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NMMI Facebook Findings — What's Working

www.facebook.com/NewMexicoMilitary

Community and Prospects Participate

Nadia Magdalena

My san is attending 2013-2014 schoal year-freshman...any
adwice fram others whao have ex perienced this anxiety™ @/

i1 Alex Howard likes this

Cheis Mathews bockel down and do what vour told siay
unfonown Far rat week you dost want 1a be the cerer of

attention

Jurw 17 ap 12

Alex Faward wWhen he calls the first time wanting 1o go home.
hang wp. That ‘cick® mads ms realize that i kad 1o ciay in @

for the bang haal and helped me come 1o the realization thag |
wis alone

Like

lacque Solis

Hey everyone! Take a look at this article that was written about
my uncle, LTC Macedanle Molina. He Is a NMMI alum who also
went theough the ROTC progeam, Great example of 1he
excellence that can come out of NMMI and the ROTC program!

i DES director = hares leadershlp vision
AL LT T 1

ey e §

T racey Louw Bodrill

My son will be joining e saphomore class at MMM this
contiing August! | am excited that he has bean accepted and
anticipate great things to come! Congratulations Robert Dodrill
an your acceplance. Love, Mom

g Alex Howard likes this

Mew Mixico Milary Institate ' very hagpy Tor you and
Robert.. s you on CAPpus in early Augus!
June 18 a2t 8:39am  Like

15

Andy Quach

| have some questkons regarding hoteld near NMMI... Do you
know any that might be good and within close range of NMMI
by any chance?

Like - Comresn esday 3t 3:13pm near Moveno Walley, C4

L) Wiew L riore Sommen

e andy Quach Thank ywoul
B Wednesday at 104 Bam - Like
I L Madia Magdalena k quinta inn on 15th street, {down the road

It MMM i greats
Yestorday af 10:41am « Like

& Wiile & cOMMERL.

Juliana MeCauslin
hitps: / Jwww facebook comy NmmiClassof§ 97 ref=ts

MM Class of B9

lew Mexioo Millitary Insaliure Class of 198%

Page: 12 |ike this

Juliana MeCauslin Leoking far the Class of LG8 Alumnil
Please join our page.
Jumie 28 ap 12:38pm - Like

B A COMmmenL.
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FB — Prospects & Parents are Engaged

www.facebook.com/NewMexicoMilitary

People W‘h:l[Likc Your Fagehﬂtrnng raphics and Location) See Likes
Gender and Age’
Feml Muu—““ S
_ _
13-17 18-24 25-34 35-44 45-54

These graphs represent the changing face of
Facebook. While the largest percentage of our fans
Who Is lfatkinq About Your iuupemuguphics and Location) are 18-24, the "older” fans are engaging with us.

Gender and Age’

P L0 ! nuun—

13-17 1E-24 25=-34 35-d4 45=-54 55-64

vale 46.4% [ECE "—n——

16



New for 13-14: Increase Engagement

www.facebook.com/NewMexicoMilitary

Facebook

— Continue advocate content

Trying to engage parents

Use ads to support Nights with NMMI events
Increase engagement with sponsored posts

$5,000

17



Admissions Activities — Action Plan

NMMI 2020 Goal A: Increase Awareness of NMMI

Intended Outcome

Evaluation Measure

e  To target toward the junior college, consultants have recommended key words
focus on:
-“community college, junior college, ROTC, etc.”

