
 
 

STRATEGIC ENROLLMENT MANAGEMENT PLAN 

 

LOOKING BACK AND MOVING FORWARD 

Huron Consulting Group Groundwork 

In 2019, “CU Denver partnered with Huron to develop a data-driven and actionable 10-year plan that 

addressed the necessary enhancements to improve its marketing and communications strategy, 

enrollment mix, technology infrastructure, retention and graduation rates, and structural approaches to 

managing enrollment and student success.”  The engagement was designed to enable broad campus 

involvement in the diagnostic phase of examining the then “current state.” That work concluded in 

February 2020, a few weeks before the COVID-19 pandemic adversely impacted the campus.  

Consequently, CU Denver “elected to defer certain aspects of the graduate segment analysis and instead 
work toward the rapid development of a framework for the graduate plan while continuing the 
transformational effort of developing a full Undergraduate Strategic Enrollment Management Plan.” 
Huron subsequently completed the engagement and delivered a high-level plan delineating three (3) 
strategic priorities, with associated challenges and tactics (See Appendix A: Huron Deliverable). 
 

Enrollment Portfolio  

Develop and execute an enrollment strategy that optimizes CU Denver's vision, programs, facilities, and 
infrastructure to achieve its student recruitment, retention, and graduation goals, while ensuring fiscal stability.  

 

Recruitment and New Student Enrollment Structure   

Create an organizational structure that leads and is accountable for achieving CU Denver's enrollment 
management goals. Strong collaborative relationships with Schools/Colleges will be clearly defined to ensure a 
coordinated, collaborative, and consistent approach to enrollment management. 

 

Student Experience  

Dedication to a streamlined and unparalleled student experience for all student types while also ensuring 
policies and practices are student-centered and support students' progress toward graduation. Enhance the 
coordination of advising, retention-related operations, and the infrastructure to support those efforts including 
the use of technology.  

 

The Huron SEM engagement was a worthwhile undertaking—a methodical institutional assessment 

that yielded vital enrollment-related observations and recommendations. The institutional challenges 

identified by Huron have been instructive, in terms of informing efforts to develop a strategic 

enrollment management culture that reflects the university’s extant equity ethos and aspirant growth 

mindset. The engagement marked the beginning, not the culmination, of advancing a necessarily 

focused SEM plan(ning) effort. 

Noteworthy, the Huron SEM engagement preceded CU Denver’s 2030 University Strategic Plan. Thus, a 

determined next step is to develop a comprehensive SEM plan that accentuates the strategic goals to 

“become the nation’s first equity-serving institution” and “become known as a university for life.” It is 

also recognized that to “become internationally known for our research and creative work,” CU Denver 

must plan and work toward strategically growing its graduate (doctoral) enrollment.  
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SEM Orientation Framework  

It is evident from the Huron deliverables that those involved in the former SEM process of identifying 

enrollment particulars that will be useful in developing annual SEM plan roadmaps—made impactful 

contributions and likely benefited from their participation. The Huron SEM deliverables do not, 

however, provide a concise and resonate set of strategic actions and priorities to move the university 

forward in establishing enrollment goals and activating the following: 

 

 

The engagement did not facilitate the development of SEM understandings—by differentially situated 

campus constituents—who must lead and perform critical enrollment work. Developing SEM functional 

and cultural understandings is an essential step toward cultivating campus constituents’ deeper 

appreciation for why it is often stated that “enrollment is everyone’s job on a campus.” To that end, the 

Senior Vice Chancellor for Strategic Enrollment and Student Success facilitated a series of sessions to 

socialize a SEM Orientation Framework with the deans and a collective of approximately 60 participants 

(See APPENDIX B: JAM Participants), representing various academic and administrative units.  

Engaging four SEM orientations1 informed a set of strategic actions and priorities to bolster enrollment:  

Student orientation accentuates students’ individuality. Students are not defined merely by 

their enrollment transactions, nor solely in terms of their learning outcomes. Students are seen 

and treated holistically as having complex and unique ranges of personal assets, needs, 

characteristics and aspirations. Persistence, retention, and completion foci are on the person—

i.e., student-by-student basis. The range of traditional enrollment functions and services are 

personalized and well-aligned, with the goal of ensuring each student’s ideal experience as 

opposed to merely delivering a mechanistic integration of administrative processes. Faculty and 

staff are intentionally and keenly focused on the holistic care and support of the individual.  

Academic orientation aims to enrich the academic experiences of students and faculty. While 

the enrichment of student learning is essential, so too is an enhancement of the academic 

environment and experience. Attention is directed to learning supports and extensions as 

integral components of the SEM effort—e.g., supplemental instruction, tutoring services, writing 

and math labs, bridge programs, honors programs, research and creative activities, and 

residential living-learning communities. The deliberate integration of curricula instruction with 

co-curricular experiences facilitates more holistic learning. Additionally, experiential learning 

 
1 Adapted from Kalsbeek, D. (2007). Some reflections on SEM structure and strategies (Part Three). College and University Journal, 82, 3-9. 

SEM is a comprehensive process designed to help an institution achieve and 

maintain the optimum recruitment, retention, and graduation rates of students, 

where ‘optimal’ is defined within the academic context of the institution. As such, 

SEM is an institution-wide process that embraces virtually every aspect of an 

institution’s function and culture.”1 
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opportunities and service-learning approaches broaden student learning by incorporating out-

of-class experiences into academic programs. The institution recognizes that faculty 

engagement, experience, and satisfaction are intrinsically connected to student success.  

Market orientation is externally focused and affirms that traditional enrollment goals (e.g., 

selectivity, access, diversity, net revenue) are not goals in themselves, rather they reflect the 

university’s competitive market position and profile. SEM goals and outcomes elevate and 

enhance the university’s market position and leverage its brand. There is an overarching belief 

that students enroll with a sense of the university’s brand promise. Moreover, enrollment is a 

function of students’ assessment of how that brand promise meshes with their respective goals, 

values and aspirations. Clarifying and delivering on brand promise shapes marketing agendas. 

Administrative orientation is internally focused and is concerned primarily with the regulations 
(laws and statutes), policies (overall guidelines), processes (flow of activities), procedures 
(detailed instruction of steps), and financial considerations (expenses, revenue, budget) that 
impact enrollment. The outcomes most valued are efficient and effective enrollment-related 
processes. Premium is placed on achieving optimal levels of integration and overcoming 
traditional administrative “silos” that segregate departments and associated processes that can 
be organized as a more seamless whole. One-stop service models exemplify integrating 
traditional structures and functions to realize institutional benefits of process efficiency and 
effectiveness, while also improving students’ experiences of supports and services. 

 

This SEM Orientation Framework is an organizing mechanism and actuating guide that complements the 
analysis, interpretation, and management of enrollment data and trends; informs and enables sound 
enrollment decision-making; ascribes meaning and significance to enrollment structures, norms, and 
practices; and both limits and permits allocation and authorization of resources that impact enrollment.  
 
Altogether, the four SEM orientations (sometimes referred to as domains) set a frame for CU Denver’s 

attention to the following enrollment matters (not exhaustive), each dependent on strong inter- and 

intra-departmental collaboration. 

 

Student

• Access and 
Affordability

• Advising, Coaching, 
and Mentoring

• Student Satisfaction, 
Engagement, and 
Attainment

• Student Experience 

Academic

• Curricular Portfolios 
and Integration

• Program Design, 
Expression, and 
Review

• Instructional Design, 
Delivery, and Support

• Faculty Resources 
and Allocation

Market

• Market Profile and   
Demand 

• Market Research 
and Intelligence

• Brand Identity, 
Promise, 
Differentiation, and 
Positioning 

• Enrollment 
Marketing and 
Communications

Administrative

• Organizational 
Structure 

• Policy Efficacy

• Technology 
Infrastructure and 
Systems 

• Enrollment Goals 
and Performance

• Budget Model & 
Projections,  and 
Financial 
Performance
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Designating leads for each SEM domain will ensure the achievement of university enrollment goals.  

