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BREWTON-PARKER COLLEGE 
 

OFFICE OF ADMISSIONS 
SIX-YEAR STRATEGIC PLAN 

2002-03 THROUGH 2007-08 
 

 
DEPARTMENTAL MISSION  

The Office of Admissions assists the Division of Enrollment Services in its 
mission of nurturing and developing the whole student in a caring, Christian environment 
by participating in enrollment management efforts and advancing the Christian 
distinctiveness of the College.  

OBJECTIVE 1  
The Office of Admissions will assist the College in its goal of improving 

enrollment by improving and strengthening student recruitment processes.  

ACTION PLAN  
Assist the College in reaching its overall enrollment goals by recruiting new  

Mount Vernon students according to the following schedule:   

Fall 2003  295 
Fall 2004  301 
Fall 2005  310 
Fall 2006  315 
Fall 2007  320 
Fall 2008  322  
 

In order to reach these goals and to facilitate the College’s overall 
enrollment growth, the following initiatives will be added to existing efforts:  
 

•Redesign, upgrade, and modernize the College’s website, fully integrating it with 
each phase of the recruitment process  

•Add an additional Admissions Counselor to the professional staff of the  
Admissions Office  

•Add an Admissions Counselor who works remotely either in the north Florida 
region or the metro Atlanta region, depending on data available and the location of 
inquiries  

•Expand and integrate more sophisticated recruitment materials for both Mount 
Vernon and External Program students  

•Develop off campus Post Secondary Option programs with high schools across 
the state that will host courses on their own campus for qualified students  

•Based upon studies conducted in coordination with the Athletic Department, 
implement new athletic teams in then sports of golf, tennis, or another sport with high 
interest and recruitment capabilities  

•Create a new category in the financial aid leveraging matrix that provides a 
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stronger discount for commuting students who are more price sensitive and cost 
competitive  

•Add an External Programs recruiter to service the Hinesville and Savannah 
markets and to facilitate the programs in these areas  

•Continue to improve conversion and yield rates in the Admissions Funnel 
through stronger visibility through youth rallies, visitation days, church programs, and 
other initiatives targeting denominational constituencies  

•Transition into a School of Choice (SOC) for the Hinesville campus in its 
relation to the military constituency at Fort Stewart  

•Open a new External Program site in the metro Atlanta region  
•Enlarge the Savannah Program to offer majors in education, psychology, and 

ministry, thus increasing its ability to attract and retain more students  
•Develop and implement more online classes that are more flexible and attractive 

to students, especially in the areas of business, education, English, and literature.  
 
ASSESSMENT  

The number of website hits and web-based applications will be recorded, the 
monthly forecasting data will be reported, and the Funnel Analysis will be recorded.  A 
year-end analysis of the matriculates by inquiry source and location will also assess this 
action plan.  

RESPONSIBILITY  
The Director of Admissions and the Vice President for Enrollment Services  

TIME  
Annually 

RESOURCES  
Time and annually budgeted funds, plus $25,000 for recruitment efforts will be 

needed each year from strategic funds  

RELATED TO  
Institutional Goal No. 3 
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BREWTON-PARKER COLLEGE 
 

OFFICE OF ADMISSIONS 
SIX-YEAR STRATEGIC PLAN 

2002-03 THROUGH 2007-08 
 

RESULTS & RESPONSES—2002-03 
 
 
OBJECTIVE 1  

The office of Admissions will assist the Department of Enrollment Management 
in its goal of improving enrollment by improving and strengthening recruitment 
processes.   
 
RESULTS 

The number of website hits was recorded by the computer services department 
and web-based applications were logged at a total of 355 to date.   
 