Obj. A.1: Enhance the NMMI Reputation Stast ng;"“/
Obj. A.2: Promote and improve Awareness of NMMI programs/offerings Da e
: : : ] : ate Facilitating
Obj. A.4: Aggressively recruit, retain, and reenroll a broad range of qualified Action
cadets each year cto
Actions to Generate Inquiries and Applications
Action 1: Continued Google Paid Search Advertising — High School Program Emphasis Ongoing Jeff Savage/ VP | Target audiences using Consultants provide the
e Target prospects and families interested in a college prep high school program throughout fof Enrollment- | Google search will find a following data quartetly:
B Regional Focus: 70% (AZ, CA, CO, NM, TX) the 2013-14 Working with p#&dcmgncd NMMI ad; # impressions (Google ad
. o fiscal budget Empower click through on the ad pops up on relevant search)
B National Focus: 30% year Marketing (which takes them to # click throughs on Ads
A target specific landing # of visits to nmmi.edu
e To target toward the high school, consultants have recommended key words focus page on the nmmi.edu site); | targeted landing pages,
on: read the information and compared to previous years,
-“gitl, boy, kid, child, youth, teen, private school, boarding school, prep click through on the same date )
school, academy, military school” Reque_st Info. or A}_)pl}_7 Admls_slons provides the
Now links. They will either following data:
Request information or # of applications compared to
apply on line to NMMI or previous years, same date
both
Action 2: Continued Google Paid Search Advertising — New JC Program Emphasis Ongoing Jeff Savage/ VP | Target audiences using Consultants provide the
e  Target prospects and families interested in a college prep high school program throughout fof Enrollment- | Google search will find a following data quartetly:
B Regional Focus: 70% (AZ, CA, CO, NM, TX) ;hc 2013-14 Working with p#&dcmgncd NMMI ad; # impressions (Google ad
. o iscal budget Empower click through on the ad pops up on relevant search)
B National Focus: 30% year Marketing (which takes them to # click throughs on Ads

a target specific landing
page on the nmmi.edu site);
read the information and
click through on the
Request Info. or Apply
Now links. They will either
Request information or
apply on line to NMMI or
both

# of visits to nmmi.edu
targeted landing pages,
compared to previous years,
same date

Admissions provides the
following data:

# of applications compared to
previous years, same date
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NMMI 2020 Goal A: Increase Awareness of NMMI

Intended Outcome

Evaluation Measure

. 3 Person
Obj. A.1: Enhance the NMMI Reputation Start o fﬁce/
Obj. A.2: Promote and improve Awareness of NMMI programs/offerings ——
¢ ; " " - Date Facilitating
Obj. A.4: Aggressively recruit, retain, and reenroll a broad range of qualified Action
cadets each year
Actions to Generate Inquiries and Applications
Action 3: Update NMMI Website Jeff Savage/ Target audiences will find, Google Analytics:
e Under the direction of the COS, and in conjunction with Consultants, Develop Ongoing VPE under the read, and interact with # hits to all web pages
new landine paces based on Gooole Paid search and website analvtics direction andin | admissions information # visits to new admissions
& pag & . }. conjunction landing pages
e  Evaluate and update the current NMMI admissions web pages to include with COS David
marketing messages/images, calls to action West
Action 4: Continued Facebook Ad Campaign Ongoing Jeff Savage/ Target audiences using Consultants provide the
e Develop and run an electronic ad campaign on Face book targeted Geographically tir(?(ihs‘“llz VPE gﬂch"sz‘X:\lil\gnddé pﬁcl’( i)}l()Wlng data q[:faft;ﬂy:k q
based on where we visit for college fairs, presentations and Nights with NMMI the _ corgned WAL ac; cie impressions (Facebook a
fiscal budget through on the ad (which pops up on relevant search)
yeat takes them to a target # click throughs on Ads

specific landing page on the
nmmi.edu site); read the
information and click
through on the Request
Info. or Apply Now links.
They will either Request
information or apply on line
to NMMI or both