DOMAIN DELIVERABLE EXECUTIVE LEADS DELIVERABLE/ACTION LEADS 

Student Recruitment 
Plan 

Monique Snowden, Senior 
Vice Chancellor for 
Strategic Enrollment & 
Student Success 

TBD, Associate Vice Chancellor for Enrollment 
Management  
 
Alana Jones, Associate Vice Chancellor for Office of 
International Affairs  
 
Gabriel Castano, Assistant Vice Chancellor for Strategic 
Enrollment  

 Student 
Success Plan 

Monique Snowden Associate Vice Chancellor for Enrollment Management 
Margaret Wood, Associate Vice Chancellor for 
Academic Achievement  
 
Genia Herndon, Associate Vice Chancellor for Student 
and Community Engagement  
 
Erika Larson, Assistant Vice Chancellor for Student 
Success 

Academic Academic Plan Constancio Nakuma, 
Provost & Executive Vice 
Chancellor for Academic 
and Student Affairs 
 
Monique Snowden 

Beth Myers, Associate Vice Chancellor for Academic 
Planning & Institutional Effectiveness 
 
Katie Linder, Associate Vice Chancellor for Digital 
Strategy & Learning 
 
Turan Kayaoglu, Associate Vice Chancellor for Faculty 
Affairs 
 
Phillip De Leon, Associate Vice Chancellor for Research 
& Creative Activities 
 
Deans: Scott Dawson, Business School; Martin Dunn, 
CEDC Nan Ellin, CAP; Pamela Jansma, CLAS; TBD, CAM; 
Marvin Lynn, SEHD; Paul Teske, SPA 

Market Enrollment 
Marketing & 
Communication 
Plan 

Marie Williams, Vice 
Chancellor for University 
Communications 
 
Monique Snowden  

Vivek Arora, Assistant Vice Chancellor of Marketing & 
Digital Strategy  
 
Katie Linder; Alana Jones; Associate Vice Chancellor 
for Enrollment Management; Gabriel Castano 

Administrative Budget, 
Technology, 
Data, Policies, 
and Student 
Services 

Constancio Nakuma 
Monique Snowden 
 
TBD, Executive Vice 
Chancellor for 
Administration & CFO 
 
Doug Sicker, Vice 
Chancellor for Technology 
Strategy and  
 
 

Jennifer St. Peter, Associate Vice Chancellor for Budget 
TBD, Associate Vice Chancellor for Fiscal Planning  
 
Matthew McCarville, Assistant Vice Chancellor for 
Technology Operations 
 
Lara Medley, Assistant Vice Chancellor & University 
Registrar; TBD, Assistant Vice Chancellor for Financial 
Aid & Scholarships 
 
Katie Linder; Beth Myers; Associate Vice Chancellor for 
Enrollment Management 
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Enrollment Growth 

Essential components missing from the Huron SEM Plan are program enrollment targets. Huron does, 

however, offer a salient call to action that reflects (albeit not explicitly) the four SEM orientations: 

 

 

The operative action “sustain enrollment growth” necessitates making the case and setting enrollment 

goals for said growth. The case for enrollment growth has been solidified in the 2030 University 

Strategic Plan, which “is designed not only to reset the playing field, but to change the game, increase 

access to an excellent education, and tackle some of the grandest challenges facing our society, all in 

service of the idea that CU Denver should work for all.”  

Over the past decade, CU Denver has experienced flat enrollment between 14,000 – 15,000 degree-

seeking students. Simply stated, the university’s enrollment trends do not currently align with the bold 

goal of “making education work for all.” Most CU Denver learners over the past decade have received 

exclusively in-person instruction. Moving forward, CU Denver plans to increase degree-seeking 

enrollment complemented by credit-bearing continuing education and noncredit offerings. 

Furthermore, as outlined in the Digital Strategy Task Force Report, the university intends to increase its 

hybrid and exclusively online enrollments of “Adult Learners, International Students, Transfer Students, 

High School and Dual Enrollment Learners, and Re-skilling/Up-skilling Professionals.”  

[Note: Section will be further developed and complemented by the university’s Academic Plan, 

Enrollment Marketing & Communication Plan, and Recruitment Plan]  

As CU Denver looks to sustain enrollment growth over the long-term, at all 

degree levels, it must ensure that academic program offerings are aligned with 

its mission, market demand, capacity, faculty resources, and student needs. It 

must also consider how these program offerings are identified, structured, and 

delivered (e.g., modality, content, individual course length and sequencing, and 

overall program duration/stack-ability), and brought to market.  

https://www.ucdenver.edu/docs/librariesprovider216/default-document-library/dstf-report-final-4-5-2022-v5.pdf?sfvrsn=c96488ba_2
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OUR ENROLLMENT GOALS 

25,000 by 203?  

The Association of Public and Land-grant Universities (APLU) reports that 68 percent of colleges and 

universities in the United State are urban‐serving institutions (USU). Generally, USUs are well-situated to 

“advance innovations that align with their community‐based missions and their students’ entire 

environment—recognizing that barriers to academic success are intimately linked with financial, 

geographic, and other socioeconomic challenges.”  Moreover, “public urban research universities serve 

an outsized share of historically underserved populations such as low‐income, minority, and first-

generation students.”  Fundamentally, the strategic goal of growing CU Denver enrollment is intended 

to expand access and increase attainment at Colorado’s only public urban-serving research university. 

Our mission is manifest. Our local, national, and global reach is paramount. 

Increasing headcount in degree program enrollment to approximately 25,000 students by year 203? is 

an empowering action toward CU Denver more fully enacting its mission as an urban-serving university. 

Also, sustaining enrollments is equally important. The following table reflects Fall 2021 degree-seeking 

headcount distribution, and goal headcount growth based on that same distribution. 

School/College % Fall 2021 
Enrollment 

# Fall 2021 
Enrollment 

Fall 203? 
Goal 

Growth 
Goal  

BUSN 22% 3229 5424 2195 

CAM 8% 1248 2096 848 

CAP 5% 731 1228 497 

CEDC 13% 1874 3148 1274 

CLAS 35% 5161 8669 3508 

SEHD 9% 1401 2353 952 

SPA 5% 814 1367 553 

Undeclared 3% 426 716 290 

 100% 14884 25000 10116 

 

The following table reflects an alternative (not conclusive) degree program headcount and total 

headcount increase based on that distribution. If the distribution of CLAS enrollment is decreased to 

BUSN level, the enrollment distribution and figure below are more balanced—with slight increases for 

the remaining schools/colleges.  

School/College % Overall 
Enrollment 

Fall 2030 Fall 2021 

BUSN 25% (+3%) 6250 3229 

CAM 10% (+2%) 2500 1248 

CAP 7% (+2%) 1750 731 

CEDC 16% (+3%) 4000 1874 

CLAS 25% (-10%) 6250 5161 

SEHD 10% (+1%) 2500 1401 

SPA 7% (+2%) 1750 814 

 100% 25000 14458 
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The aforementioned growth figures require additional disaggregation to decide which distinct 

enrollment domains to target for each school/college. Analyzing Fall 2021 enrollment distributions in 

several categories provides a starting point for enrollment growth explorations and determinations2.  
 

UGRAD GRAD FTIC TRANSFER BACHELOR MASTER DOCTORAL IN-
PERSON 

ONLINE HYBRID 

BUSN 55% 45% 52% 48% 55% 44% 0% 16% 40% 43% 

CAM 97% 3% 61% 39% 97% 3% 0% 43% 4% 53% 

CAP 52% 48% 52% 47% 52% 46% 2% 64% 2% 33% 

CEDC 74% 26% 51% 48% 74% 20% 5% 59% 3% 37% 

CLAS 89% 11% 54% 45% 89% 8% 2% 34% 16% 50% 

SEHD 21% 79% 45% 55% 21% 55% 22% 46% 25% 30% 

SPA 43% 57% 55% 44% 43% 53% 5% 28% 38% 34% 

All 68% 32% 54% 46% 66% 26% 4% 37% 20% 43% 

 

Further disaggregation can provide more context to inform academic planning efforts. Detailed 

awareness of the intersections of various data points reveals where there are growth and distributional 

opportunities/challenges. For example, the approximate breakdown of BUSN for each delivery modality, 

by degree level, suggests that—as one consideration—the school’s academic leaders and faculty may 

want to explore growth opportunities in online bachelor’s programs: 

 

  BACHELOR MASTER DOCTORAL 

IN-PERSON  10% 6% 0% 

ONLINE  13% 28% 0% 

HYBRID  12% 9% 0% 

 

Based on extant enrollment data, below are degree-level by delivery modality possibilities for 

enrollment growth explorations, discussions, and determinations by school/college leaders and faculty: 

  

 BACHELOR MASTER DOCTORAL 

IN-PERSON SEHD CAM, CLAS BUSN, CAP, CEDC, CLAS, SPA, 

ONLINE BUSN, CEDC, SEHD BUSN, CAM, CAP, CEDC, CLAS BUSN, CLAS, SEHD, SPA 

HYBRID SEHD CAM, CAP, CLAS BUSN, CEDC, CLAS, SEHD, SPA 

 

Increasing enrollment in Extended Studies/CPE offerings (D3) can supplement degree program (D1 & D2) 

enrollment growth. It is not currently conceivable that D3 revenue generation will be sufficient to 

diminish the need for noted degree program enrollment growth.  [Note: Section will be further 

developed, as the deans and their respective faculty, academic leaders, and staff engage in academic 

planning discussions with university administrative personnel.]  