The inquiry source analysis data showed the following: 
 
• 562 student inquiries from out-of-state name purchase, with 19 of those students 

making application to the College 
• 121 student inquiries from GO! Magazine with a conversion rate of 5% (6 

students) to applicant status 
• travel and probe fairs generated the greatest amount of inquiries—1,178 
• advertisement through the Hobson’s Company producing less than 1% of the 

inquiry pool 
• no students matriculating who entered the recruitment process at least 24 months 

prior to their projected enrollment entry date 
 

Monthly forecasting reports recorded the following: 
 
• 10% to 13% fewer students in the inquiry stage of the recruitment cycle that 

would require a 2% increase in the conversion rate for matriculation 
• an estimated shortfall of 44 applicants from the previous year 

 
The weekly admissions funnel analysis demonstrated the following: 
 
• an increase in the number of incomplete files during January-February as well as 

in April-May 
• a decrease in deposit receipts during May 
• less than 1% growth of the number of applications during December 
• a 47.5% increase in the number of prospective students attending Visitation Days 
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RESPONSE 
In order to increase the number of web-based applications for the coming year, 

the admissions counselors will be scripted to recommend the website as a means of 
applying, and post cards will be printed that indicate the option of applying via the 
website instead of using a traditional paper application. 
 

The data received and evaluated from the monthly forecasting reports, weekly 
funnel analysis, and inquiry source analysis will prompt the following changes: 

 
• Counselor phone calls will focus on various parts of the admissions funnel 

depending on calendar cycle and expected benchmarks to maintain needed levels 
of application and deposits 

• Counselors will elevate the importance of finalizing incomplete files during the 
April-May period  

• An “Enrolling Now” postcard will be printed and distributed to all incomplete 
applicants during the April-May period 

• All inquiries will be sent a paper application, as well as instructions for applying 
via the website, during the Christmas break 

• The Housing Form will be sent on hard copy to all admitted students, but it will 
also include instructions for completing the form online 

• The planning cycle for Visitation Days will be moved to a nine week preparation 
cycle instead of a six week cycle 

• A “bounce back” mailing will be completed prior to the end of December for all 
prospects who have not inquired during the recruitment cycle 

• A predetermined number of applications will be marked with a waiver voucher to 
determine of return rate is increased when fee is removed 

• Advertising in GO! magazine will be suspended since inquiry sources are low 
• Advertising through the Hobson’s Company will not be extended since inquiries 

from this source are low 
• A junior year communication flow will be started to raise the matriculation rate of 

students entering the College data base prior to their senior year 
 

In addition to these plans, a realignment of selected enrollment offices will occur 
with the employment of a Dean of Enrollment Management who will coordinate and 
supervise the offices of Admissions, Financial Aid, Retention, and Registrar. 
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BREWTON-PARKER COLLEGE 
 

OFFICE OF ADMISSIONS 
SIX-YEAR STRATEGIC PLAN 

2002-03 THROUGH 2007-08 
 

RESULTS & RESPONSES—2003-04 
 
 

OBJECTIVE 1  
The office of Admissions will assist the Department of Enrollment Management 

in its goal of improving enrollment by improving and strengthening recruitment 
processes.   

RESULTS  
Several goals were established to increase inquiries, applicants, admits, deposits, 

and enrolled students.  Based on information assessed during the week ending 8/07/04, 
the admission funnel is showing increases in total numbers of inquiries, applicants, 
admits and deposits over last year.  The yield rate also shows increases in all but the 
deposits.   
 
Statistical Information 
 
Fall 2003 total enrollment was: 1109 
 
Funnel Report for Week ending 8/07/2004 
       

Admissions 
Funnel 

% Change 
’03 to ‘04 

Fall 
2004

Conversion 
Ratio 

Fall 
2003

Conversion 
Ratio 

Fall 
2002

Conversion 
Ratio 

Inquiries 8.65% 4106   3779   4411   
Applicants 3.46% 598 14.56% 578 15.30% 520 11.79% 
Admits 9.72% 316 52.84% 288 49.83% 261 50.19% 
Deposits 4.13% 227 71.84% 218 75.69% 202 77.39% 

 
Goal 
 

• Increase web-based applications, subsequently increasing enrollment 
 
Results 
 

• A Web Site Community of Service created new graphics and architecture for the 
BPC website and implemented it February 2004.   