# of visits to nmmi.edu
targeted landing pages,
compared to previous years,
same date
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NMMI 2020 Goal A: Increase Awareness of NMMI Person/ Intended Evaluation Measure
Obj. A.2: Promote and improve Awareness of NMMI programs/offerings Start Office Outcome
Obj. A.4: Aggressively recruit, retain, and reenroll a broad range of qualified Date Facilitating
cadets each year Action
Actions to Generate Inquiries and Applications (continued)
ongoing Tatget audience will find | All referring website
Action 5: Continue Participation in On-Line Rectuiting and Enrollment Web Sites that drive and review NMMI administrators provide the
prospects to the NMMI website and/or generate leads information, and will fill following data to Admissions:
. . out an information # of direct referrals
e  Boarding School Review.com
Jeff Savage/VPE request form on that
® AnyCollege.com website, which is then
sent to NMMI
admissions
Action 6: Support Summer Program(s) as a Recruiting Tools ongoing Steve Target audiences will # of mailing list names
e  Disseminate Program Marketing Materials during our vatious recruitment activities Davis/Director of | sign up for summer provided by admissions
Provid line 1i £ 6t 7 8 orad p h Recruitment and camps, particularly the # of JLC participants
¢ rov1‘ ¢ mating _Sts © > 17, o gra C_prOSpCCtS ff’m the Outreach Junior Leadership Camp # of JLC participants that
recruitment/application database to Junior Leadership Camp staff enroll each fall
Action 7: Direct email search campaigns 11-15-13 and | Jeff Savage/ VPE Target audiences will # of emails sent
e Target 8 grade students ongoing a. click through on the # of those emails that were
Purch d il add f R A for 8 orad ith a3 NMMI 90 sec. video opened
. urchase names, and email addresses from NRCCUA for 8" graders with a 3.0 b. click through to # of click-throughs for:
GPA and interest in military school discovernmmi.com or -online video link
e Develop email campaign search templates other nmmi link -nmmi website link
e Develop and deploy campaign on prescribed schedule using an email setvice that . click through on the -request information link
can send and track emails request information link
Action 8: Middle School Recruitment Fall 2013 Steve Davis/ DOR | Administrators, and # and name of middle
. Make NMMI presentations at regional, state-wide middle schools ongoing and his admissions students receive an schools visited
staff NMMI briefing &
marketing materials.
The schools will send # of students and teachers
° Facilitate NMMI Middle School Visits on post their students/teachers that schedule, then attend a
to our Mini Jr. Mini Jr. Leadership camp
Leadership camps held # from each school that
throughout the year attend a Mini JLC and then
applied/enrolled
L]

Cultivate an ongoing relationship with the above audiences

These audiences will
develop a positive and
ongoing relationship
with NMMI admissions
staff

# and name of schools that
re-enroll for Mini JLC
Maintain Middle School
Contact database
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e Objective is to impact the High School program

e Two dedicated, bilingual part-time admissions counselors/recruitets run the
program and report the Director of Outreach and Recruitment

e  Fall and Spring recruitment travel to Mexico — presentations, testing and
question/answer sessions atre held in various cities

e The admissions counselors follow up and work with each family through to
enrollment/matriculation

and Ray Butrrola

attend an event in Mexico,
will apply for admission,
will test on site, and later
visit NMM]I, interview and
enroll

NMMI 2020 Goal A: Increase Awareness of NMMI Person/ Intended Evaluation
Obj. A.2: Promote and improve Awareness of NMMI programs/offerings Start Office Outcome Measure
Obj. A.4: Aggressively recruit, retain, and reenroll a broad range of Date Facilitating

qualified cadets each year Action

Actions to Generate Inquiries and Applications (Continued)

Action 9: Mexico New Cadet Recruitment ongoing Nancy Burrola Prospects and families will # of and location of events