 
2 FTIC (first time in college) and Transfer include all undergraduates (new and continuing) enrolled in Fall 2021 and their registration status 

during their entry term. Due to rounding and missing data percentages do not necessarily add up to 100% across related categories. 
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Timing and Pace of Growth 

This plan assumes that foundational work will be accomplished in 2022 and 2023 to positively impact 

enrollment for the 2023 – 2024 academic year and thereafter. Thus, capacity to launch new programs 

and increase enrollment in select existing programs must be built into the budget for fiscal year 2024 

and thereafter. Additionally, institutional aid and external scholarship funding for the 2024 financial aid 

award year, and thereafter, must be a strategic consideration.  Noteworthy, the incoming 

undergraduate cohorts for the 2023 – 2024 academic year are the first target groups for persistence, 

retention, time-to-completion, and graduation goals established in this plan.  

Pace is a complex construct in an enrollment growth model and relies on several factors. Growth pace 

will depend on year-to-year enrollment projections for new programs and existing programs. Patterns of 

upward, downward, and sustained enrollment in all existing programs impact total enrollment. 

Furthermore, in addition to continuing enrollment, enrollment intakes (new and reenrolled) and 

outtakes (attrition, leaves, and completion/graduation) must be factored into the equation.  

[Note: Section will be further developed with the assistance of Finance/Budget and OIRE personnel.] 

 

80 from 90 

The substantial enrollment goal of 25,000 degree-seeking students depends on developing and 

executing strong marketing and recruitment strategies. Likewise, significantly increasing headcount 

enrollment must be complemented by strategies, plans, and actions to more effectively retain the 

students who comprise that enrollment, by better facilitating and ensuring their strong persistence and 

timely program completion.  

CU Denver’s first-time in college (FTIC) retention goal reflected in the CU System 2021 – 2026 Strategic 

Plan is 77 percent (formerly 75 percent prior to the Fall 2021 cohort) on average for the five years of the 

plan. CU Denver achieved 75 percent retention for the entering Fall 2020 cohort but dropped to 70 

percent for the entering Fall 2021 cohort. 

Despite a respectable retention performance for the entering Fall 2021 cohort, enrollment trend data 

over the past decade shows that CU Denver has consistently experienced between 15 - 30 percent 

attrition of its fall term incoming undergraduate students, between their first and second term of 

enrollment (i.e., between 70 – 85 percent persist to their second term). Relatedly, CU Denver’s 10-year 

and 5-year overall fall-to-fall cohort retention rates for FTIC are both approximately 71 percent.  

We must be ambitious in our student success goal setting, while also acknowledging that significant 

increases in persistence and retention require significant enhancements in financial, curricular, and co-

curricular supports. An initial goal is to aim for an overall 80 percent first-to-second-year retention by 

achieving an overall 90 percent first-to-second-term persistence rate. 

 

40 in 4  

Unlike CU Boulder, CU Denver and UCCS are not required to provide a 4-year graduation goal for the CU 

System 2021 – 2026 Strategic Plan. Nonetheless, improving our four-year completion rates becomes 
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more feasible if and when first-to-second-year retention improves. Consequently, we are aiming for a 

completion rate of 40 percent in 4 years—which would represent a 12 percent increase over the Fall 

2017 cohort, at 28 percent graduating in 4 years. The current five-year average for undergraduate 

completion in 4 years is 24 percent. 

 

60 in 6  

CU Denver’s 6-year graduation goal noted in the CU System 2021 – 2026 Strategic Plan is 50 percent. 

Again, CU Denver is aiming higher to meet its aspirational 2030 Strategic Plan. Our completion goal is 60 

percent in 6 years—which would represent a 12 percent increase over the Fall 2015 cohort, at 48 

percent graduating in 6 years. The current five-year average for undergraduate completion in 6 years is 

47 percent. 

 

80 Plus 

Transfer students’ time-to-completion rates have improved over the past five years, with approximately 

70 percent completing their programs within 4 – 6 years. There are nominal completers beyond 6 years. 

Thus, the completion gap between FTIC and Transfers is approximately 20 percent. CU Denver aims to 

move the needle by achieving between 80 – 85 percent 6-year graduation rates for Transfer students. 

Noteworthy, achieving 80 Plus Transfer attainment sans aiming to improve 4- and 6-year FTIC 

graduation outcomes would result in widening the completion gap between FTIC and Transfers. Thus, 

the challenge is for CU Denver to improve attainment outcomes for both classifications of 

undergraduate students. 

Finally, the five-year averages for undergraduate attendance patterns are approximately 73 percent full-

time students and 27 percent part-time students. Improving retention and graduation rates can be 

achieved by jointly increasing the availability of required and elective online courses, financially 

incentivizing greater than half-time credit hour registration/completion and implementing supports to 

positively influence persistence and attendance pattern behaviors.  

First Time Students 

Population  2021 Cohort 
Persistence 

5-yr Avg 
Retention 

Avg 4-yr 
Graduation 

Avg. 6-yr 
graduation  

Part-time 68% 57% 22% 31% 

Full-time 87% 74% 39% 54% 

 

Transfer Students  

Population  2021 Cohort 
Persistence 

5-yr Avg 
Retention 

Avg 4-yr 
Graduation 

Avg. 6-yr 
graduation  

Part-time 68% 59% 24% 33% 

Full-time 88% 76% 54% 60% 

 

[Note: Section will be complemented by the university’s Student Success Plan.]  
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WHAT WE MUST DO TO ACHIEVE OUR ENROLLMENT GOALS 

Strategic Enrollment Management provides a comprehensive framework for CU Denver’s planful actions 

toward its envisioned enrollment future. As previously noted, informing those actions through lenses of 

the four SEM orientations presented (Academic, Student, Market, Administrative) enables diverse 

campus constituents to collectively enact a strategic enrollment management culture and propel the 

university toward institutional sustainability that provides a firm foundation for enrollment growth. 

While there are many actions necessary to achieve the enrollment growth proposed in this plan, six (6) 

strategic actions and associated priorities serve as beacons to guide the university toward achieving its 

aspirational enrollment goals. Each action can and should be viewed from all four orientations. Doing so 

will make clear(er) the interconnectivity of university leaders, faculty, staff, students—and their 

respective connection to external entities and partners that enable the university to provide support 

and opportunities for its prospective students, current students, and alumni. 

 

ACTION #1  

Plan for enrollment growth and student success. CU Denver will develop and execute comprehensive 

academic, enrollment marketing and communication, recruitment, and student success plans— 

leveraging allocated resources to achieve program, college/school, and institutional enrollment goals. 

Huron identified three SEM action domains that align with three of the abovementioned plans: 

Academic Innovation, New Student Enrollment, and Student Success. The latter two action domains have 

a dependency on the first. As for the first action domain, as recommended by Huron, we will 

commission a team “to work with Deans and department leaders to evaluate potential options for 

growth of high demand programs – including modality considerations, time to degree acceleration, and 

customized learning pathways/degree options.” The recommendations of the Computing Across the 

Curriculum Task Force offer a strong starting point for developing a comprehensive academic plan that 

can uniquely position CU Denver and its programs in the market. 

 

Strategic Priority #1: CU Denver schools and colleges must engage in academic planning (see APPENDIX 

C: Academic Planning Process Framework) that is supported by market intelligence and research, 

identifying their distinct and complementary growth potential for a portfolio of diverse curricular 

offerings—keeping in mind that “curriculum drives enrollment, enrollment drives revenue, and revenue 

drives everything else.”3 

 

  

 
3 Michael Dolence, higher education strategist and academic innovator 

https://ucdenver.edu/docs/default-source/offices-ucomm-documents/computing-across-the-curriculum.pdf
https://ucdenver.edu/docs/default-source/offices-ucomm-documents/computing-across-the-curriculum.pdf
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ACTION #2  

Meet students where they are. CU Denver will increase access to and refine its delivery of student 

services and learner supports—accommodating the personalized needs of those applying to and 

studying in degree programs and enrolling in stackable credential offerings, single courses, and non-

credit programs. See APPENDIX D: SEM Student Orientation (Domain), which includes exemplar student 

personas and explications of supports and services needed to best ensure student success. 