• A few targeted pages on the newly designed BPC website have been created with a 
search engine positioning (SEP) strategy.  The Website COS is looking into 
creating a search engine strategy (SEP) that will enhance the entire website. 
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• Admissions Counselors, student workers, and telecounselors have been scripted 
and trained to include the admissions website address when talking to prospective 
students and parents.  

Goal 
 

• Increase the number of qualified prospective students  
 
Results 
 

• Identified five (5) major target audiences: public school, home school, Christian 
high school, transfer, and Georgia Baptist students. 

 
1) Continued to develop the public school audience by increasing 

recruitment travel, information packets to high school counselors, and 
purchasing names of rising high school seniors. 

2) Began developing the home school audience through creating an ad hoc 
committee.  This committee developed several ideas that will be 
implemented during the ’04-’05 academic year. 

3) Began developing the Christian high school target audience by targeting 
and visiting students and counselors at their schools. 

4) Continued developing transfer students by increasing the number of visits 
to two-year school through Transfer Probe events.  Additionally, transfer 
guide sheets and articulation guides are being developed with the help of 
the Admissions, Registrar, and Enrollment Management Offices. 

5) Continued developing relationships with the Georgia Baptist Churches 
throughout the state through newsletters and information packets to 
pastors.   

• The Admissions office attended the majority of Probe events throughout the year.  
Approximately 75% of the fall ’04 current applicants are from public high schools.  
The majority of these applicants were seen at high school events including during 
Probe.   

• A junior communication flow was created and implemented. 

• Names were identified and purchased from NRCCUA targeting specific degree 
programs offered on campus as well as student types that represent a good “fit” for 
BPC.   

• Two new Admissions Counselors were hired during the 2003-’04 academic year.  
One new External programs recruiter and a new Mount Vernon recruiter who will 
also work with Hispanic students.  The new MV recruiter’s position was funded by 
a generous grant from the Goizueta Foundation.   

Goal 
 

• Increase the yield rates though improving on various admissions and recruitment 
processes.   
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Results  
 

• Throughout the later half of the recruitment year the admissions funnel ran slightly 
ahead of last year’s total number of inquiries, applicants, admits, and deposits.  At 
present, Admissions has increased the yield rates for inquiries, applicants, and 
admitted students comparatively over the last two years.  The percentage yield 
rates of deposits are slightly behind last year’s rates.   

• Prospective students were rated by their level of interest in BPC and the 
telecounselors focused calls on specific groups of students.   

• Admissions elevated the importance of completing incomplete files by using 
student recruiters to call applicants while Admissions Counselor continued to 
recruit new prospects.  

• A series of postcards were created encouraging students to Enroll Now. 

• In the first mailing, all inquiries received a paper application as well as a website 
address to apply online. 

• All admitted students received a housing application with a return reply envelope. 

• The visitation days planning cycle was increased to 9 weeks. 

• A bounce back mailing was sent in mid December 

• Choice to give application fee waivers to hot leads that are present at the Probe 
events.   

Goal 
 

• Improve enrollment by creating a symbiotic relationship between Admissions, 
Financial Aid, Registrar, and Retention office. 

 
Results 
 

• Dean of Enrollment Management was hired July 2003 and has begun to centralize 
the enrollment functions. 

• Weekly meetings involving the Director of Financial Aid, Registrar, Director of 
Admissions, Director of Retention, and the Dean of Enrollment Management were 
established.    

RESPONSE 
 

• The four (4) goals listed above will carry over to the 2004-’05 academic year.   

• In addition, one new goals will be established: 

1) Develop a plan for recruiting Accel (formally known as PCO) students 
beginning Spring 2005. 
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BREWTON-PARKER COLLEGE 
 

OFFICE OF ADMISSIONS 
SIX-YEAR STRATEGIC PLAN 

2002-03 THROUGH 2007-08 
 

RESULTS & RESPONSES—2004-05 
 
 
OBJECTIVE 1  

The office of Admissions will assist the Department of Enrollment Management 
in its goal of improving enrollment by improving and strengthening recruitment 
processes.   
 