# of prospects and
applicants at each event
# of these applicants that
enroll

Action 10: Fall travel to high school college fairs

9/11 ongoing

Steve Davis

Prospects will fill out an

# of and location of events

e Primary Market — New Mexico through 2014 DOR and his interest or lead card and # of inquity/lead cards
LT admissions staff submit it at the event, OR gathered at each event
*  Regional Secondary Markets — TX, AZ, CO, CA will later request # of enrolled by the event
e  Tertiary Markets — Eastern States , HI, WA, IL, FL, NV information or apply online | source code each fall
ongoing Jeff Agents identify prospects # of prospects and
. . . Savage/VPE, from China, prospects will applicants
Action 11: China New Cadet Recruitment Cindy Gomez apply for admission, will # of these applicants that
e Objective is to impact the High School program and Steve test remotely, interview and | entoll
° NMMI working with Tower Bride in China on an agreement Davis/ DOR enroll
and admissions
staff
Action 12: Referrals from alumni, coaches and other faculty/ staff Ongoing Cindy Gomez/ Prospects fill out # of inquires and enrolled
Admissions information request cards by alumni, athletic or other
request information/apply referral source code each
online fall
Action 13: SE NM Middle School Counselor Conference @ NMMI Fall 2013 Kris Middle School Counselors # of attendees
Ward/Steve from throughout SE NM # of follow up visits to their
Davis are invited to and attend a campuses
Admissions conference hosted by # of presentations given on
NMMI Admissions their campus
# of students in attendance
Action 14: Initiate a new Display AD Retargeting Campaign Fall 2013 VPE Jeff Generate increased inquiries | # of track able inquires and
and applications by applications
retargeting Google paid Google analytics traffic
search ad respondents with reports
display ads
NMMI 2020 Goal A: Increase Awareness of NMMI Start Person/ Intended Outcome Evaluation Measure
Obj. A.2: Promote and improve Awareness of NMMI programs/offetings Dat Office
Obj. A.4: éggressively rectuit, retain, and reenroll a broad range of ate Facilitating
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qualified cadets each year

Action

Actions to Impact the Decision to Apply and Enroll — Develop

a Communication Plan that facilitates Relationship Building

Action 1: Manage an Inquiry to Applicant Communications Flow (see attached flow Ongoing Admissions Prospect/ family will begin # of emails sent
chart) Counselors/ to “bond” w/ staff, faculty, # of initial packets sent
e Send an initial packet of NMMI information with cover letter, NMMI DVD ;‘mdy Gomez/ | and cadets, apply online, # of calls made by cadets
. teve Davis, and schedule a campus visit # of prospects and family
and NMMI marketmg brochures DOR AND/OR attend an open members that visit campus
e  Follow up with sequenced key-message promotional emails, letter from the house and continue # of prospects and family
Commandant, and a personal call from an NMMI Cadet “bonding” members that attend any
NOTE: All communications include a “call to action”: apply now and Visit open house
Campus Soon.
Action 2: Manage an Applicant to Enrolled Communications Flow (see attached flow Ongoing Sonya Applicant/family continue # of Admission Letters sent
chart) Rodriguez, to “bond” w/ staff, faculty, | # of Admission Counselor
s . Director of cadets, schedule a campus calls completed
* Send a Cond‘monal Admission Letter o Admissions/ visit AND/OR attend F;n # of camgus visits
¢  Follow up with a personal call from an admissions counselor Data Entry, open house and continue # of open house visits
e  Follow up with sequenced key-message emails and letters Steve Davis, “bonding” # of applicants that enroll
NOTE: All communications include a “call to action”: apply now and Visit DOR and
Campus Soon. Admissions
staff/
Action 3: Conduct Night with NMMI Receptions (see attached schedule) Starting Jeff Prospects and/or family # of invitations sent for
e  Target fall 2014 applicants & inquities and their families Februaty 2014 Savage/ VPE members will cach event
. . . Ongoing Steve Davis, a. fill out the RSVP form # of RSVPs for each event
* Send an personalized invitation (letter and email) w/RSVP DOR and (online, phone, or return # of prospects and family at
e  Promote same on NMMI AND Discovernmmi.com websites Monica the printed version) cach event
Gonzales/ b. attend the reception # of attendees that enroll

Admissions staff

c. bond with NMMI family
d. schedule a campus visit
or sign up for an open
house
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NMMI 2020 Goal A: Increase Awareness of NMMI

Obj. A.2: Promote and improve Awareness of NMMI programs/offetings
Obj. A.4: Aggressively recruit, retain, and reenroll a broad range of
qualified cadets each year

Start
Date

Person/
Office
Facilitating
Action

Intended Outcome

Evaluation Measure

Actions to Impact the Decision to Apply and Enroll — Develop
(Continued)

a Communication Plan that facilitates Relat

ionship Building

Action 4: Conduct Fall and Spring NMMI Open House events
e Targetall fall 2014 applicants/inquities and theit families
e Send an invitation (letter and email) w/RSVP
e  Promote same on NMMI AND Discovernmmi.com websites