Student services and learner supports must be well-aligned with the contemporary and future 

enrollment needs and demands of students, particularly in terms of curricular modality and design. 

Flexible delivery of orientation, financial aid, registration, learner resources, and career services are 

essential to meeting the needs of a diverse and less time-and-place-bound student body. 

 

Strategic Priority #2: CU Denver student services and learner supports must be redesigned to align with 

the Digital Strategy Task Force recommendation to “develop a hybrid campus model to ensure a more 

consistent student experience that prioritizes equitable, personalized support.” 

 

ACTION #3  

Close unmet need gaps. CU Denver will increase the numbers and amounts of need- and merit-based 

scholarships, fellowships, and assistantships—lowering levels of unmet need experienced by students 

and thereby having a positive impact on persistence, retention, and completion rates. 

Unmet need is the difference between the cost for a student to enroll in CU Denver each year and that 

student’s available financial resources to meet their respective cost of attendance. There is long-

standing research evincing a direct correlation between unmet need and academic performance. More 

generally, affordability is a persistent decision factor with respect to students’ educational access, 

college and program choice, and credit-taking behaviors.  

 

Strategic Priority #3: CU Denver must execute a comprehensive financial aid study—including all current 

and potential funding available to students—to inform equity-based econometric modeling techniques 

and financial aid leveraging strategies. Contemporary financial aid awarding “requires sophisticated 

analysis that allows an institution to consider many scenarios to balance strategic enrollment goals, 

student need, and institutional finances in order to optimize yield and net revenue.”4 

 

  

 
4 Ruffalo Noel Levitz (RNL)  
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ACTION #4  

Level up educational attainment. CU Denver will deliver coordinated mentoring, advising, and coaching 

to complement enhanced wrap-around student services—reducing disparities that are strongly 

correlated with students’ academic unit, enrollment classifications, and personal demographics.  

Huron identified two “overarching retention themes” that suggest concerted effort must be directed 

toward examining structures, processes, standards of practice, and resources allocated to student 

success across campus. First, Huron noted that “the decentralized nature of advising has led to an 

inconsistent student experience and variable advising loads for CU Denver staff and faculty.” Second, 

they concluded that “a proliferation of retention efforts across campus, while well-intentioned, has led 

to duplicative processes and little coordination occurring at a broader level.” 

 

Strategic Priority #4: CU Denver must modify the design and delivery of academic advising and learner 

resource support, to significantly improve term-to-term persistence, year-to-year retention, 4-year 

graduation, and 6-year graduation outcomes. Our students are not “square pegs that must fit into the 

round holes of traditional frameworks.” We must pursue alternative approaches “for understanding the 

development of today's diverse student populations, and for building the foundation for their academic 

success and self-authorship.”5 

 

ACTION #5  

Value all learning. CU Denver will award students the maximum number of allowable transfer credit and 

credit for prior learning (CPL) to their program of study—creating more definitive and structured 

pathways for students’ prior learning to fulfill degree requirements.  

The National Task Force on the Transfer and Award of Credit offered six recommendations for 

Reimagining Transfer for Student Success, with the first being “prioritize the award of transfer credit and 

credit for prior learning.” Along those lines, Colorado General Assembly House Bill 20-1002 extends 

credit for prior learning to include work-related experiences.  

 

Strategic Priority #5: CU Denver’s Credit for Prior Learning and Work-Based Learning Initiative must be 

advanced, to complement transfer credits by awarding college credit for “courses in GT pathways or a 

statewide degree transfer agreement for learning demonstrated from work-related experience.” 

Furthermore, CU Denver must “make transfer seamless from the perspective of the student, providing 

more relevant and affordable pathways to degrees and careers.”6 

 

 
5 Bonner, F. A., Banda, R., Smith, S. T., & marbley, a. (2021). Square Pegs and Round Holes: Alternative Student Development Frameworks and 

Models for Higher Education and Student Affairs. In Square Pegs and Round Holes: Alternative Student Development Frameworks and Models 
for Higher Education and Student Affairs. 
6 CU Denver 2030 Strategic Plan, Goal #2 University for Life 
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ACTION #6  

Prepare students for a new era of work and upskilling. CU Denver will offer varied and accessible 

educational opportunities for learners to develop and enhance in-demand skills needed to yield positive 

impacts on their lives and work—realizing the value proposition of choosing CU Denver as a lifelong 

learning partner.  

CU Denver’s delivery of flexible and equitable education will enable the institution to serve a wide array 

of students regardless of where they are in their academic and professional journey. Our curricula will 

be culturally responsive and meet the diverse needs of learners, employers, and society. These will be 

hallmarks of a CU Denver education and learning experience. To that end, we will acquire and develop 

expertise workforce development to determine how to make CU Denver programs relevant for specific 

industries. Furthermore, as recommended by Huron academic faculty and campus partners to 

incentivize and facilitate modifications to existing programs and new program design, marketing, and 

launch to market.” 

 

Strategic Priority #6: CU Denver must design curricular offerings, learning outcomes, and tuition 

structures that meet enrolling individuals’ learning and credential needs, thereby enabling completers 

and graduates to thrive in the new era of work and upskilling. As noted by the Digital Strategy Task Force 

report, “we will provide career enhancing educational experiences that will support lifelong learning.”  
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APPENDIX A: Huron Deliverable 

 
STRATEGIC PRIORITY 1 – ENROLLMENT PORTFOLIO  
Develop and execute an enrollment strategy that optimizes CU Denver's vision, programs, facilities, and 
infrastructure to achieve its student recruitment, retention, and graduation goals, while ensuring fiscal 
stability.  
  
Initiative 1.1: Establish a system of accountability and process for managing long-term strategic 
enrollment management (SEM) strategy. This structure must include Schools / Colleges, Deans and 
Enrollment Management.  

Associated Challenge: CU Denver currently does not have infrastructure or internal processes 
dedicated to long-term enrollment strategy at a comprehensive level across the University.  

  

1.1  Tactic / Activity  

1.1.1  Establish a SEM Strategy Action Team, inclusive of Deans, central leadership in the Budget 
Office, Enrollment Management, and Student Success, responsible for setting and monitoring 
incoming enrollment and retention targets between university leadership, enrollment 
management functions, and school/college and department leaders, in alignment with long-
term SEM goals  

1.1.2  Utilize enrollment dashboards to develop an internal communications plan to share ongoing 
enrollment progress, priorities, and impact of strategies, with schools/colleges and 
departments throughout the recruitment and admissions cycles  

1.1.3  SEM Strategy Action Team and Financial Aid & Scholarship Office to develop a university-wide 
Scholarship Strategy Working Group that aligns school/college-based aid dollars with 
institutional enrollment goals. University-wide scholarship strategy to be informed by 
activities outlined in Stabilization Priorities Action Plan  

1.1.4  SEM Strategy Action Team to ensure successful implementation of the broader Strategy 
Enrollment Management Plan  

  
  
Initiative 1.2: Establish data-informed enrollment and retention targets with accountability measures 
for Enrollment Management and Schools / Colleges in alignment with financial sustainability of the 
University and incentive-based budget model.  

Associated Challenge: Historical enrollment and retention targets have mainly resided in siloes 
and were not informed by an intentional, data-informed comprehensive strategy. This in turn has 
led to the lack of clear / unifying enrollment and retention goals across Schools / Colleges that 
support realistic financial sustainability.  

  

1.2  Tactic / Activity  

1.2.1  Assess viability and ROI of student recruitment markets to identify key audiences (territory, 
demographics, programmatic) and inform recruitment targets  

1.2.2  Develop actionable recruitment targets by school/college and coordinate recruitment 
resources, both centrally and within schools/colleges, to facilitate an intentional recruitment 
strategy for target audiences  
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1.2.3  Evaluate effectiveness of financial aid and award strategy with schools/colleges to re-deploy a 
targeted and intentional strategy in coordination with the Enrollment Management Action 
Team and aligned to overall enrollment goals   

1.2.4  Utilize enrollment dashboards to share weekly enrollment progress aligned to projected goals 
(see 1.1.2) with recruiting staff (central Recruiting & Admissions, International Admissions, 
and school/college-based) and New Student Enrollment Action Team; SEM Strategy Action 
Team to establish accountability measures to ensure strategies are being developed to hit 
enrollment targets  

1.2.5  Capitalize on the campus’ early adoption of the incentive-based budget model and work 
across the units to align program enrollment goals with financial sustainability  

1.2.6  Coordinate outreach efforts between Financial Aid and Scholarship Office and schools/colleges 
to increase financial aid literacy and FAFSA applications  

1.2.7  Utilize baseline retention outcomes across student groups (FTFY, transfer, demographic, 
academic indicators, etc.) to inform recruitment and enrollment strategy.  

  
  
Initiative 1.3: Assess capacity and demand of CU Denver's undergraduate program offerings to consider 
adjustments to academic offerings, and strategically develop enrollment goals that align with CU 
Denver's overall goals / desired outcomes for headcount, academic quality, diversity, etc.  

Associated Challenge: While individual programs / departments manage academic program 
capacity, CU Denver has not strategically assessed program performance in alignment with the 
University's overall academic quality and financial sustainability. There has been an expressed 
need to analyze programs over/under capacity and determine alignment with market demands.  

  

1.3  Tactic / Activity  

1.3.1  Evaluate program capacity with each school/college and develop a matrix to measure program 
demand and capacity to determine which programs are over and under-enrolled  

1.3.2  Conduct an assessment to determine cost to deliver academic programs across each 
school/college portfolio, including all funding types   

1.3.3  Establish an Academic Innovation Action Team including the Provost, Deans, Enrollment 
Management, and Academic Planning to consider sunsetting and/or determine specific 
measures to re-envision low-demand programs  

1.3.4  Academic Innovation Action Team to work with Deans and department leaders to evaluate 
potential options for growth of high demand programs – including modality considerations, 
time to degree acceleration, customized learning pathways / degree options (meta-majors), 
etc. and analysis of appropriate expectations for lower demand programs  

  
  
Initiative 1.4: Determine how CU Denver's academic offerings are aligned with market demands and 
student consumer behaviors to inform an innovative approach to academic program development.  

Associated Challenge: While assessment of internal academic offerings is critical to build a 
successful academic portfolio, there is a need to better identify market demands including labor 
market trends/projections and student consumer behaviors including modality, course flexibility, 
and specialized needs. 

  



CU Denver SEM Plan v.3 | 2/1/2023 
 

16 
 

1.4  Tactic / Activity  

1.4.1  Work with schools / colleges and their departments to inventory and/or  
establish program differentiators (both experiential and outcomes) to promote in respective 
student markets  

1.4.2  Conduct a market demand & occupational projections assessment to determine high need 
career pathways both regionally and nationally  

1.4.3  Conduct primary market research among targeted prospective student populations on 
academic areas of interest to identify areas of opportunity to drive future enrollments  

1.4.4  Conduct secondary market research on an annual basis (labor demand, degree levels, 
modality preferences, time to degree) and align findings with institutional mission, program 
strengths, and institutional capacity (space, technology, faculty) to identify high-priority 
academic programs  

1.4.5  Utilize Academic Innovation Action team to incentivize and facilitate modifications to existing 
programs and new program design, marketing, and launch to market  

  
  
Initiative 1.5: Identify attributes and decision-making factors of student population segments and target 
markets to inform an intentional recruitment strategy, in consideration of market shifts.   

Associated Challenge: CU Denver's enrollments and student composition has occurred relatively 
organically. As population projection trends and market demands continue to shift, CU Denver 
will need to develop an intentional recruitment strategy amid a competitive landscape.  

  

1.5  Tactic / Activity  

1.5.1  Identify immediate new markets by population to focus recruitment efforts: New-traditional, 
transfers from 4-year institutions (previous CU Denver admitted pipelines, Denver-metro)  

1.5.2  Utilize CU Denver’s identified institutional attributes and immediate positioning statement to 
inform intentional recruitment efforts and align recruiting resources appropriately (see 
Strategic Priority 2, Initiative 3)  

1.5.3  Conduct needs assessment for identified student populations to understand their specific 
needs  

1.5.4  Develop differentiated, market specific value propositions for target recruitment markets; 
focus on geographic and demographic qualities to enhance experience customization.  

1.5.5  Integrate, refine, and expand the university-wide strategy for international student 
recruitment and partnerships that serves all degree levels and programs, with clear 
accountability for setting and executing the strategy – within International Admissions, New 
Student Enrollment Action team, and schools/colleges  

  
STRATEGIC PRIORITY 2 – RECRUITMENT & NEW STUDENT ENROLLMENT STRUCTURE  
Create an organizational structure that leads and is accountable for achieving CU Denver's enrollment 
management goals. Strong collaborative relationships with Schools/Colleges will be clearly defined to 
ensure a coordinated, collaborative, and consistent approach to enrollment management.   
  
Initiative 2.1: Create a recruitment structure to enable an intentional and coordinated recruitment and 
financial aid strategy.  

Associated Challenge: Recruiting efforts are distributed across Central Admissions & Recruiting 
and Schools / Colleges resulting in a lack of coordination and collaboration, and duplicative 
processes.  
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2.1  Tactic / Activity  

2.1.1  Create a temporary New Student Enrollment Action Team to manage recruiting and 
admissions strategy and operations across central units and school / colleges. This includes 
recruiting strategy, recruitment marketing and communications, admissions operations, 
financial aid, and technology  

2.1.2  Clearly define roles, responsibilities, and accountability for pool-building, pipeline 
management, and building the incoming cohorts among the New Student Enrollment Action 
Team including Central Recruiting & Admissions, schools/colleges, Recruitment Representative 
Working Group, and other central units including International Admissions  

2.1.3  Formalize recruiting partnerships between Central Recruiting & Admissions and 
schools/colleges by establishing a Recruitment Representative Working Group and designating 
a Recruitment Representative(s) for each school/college to liaise with the New Student 
Enrollment Action Team; this includes a Representative from International Admissions  

2.1.4  Identify gaps within current recruitment & financial aid processes, both within central 
Recruiting & Admissions, Financial Aid & Scholarship Office, and schools / colleges, to enact a 
standardized and coordinated approach to recruiting and financial aid strategy supported by 
the New Student Enrollment Action Team and Recruitment Representative Working Group  

2.1.5  Develop an inventory of assets, both of knowledge/expertise and resources between Central 
Recruiting & Admissions, schools / colleges, and International Admissions related to 
recruitment strategy  

2.1.6  Develop, in collaboration with Central Recruiting & Admissions, school / college recruiters, and 
Student Success units, clear expectations and agreed to roles and responsibilities related to all 
recruitment activities  

2.1.7  Evaluate temporary New Student Enrollment Action Team structure outcomes to develop a 
long-term Enrollment Management unit to manage the full student lifecycle, from point of 
inquiry through graduation  

  
  
Initiative 2.2: Integrate recruitment-focused marketing and communications efforts between central 
units (Enrollment Management) and School / Colleges, and partner with University Communications to 
deliver a unified and streamlined approach to undergraduate marketing/communications recruiting 
strategy.  

Associated Challenge: CU Denver lacks a Recruitment Marketing Functional Unit working 
alongside University Communications to coordinate recruitment-related marketing and 
communications efforts currently managed independently by each unit (e.g. Central Admissions 
& Recruiting and Schools / Colleges each develop their own print, digital, and email 
communications plans independently).  

  

2.2  Tactic / Activity  

2.2.1  Coordinate recruitment-focused marketing with current branding initiatives to create value 
propositions that are tailored to distinct student segments / program offerings, starting with 
high-demand programs  

2.2.2  Inventory recruitment-focused marketing activities (including digital and relational marketing 
efforts) including financial investment required to develop a coordinated strategy focused on 
decreasing the proliferation of overlapping marketing efforts and increasing ROI  
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2.2.3  Develop an internal communications network to inform campus stakeholders of upcoming 
recruitment-focused communications, marketing messages, and events to support more 
collaborative efforts and strategic knowledge-sharing  

2.2.4  Develop, in collaboration with Central Recruiting & Admissions, schools / colleges and 
University Communications, a universal recruitment-focused marketing strategy to support 
enrollment initiatives in alignment with CU Denver's brand messaging  

2.2.5  Coordinate with the Student Web Journey project to update school/college & program 
websites to increase traffic and lead generation, starting with high-demand programs  

2.2.6  Leverage Career Center data to develop customized marketing materials at the individual 
student level that illustrate the outcomes / ROI of CU Denver education based on their 
academic interests  

  
  
Initiative 2.3: Establish a targeted and intentional approach to recruiting in support of SEM goals by 
aligning recruitment resources, within EM Action team and Recruitment Representative Team, to 
identified opportunity markets (defined in Strategic Priority 1, Initiative 5).   