Two Fall
Three Spring

Jeff
Savage/VPE ,
Steve Davis,
DOR,
Admissions staff

Prospects and/or family
membets will:

a. fill out the RSVP form
(online, phone, or return
the printed version)

b. attend the open house

c. bond with NMMI family
d. apply and/or enroll

# of invitations sent for
each event

# of RSVPs for each event
# of prospects and family at
each event

# testing at each event

# of attendees that enroll

Action 5: Conduct Fall and Spring Mini Junior Leadership Camps ongoing Steve Administrators, counselors, | # and name of middle
For selected middle schools Davis/DOR and students will receive a schools with whom we’ve
e Target select regional middle schools and their faculty/staff and his staff short NMMI briefing and established an ongoing
e  Coordinate with middle school administrators to schedule and conduct each mini NMMI marketing materials. | working relationship
camp The schools will send their # of students and teachers
students and teachers to our | that schedule, then attend a
Mini Jr. Leadership camps Mini Jr. Leadership camp
held throughout the year # from each school that
attend a Mini JLC and then
These audiences will applied/enrolled
develop a positive and
ongoing relationship with
NMMI admissions staff
Action6: Manage the Cadet Ambassador Program ongoing Steve Prospects and applicants Facebook Mettics as
Build relationships with prospective cadets and their families using a hand-picked cadre of Davis/DOR will: provided by consultants
current NMMI cadets for the following activities: and Kris Ward a. Interact with the # of cadets involved in the

e Prospect phone calls

Campus tours to visitors

Off campus recruitment events
NMMI Open House Ambassadors
Social Media Online Ambassadors

NMMI Facebook page

b. “bond” with NMM

c. Be more likely to apply
and enroll

d. Be more likely to visit
campus

program
# of call placed
# of tours given
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NMMI 2020 Goal A: Increase Awareness of NMMI

Obj. A.2: Promote and improve Awareness of NMMI programs/offerings
Obj. A.4: Aggressively recruit, retain, and reenroll a broad range of
qualified cadets each year

Start
Date

Person/
Office
Facilitating
Action

Intended Outcome

Evaluation Measure

Actions to Impact the Decision to Apply and Enroll/ Re-enroll: Offer Scho

larships for Recruitment and Re

tention

Action 1: Offer Incentive Scholarship Awards Novembert, Steve Accepted students and their | # of awards
e  Admissions Counselors review each accepted applicant’s file and can offer an 2013 through Davis,/DOR, family members will attend | Amount of awards
immediate recruitment award depending on GPA and Test Scotes July, 2014 Candace Mundy, | open house, enroll and # awarded that enrolled
. . p & R and admissions matriculate
e Accepted applicants are reviewed and awarded soon after their acceptance staff
e Awarding begins in early November, prior to the following fall enrollment
Action 2: Offer Legislative Scholarships October 2013 Steve Davis/ Prospects will apply to # of applications
e Mail a cover letter w/ a brochure and application to entite database of mailing to DOR, and NMMI and_ apply separately # of awards
. .. . . . . database then for the legislative # of those awarded that
inquiries and applicants from NM, for following fall term - follow with emails . i © .
ongoing emails scholarship and ultimately enrolled
to new prospects to new NM enroll and matriculate
° Call to action: -apply for admission, apply for the scholarship, and visit inquiries and
campus applicants
e Award the scholarship to those NM applicants that are chosen by legislators
Action 3: Offer Other New Cadet Awards: Foundation/Alumni Endowment Dollars February, 2014 Sonya Applicants will be more # of awards

e  Review criteria, then match and offer additional NMMI scholarships to
applicants for the upcoming school year
e (Call to action: now that you know your award package, reenroll ASAP

Rodriguez and
Candace Mundy

likely to enroll

Amount of awards
# awarded that enroll

Action 4: Offer Early Reenrolled Cadet Scholarship Awards: Foundation/Alumni
Endowment Dollars

e Review criteria, then match and offer NMMI scholarships to cadets eligible to
reenroll for the next school year

e  (Call to action: now that you know your award package, reenroll ASAP

February, 2014

Sonya
Rodtiguez and
Candace Mundy

Cadets will be more likely to
reenroll AND do so by end
of March (with deposit)

# of awards
Amount of awards
# awarded that reenroll
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