Associated Challenge: While recent changes have re-focused dedicated transfer recruiting 
resources, there is a need to identify target populations / markets and align central recruiters 
and School / College resources accordingly. This need also relies on accountability measures and 
coordination of recruitment strategies and tactics.  

  

2.3  Tactic / Activity  

2.3.1  In alignment with Strategic Priority 1, Initiative 5, New Student Enrollment Action Team to re-
allocate recruiting resources to support recruitment efforts of targeted student segments and 
coordinate recruiting plans with Recruitment Representative Working Group  

2.3.2  Develop a coordinated, transfer-specific recruitment strategy among Central Recruiting & 
Admissions and schools/colleges focused on deepening community college partnerships and 
expanding pre-transfer advising  

2.3.3  Assess conversion rates and recruiting tactics to identify best practices to apply a standardized 
and coordinated recruitment approach across Central Recruiting & Admissions and 
schools/colleges  

2.3.4  Collaborate with Center for Identity and Inclusion to develop intentional recruitment tactics 
and application support resources for underrepresented minority students  

2.3.5  Create an action plan to more intentionally recruit returning students – those that have 
stopped out and are ready to return  

2.3.6  Assess recruitment marketing vendor services and performance metrics to ensure they are 
aligned with enrollment goals by student segment. Gradually shift vendor resources on brand 
awareness in new markets  

  
  
Initiative 2.4: Ensure full adoption of undergraduate recruiting and admissions technology (Slate) for 
enrollment management functions across the University, and provide consistent foundation of training 
resources, data definitions, and key performance metrics.  

Associated Challenge: Recruitment technology (Slate) is underdeveloped and used inconsistently 
among units. This system lacks a dedicated strategist to ensure consistent and effective usage.  
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2.4  Tactic / Activity  

2.4.1  Allocate 1-2 resources from New Student Enrollment Action Team dedicated to the technical 
management of Slate and CU Denver’s undergraduate recruitment CRM strategy, including the 
development, execution, and evaluation of prospective student engagement plans (in 
collaboration with University Communications)  

2.4.2  Establish a university-wide strategy for utilizing Admissions technology, currently Slate, 
including building training curriculum for new users and developing standardized policies and 
processes for the use of the tool  

2.4.3  In collaboration with Office of Information Technology and Office of Institutional Research and 
Effectiveness, establish data definitions and key performance metrics for Slate that aligns with 
CU Denver’s future CRM strategy  

2.4.4  Continue to evaluate processes within Admissions, including application review, to identify 
gaps and streamline student enrollment processes   

2.4.5  Develop personalized enrollment experiences for admitted students by tracking all activities 
and leveraging artificial intelligence (AI) with Slate.  

  
  
Initiative 2.5: Identify infrastructure / resources to support a comprehensive yield strategy of admitted 
students through first-term enrollment; clearly identify roles and responsibilities across central units and 
Schools / Colleges.  

Associated Challenge: Recruitment structure relies heavily on Schools / Colleges for yield related 
outreach post-acceptance. National best practices include a Central Admissions & Recruiting 
group which follows students through the enrollment cycle from prospect to enrollment working 
collaboratively with Schools / Colleges.  

  

2.5  Tactic / Activity  

2.5.1  Identify touchpoints in the student enrollment lifecycle to support the development of a 
university-wide yield and onboarding strategy  

2.5.2  Clearly define roles and responsibilities among Central Recruiting & Admissions, 
schools/colleges, and central units to enable a seamless transition between recruiting and 
enrollment efforts through onboarding – including orientation, early advising, and other pre-
matriculation experiences  

2.5.3  Utilize Slate to enhance data capture of intent to enroll and devote capacity to developing a 
melt mitigation plan for students who have declared intent to enroll.   

2.5.4  Continue to evaluate and streamline credit evaluation and articulation processes for transfer 
students  

  
  
Initiative 2.6: Coordinate opportunities at a secondary level including partner relations and co-curricular 
program opportunities (Pre-Collegiate Development Program, concurrent and dual enrollment 
opportunities, school/college summer camps, etc.) to drive undergraduate pipeline development.  

Associated Challenge: There has been a concerted effort across CU Denver focused on 
partnership development including K-12 outreach in the undergraduate space and School / 
College based efforts, but there is a lack of ownership and/or accountability to manage 
effectiveness and coordination to strategically impact pipeline development and enrollment 
opportunities.  

  



CU Denver SEM Plan v.3 | 2/1/2023 
 

20 
 

2.6  Tactic / Activity  

2.6.1  Coordinate with University Partnerships Committee to identify opportunities across the 
university available to pre-collegiate students (concurrent enrollment, summer camps, etc.) 
and develop a strategy to enhance the pipeline for undergraduate enrollment  

2.6.2  Evaluate ROI of pre-collegiate programs and yield rates to build a model for enhancing 
pipeline development within schools/colleges  

2.6.3  Enhance opportunities for current CU Denver students to get involved with co-curricular 
programs targeted at pre-collegiate students and act as recruitment ambassadors  

2.6.4  Coordinate partner relations university-wide within University Partnerships Committee and 
manage interactions and engagement through an enterprise CRM  

  
 STRATEGIC PRIORITY 3 – STUDENT EXPERIENCE  
Dedication to a streamlined and unparalleled student experience for all student types while also ensuring 
policies and practices are student-centered and support students' progress toward graduation. Enhance 
the coordination of advising, retention-related operations, and the infrastructure to support those efforts 
including the use of technology.  
  
Initiative 3.1: Create standards and baseline advising experiences for all students with clear roles and 
responsibilities across central units and Schools / Colleges.  

Associated Challenge: CU Denver’s decentralized advising model has led to varied approaches to 
advising across campus, resulting in an inconsistent student experience and variable advising 
loads for CU Denver staff and faculty.  

  

3.1  Tactic / Activity  

3.1.1  Ensure every incoming student is assigned to an advisor prior to registration for first term and 
connections are made by Admissions/New Student Orientation  

3.1.2  Build on existing work to establish coordinated advising approach with clear roles / 
responsibilities across the advising ecosystem to ensure advising in students’ first 1-2 years on 
campus is appropriately focused on supporting students in their efforts to find their right 
academic and cocurricular fit at CU Denver  

3.1.3  Develop training and professional development aligned to newly established advising 
approach / standards of practice  

3.1.4  Clarify expectations of faculty advisors/mentors including the use of Navigate in advising 
appointments, provide them with guidance and support, and determine methods from 
recognizing strong faculty advisors (e.g. incentives, etc.)  

3.1.5  Evaluate success of first-year advising protocols and develop advising standards for full 
student lifecycle, incorporating best practices from student success coaching models  

3.1.6  Utilize dashboards (OIRE and Navigate Population Health Dashboard) to identify key 
population that require proactive and in time communications  

3.1.7  Determine advisor roles (professional vs. faculty) for students who have earned 90+ credits 
and implement a required advising / audit check to align students’ paths to graduation   

3.1.8  Consider designing and launching a nomination / application-based advising leadership 
program for faculty to drive excellence in advising; link participation to promotion and tenure 
consideration   

3.1.9  Implement student success coaching in all advising units to ensure a consistently 
comprehensive approach for all students  
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Initiative 3.2: Pursue student-centered adjustments to University business processes and policies to 
enhance coordination across units and enable students to more seamlessly navigate toward their 
desired outcomes.  

Associated Challenge: Students have expressed it can be difficult to navigate the institution from 
point of admission through graduation. There is a need to critically assess business processes 
within central support units (e.g. Registrar, financial aid, etc.) to support a student-centric 
approach, including determining the role of Lynx Central.  

  

3.2  Tactic / Activity  

3.2.1  Develop a unified vision for how student support units, policies, and practices should support 
students  

3.2.2  Leverage past journey mapping analysis and student focus groups to identify highest value / 
priority practices that, if redesigned, could make a meaningful impact on the student 
experience  

3.2.3  Led by Student Success Action Team, adjust roles and responsibilities for critical student 
support units including the role of Lynx Center  

3.2.4  Develop a better internal transfer for students that switch majors into a different school or 
college.   

  
  
  
Initiative 3.3: Establish a coordinated approach to deliver clear and effective communications and 
touchpoints with students to support student retention and progression.  

Associated Challenge: Student communications across the student lifecycle are managed in siloes 
resulting in inconsistent and/or duplicative messaging. This also includes the use of technology 
to support student success and streamlined engagement (E.g. CRM, LMS, etc.).  

  

3.3  Tactic / Activity  

3.3.1  Establish an internal communications strategy between central units and schools/colleges to 
streamline outgoing continuing student communications and deliver clear and effective 
messaging  

3.3.2  Identify communication touchpoints in the student lifecycle from point of inquiry through 
graduation and establish handoffs for engagement across the university to ensure clearly 
defined roles and responsibilities and a seamless student experience  

3.3.3  Conduct a university-wide communications audit across the student lifecycle and establish, in 
collaboration with University Communications, clear policies and standards for student 
communications including accountability measures  

3.3.4  Coordinate with student web experience to ensure communications and touchpoints are 
aligned with web design strategy  

3.3.5  Inventory student support technologies across campus and rationalize the use of various tools 
to develop a best practice plan for student success technologies  

3.3.6  Implement enterprise CRM to manage all interactions and engagement with students to 
reduce duplicative communications and enhance personalization  
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Initiative 3.4: Increase cocurricular offerings and student support services to meet the needs of CU 
Denver’s diverse student population.  

Associated Challenge: As non-traditional students (e.g. commuter students, adult learners, 
online) become the "new traditional," it is important that CU Denver's cocurricular 
services/offerings align with market demands including fast communication, flexibility, support 
service availability, etc. There has been feedback that support services and cocurricular offerings 
are not available to a less traditional audience including services offered in the evenings and/or 
remotely.  

  

3.4  Tactic / Activity  

3.4.1  Examine the cocurricular and student support needs of all student audiences and baseline 
student support service availability across the student lifecycle.  

3.4.2  Create centralized and differentiated website locations for all students to increase ability to 
self-serve when on-campus student support offices are unavailable or not required and/or 
explore the appropriate options for offering extended student support  

3.4.3  Develop co-curricular English language support via the ESL Academy for students that need 
supplemental English support for their academic programs  

3.4.4  Evolve high-impact learning opportunities for all student audiences (e.g. micro-internships, 
remote career experiences / faculty partnerships, etc.)  

3.4.5  Re-imagine on-campus and virtual spaces to implement blended co-working spaces and 
enhance community bonds  

  
  
Initiative 3.5: Develop a focused and proactive strategy for supporting students with the greatest risk of 
attrition.  

Associated Challenge: Retention analyses have identified the following attributes to be at high 
risk of attrition: URM, specifically Latinx, first generation, students enrolled part-time, and pre-
majors. Additionally, the first term is a strong indicator of attrition risk at CU Denver. While 
Navigate has supported successful persistence campaigns, these strategies are not being 
implemented across each School / College.  

  

3.5  Tactic / Activity  

3.5.1  Confirm criteria for students who will be eligible for targeted and proactive advising/coaching, 
and develop communications plan for incoming students about participation  

3.5.2  Institutionalize the use of Navigate university-wide to support student success related 
initiatives for undergraduate students. This includes utilizing Navigate to record notes from 
advising appointments, early alert inputs from faculty, and applying predictive analytics to 
best service CU Denver students  

3.5.3  Establish clear partnership between central student success units and school/college 
collaborators by creating a Student Success Action Team; define roles and responsibilities 
between this Action Team and key collaborators, and ensure adequate access to 
OIRE/Navigate data to guide decision-making  

3.5.4  Develop coordinated and specific coaching and advising services for “Undecided” and/or “Pre-
majors” starting with orientation and continue with advisor through second year  

3.5.5  Utilize Student Success Action Team to monitor performance of “at-risk” students including 
“Pre-Majors” to proactively reach out to those that struggle in their first term to provide 
coaching   
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3.5.6  Establish early alert requirements (see 3.5.2) and low-stakes assessments in core gateway 
courses with high DFW rates  

3.5.7  Adopt AI to anticipate student needs and provide proactive interventions  

3.5.8  For non-sponsored international students of limited means, develop support mechanisms 
such as TA-ships and financial support connections with alumni networks from their home 
country.  
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APPENDIX B: JAM Participants* 

NAME TITLE DOMAIN 

Rich Allen Associate Dean for Teaching, Learning, and Curriculum, CLAS & Professor, Psychology Academic 

Joan Bihun Assistant Professor, Clinical Teaching Track, Psychology Academic 

Joann Brennan Interim Associate Vice Chancellor, Faculty Affairs Academic 

Leo Darnell Assistant Dean, Academic Services and Extended Studies, CAP Academic 

Dennis DeBay Clinical Assistant Professor, STEM Education Academic 

Mark Golkowski Associate Dean, CEDC & Professor, Electrical Engineering  Academic 

Jarrod Hanson Chair, Faculty Assembly Academic 

Sheila Huss Assistant Professor, Clinical Teaching Track, SPA Academic 

Peter Kaplan Professor & Chair of the Department of Psychology Academic 

Erika Larson Assistant Vice Chancellor, Student Success Academic 

Beth Myers Associate Vice Chancellor, Academic Planning & Institutional Effectiveness Academic 

Jennifer Reich Director, University Honors Program & Professor, Sociology Academic 

David Tracer Associate Dean for Student Success, CLAS Academic 

Trishia Vasquez Undergraduate Pipeline Program Coordinator, Health Professions Programs Academic 

Margaret Wood Associate Vice Chancellor, Academic Achievement & Professor, Anthropology Academic 

Jaimie Carrington Program Director, Undergraduate Recruitment, Retention and Student Success, CLAS Administrative 

Yvonne Dinsmore Assistant Director, Veteran & Military Student Services Administrative 

Rodney Huddleston Director, Enrollment Technology & Analytics Administrative 

Carrie John Associate Vice Chancellor, Enrollment & Academic Services Administrative 

Michelle Larson-Krieg Director, International Student & Scholar Services Administrative 

Lara Medley Assistant Vice Chancellor & University Registrar Administrative 

Sandy Mondragon Assistant Dean, Student Success & Enrollment Management, SEHD Administrative 

John Rush Budget Manager, Wellness Center & Housing and Dining Administrative 

Kari Shafenberg Director, Transfer Student Initiatives Administrative 

Jen St Peter Associate Vice Chancellor, Budget Administrative 

William Thompson Space Planner, Office of Institutional Planning Administrative 

Cary Weatherford Assistant Vice-Chancellor, Facilities and Campus Development Administrative 

Gabe Castaño Assistant Vice Chancellor, Strategic Enrollment Market 

Clay Harmon Director, International Enrollment Strategy and Admissions Market 

Lauren Jacobs Associate Director, Alumni Engagement Market 

Taylor Jarvis Director, Integrated Marketing & Communications  Market 

Alana Jones Associate Vice Chancellor, Office of International Affairs Market 

Katie Linder Associate Vice Chancellor, Digital Strategy & Learning Market 

Victoria O'Malley Assistant Vice Chancellor, Marketing and Brand Market 

Ron Ramirez Associate Dean, Programs & Associate Professor, Business School Market 
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Alicia Ritchey Assistant Director, Enrollment Marketing & Communications  Market 

Scott Russell Senior Instructor, Marketing, Business School Market 

Kristine Sikora Assistant Dean & Director of Recruitment and Marketing, Graduate School Market 

Dave Walter Director, Enrollment Management & Summer Programs, CAM Market 

Ashley Weatherspoon Director, Undergraduate Recruitment Market 

Soyon Bueno Director, Asian American Student Services Student 

Dave Deffenbacher Assistant Vice Chancellor, Institutional Research and Effectiveness Student 

Paula Dickson Executive Director, Institutional Research and Effectiveness Student 

Theo Edmonds Research Associate Professor, CLAS Student 

Christy Heaton Assistant Vice Chancellor, Student Transitions & Family Engagement Student 

Genia Herndon Associate Vice Chancellor, Student and Community Engagement Student 

Justin Jaramillo Assistant Vice Chancellor, Financial Aid and Scholarships Student 

Tracey Johnson Director, Student Success Initiatives Student 

Samuel Kim Associate Vice Chancellor, Diversity, Equity & Inclusion  Student 

Kristin Kushmider Assistant Vice Chancellor, Health, Wellness, Advocacy and Support Student 

Amber Long Executive Director, Wellness & Recreation Services Student 

Leona Lopez Director, Veteran & Military Student Services Student 

Precious Palmer Director, Black Student Services Student 

Mel Rudolph Crawford Assistant Vice Chancellor, Residential Education and Student Support Student 

Brooke Trujillo Dean of Students Student 

Sarah Trzeciak Assistant Vice Chancellor, Career Development and Immersive Learning Student 

Sonia Valencia Director, TRIO Student Support Services and McNair Program Student 

Tierza Watts Director, Student Life & Campus Community Student 

 

* Individuals whose names are in bold served as domain co-leaders. Some position titles reflected differ since 

JAM participation. Some individuals listed are no longer CU Denver employees.   
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APPENDIX C: Academic Planning Process Framework 

 

What is Academic Planning? 

Academic planning outlines [CU Denver’s] overall academic goals and how those goals will be met. 

Academic planning establishes long-term and short-term objectives to match the mission of an 

institution with the needs of learners. It can include academic program planning, academic structure, 

organizational framework, institution-wide outcomes or competencies, and division or department goals 

and how they align to the overall plans. 7  

 

Academic planning as it relates to curricular planning allows us to: 

• Match our academic offerings with the needs of learners 

• Position CU Denver for sustainable success in the future 

• Gain efficiencies in the short term 

Academic planning has explicit links to, and must be congruent with, the other (currently developed or 

developing) plans at the institution, i.e., Strategic Enrollment Management, Student Success, Recruiting 

and the (Institutional) Strategic Plans.  

 

Recommended steps for academic planning: 

• Assemble a team within your school/college 

• Review data about academic program performance (including ROI; see insight guides) 

• Scan the external environment to determine larger trends that will affect CU Denver’s academic 
activities (market intelligence requests) 

• Determine goals and create/document strategies to reach those goals 

• Seek input from interested people, including coalitions of people 

• Create and document action plan 

• Implement, measure, and modify the action plan 

Guiding Questions 

1. Managed Enrollment Growth Strategy Questions  

• What are the learner populations our unit’s portfolio of academic offerings target? 

• Do enrollment levels in our programs confirm their alignment with the needs of our target 
learner populations or otherwise? 

• What is the maximum enrollment growth each program in our unit can achieve realistically?  

• Which existing programs can we grow immediately by removing imposed enrollment caps? 

• Which existing programs must we increase investments in, redesign to grow, or sunset to 
achieve growth? 

 
7 The Society for College and University Planning: https://www.scup.org/planning-type/academic-planning/  

https://www.scup.org/planning-type/academic-planning/
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2. Curricular Support for Student Persistence Questions 

• Has our unit been intentional about training and supporting our instructors? 

• Does our curriculum support or hinder student progression to the credential? What must we 
change to facilitate student persistence or improve our students’ progression to the credential? 

• Which are the courses in our unit with the highest DWF rates? Why is that the case? What do 
we need to do to eliminate that situation? 

• Looking at our demographics, are their differential course or program outcomes based on 
different populations? 

 

3. Portfolio of Credentials Questions 

• Have we as a school/college been intentional about making our programs/credentials as 
accessible to the learner as possible? What stackable credentials are we considering creating? 

• Have we as a school/college reconfigured our curriculum to achieve maximum flexibility for 
working learners? If not, how will that happen? 

• Have we leveraged technologies optimally to introduce innovative ways of making our program 
offerings more accessible and flexible to learners? If not, how will we do so? 

• What adjustments have we made to our existing credentials to make them more relevant, 
effective, and efficient? What new credentials/programs have we created to align with our 
learners’ needs?  

• What new credentials/programs must we design, create, and launch? What is the market 
intelligence evidence for these decisions? 

• Have we given full thought to developing an equity-minded set of practices to ensure all 
learners feel included and vested in their learning? 

 

4. Cost Containment Strategy Questions 

• What class size adjustments might help with cost containment across our programs and 
offerings? 

• What faculty workload considerations (including course buy outs) do we need to take into 
account in our academic planning? 

• What is our current ratio/mix of faculty roles and does that ratio/mix align with our future needs 
and cost containment strategies? 

• To fulfill the same need and achieve the desired level of quality, could less money suffice? 
 

5. Reprioritization of Resources Questions 

• How can we implement budget reductions without severely damaging any core operations and 
quality? 

• What retirement opportunities do we have and how do we plan to use the lines strategically? 

• What do we need to stop doing or do differently to realign resources to the unit’s needs?  

• What new initiatives can we engage in to achieve a better ROI? 
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Background and SEM overview 

Enrollment Goal:  

• 25,000 – increasing headcount in degree-program enrollment (D1 & D2) 

Retention Goals:  

• 80 from 90; overall 80 percent first-to-second-year retention achieved by 90 percent first-to-
second-term persistence 

• 40 in 4; 40 percent graduation rate in 4 years (FTFY, FTIC) 

• 60 in 6; 60 percent graduation rate in 6 years (FTFY, FTIC) 

• 75 Plus; 75 -80 percent 6-year graduation rates for transfer students 

SEM Plan Strategic Actions: 

1. Plan for enrollment growth and student success 
2. Meet students where they are 
3. Close unmet need gaps 
4. Level up educational attainment 
5. Value all learning 
6. Prepare students for a new era of work and upskilling 

 

The rest of this document will be specific to Action #1, Plan for enrollment growth and student success 

and its associated strategic priority:  

Strategic Priority #1: CU Denver schools and colleges must engage in academic planning that is 
supported by market intelligence and research, identifying their distinct and complementary 
growth potential for a portfolio of diverse curricular offerings—keeping in mind that “curriculum 

drives enrollment, enrollment drives revenue, and revenue drives everything else.” 8 

 

 

  

 

8 Michael Dolence, higher education strategist and academic innovator  
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AY 2022-2023 Academic Planning Template 

Holistic Plan Overview 

1. Current state 
2. Enrollment goals 
3. Reprioritization of resources 
4. Action plan 

Detailed View 

1. Current State 
o Categorize existing degree programs 

▪ Identify key areas of potential enrollment growth opportunities, elevating one 
or two programs for targeted investment (note targeted investment programs 
with “*”) 

▪ Expected stable enrollment 
▪ Expected decrease in enrollment 

Program Growth  Stable  Decline  

Sample program # 1  X  

Sample program # 2* X   

Sample program # 3   X 

2. Headcount Enrollment Growth Goals for Academic Year 2023-2024 

School/College Distribution% High Medium Low Optimal9 

BUSN 25% 375 300 200 250 

CAM 10% 150 120 80 100 

CAP 7% 105 84 56 70 

CEDC 16% 240 192 128 160 

CLAS 25% 375 300 200 250 

SEHD 10% 150 120 80 100 

SPA 7% 105 84 56 70 

 100% 1,500 1,200 800 1,000 

o Existing program enrollment goals  
▪ Consider opportunities to improve existing offerings, including action for 

ineffective program enrollment, course offering & enrollment patterns (course 
fill rates, capacity utilization, collapsible sections), and faculty and staff ratios 
(workload, utilization, instructional capacity, buyouts, etc.). 

  

 
9 Achieving optimal enrollment targets would situate the university to stabilize its enrollment which has been 
decreasing by 2 – 3 percent over the past few years. 
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o How will you meet these goals? 
▪ Establish program-level goals 
▪ Establish student population goals, such as freshman vs. transfer, shifts in 

student categories, etc. 
▪ Identify retention goals and initiatives 
▪ Identify changes in pedagogy and the need for supporting facilities 
▪ Assess the impact of changes in enrollment, programs, or student type on 

support services and facilities 
▪ Identify changes in staffing levels and training and development needs for both 

academic and non-academic staff 
▪ Note how your plan has changed, if at all, since your August presentation (based 

on market intelligence or other input) 
 

o New program enrollment goals 

• Consider new degree programs, certificates, or other academic offerings to be 
proposed, including timeline for launch, implementation team and faculty leads, 
and identification of necessary resources. 

• How will you meet these goals? 
▪ Establish program-level goals 
▪ Establish student population goals, such as freshman vs. transfer, shifts in 

student categories, etc. 
▪ Identify retention goals and initiatives 
▪ Identify any unique pedagogies and/or the need for supporting facilities 
▪ Identify changes in staffing levels and training and development needs for both 

academic and non-academic staff 
▪ Note how your plan has changed, if at all, since your August presentation (based 

on market intelligence or other input) 
 

3. Reprioritization of resources (see guiding questions above) 
 

4. Action Plan 
o What actions are planned at the department or program level? Please provide timelines. 
o What actions are planned at the school or college level? Please provide timelines. 
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APPENDIX D: SEM Student Orientation (Domain) 
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