RESULTS 
 

 Web based applications were increased this year. 
o We received approximately 300 web-based applications from September 

2004 through July 2005. 
o The web site address is now included in all printed promotional materials 

and advertisements 
 

 The number of qualified prospective students has continued to rise each year. The 
chart below shows the number of inquiries on July 3rd of each year. 

Inquiries by Year
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 The chart below shows the breakdown of our primary source codes: 
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Top Inquiry Source Codes
Call In

Email

My College
Options
NRCCUA

Probe Fair

SAT

 
 

 Probe Fair remains our best source code for matriculation. However, the bought 
names from NRCCUA have filtered into 203 inquiries, and My College Options 
has contributed 434. 

 A snapshot of 7/3/05 monthly forecasting report records the following comparison 
from 2004 to 2005: 

 
o Inquiries have increased by 2.8% 
o Applied students have increased by 16.3% 
o Accepted students have remained exactly the same 
o Deposited students have increased by.69% 
o The percentage of change for Fall 2004 to Fall 2005 has increased in two 

of three areas 
o Conversion rates have increased in two of the three areas 
 

 Fall 2005 Conversion Fall 2004 Conversion
% 

Change
Inquiry 4144  4024  2.9% 
Applied 601 14.5% 503 12.5% 2% 
Accepted 270 45% 270 53.7% -8.7% 
Deposited 145 53.7% 144 53.3% .4% 

 
  

 A large number of canceled complete files were evident during the months of 
May, June and July 

 The weekly admissions funnel analysis demonstrated the following: 
 

o An increase in the number of applications every week from the end of 
December to 7/3/05 

o A decrease in deposits was seen in late April and early May 
o A 35.9% increase in the number of students attending Preview Days 

 
 The addition of the Director of Admissions has provided solid 

leadership/management for the office and has improved the Admissions office 
relationship with other strategic enrollment offices on campus. However, the 
constant turnover in admissions counselors and part time assistants has left the 
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admissions office with a void that requires constant training fostering a lack of 
stability. 

 
RESPONSE 
 

 In order to further increase the number of web-based applications, subsequently 
increasing enrollment, the following items will be worked on: 
 

o Site design changes will be made to have a greater appeal on prospective 
students 

o Modifications to the site structure will be made allowing easier access and 
navigation to the admission site and other enrollment information 

o A search engine positioning strategy (SEP) will be developed 

o Admissions counselors will be scripted to recommend the website as a 
means of applying, and postcards will be printed that indicate the option of 
applying via the website instead of using a traditional paper application. 

 
 Based on the evaluation of the monthly forecasting reports, weekly funnel 

analysis, and inquiry source analysis will prompt the following changes: 
 

o Increase the number of qualified prospective students needed for 
enrollment by: 

o Creating new targeted audiences like the home school market, Christian 
high school students, transfer students, non-traditional students, and cohort 
students  

o Attending additional probe events will be considered / evaluated 

o Developing a junior year communication flow to raise the matriculation 
rate of students entering the College database prior to their senior year 

o Further developing a communication flow to home school organizations, 
external students, and cohort students. 

o Communicating additional financial aid information to admitted students 

 

 Increase the yield rates by: 

o Focusing phone calls on various parts of the admissions funnel based on a 
calendar cycle and expected benchmarks to maintain needed levels of 
application and deposits 

o Elevating the importance of finalizing incomplete files during the April-
May period  

o Creating and mailing “Enrolling Now” postcard to all incomplete 
applicants during the April-May period 
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o Sending all inquiries paper application, as well as instructions for applying 
via the website, during the Christmas break 

o Sending a hard copy of the Housing Form to all admitted students as well 
as including instructions for completing the form online 

o Increasing the number of Preview Days from three to four 

o Marking a predetermined number of applications with a waiver voucher to 
determine of return rate is increased when fee is remove 
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BREWTON-PARKER COLLEGE 
 

OFFICE OF ADMISSIONS 
SIX-YEAR STRATEGIC PLAN 

2002-03 THROUGH 2007-08 
 

RESULTS & RESPONSES—2005-06 
 
 

OBJECTIVE 1 
 The office of Admissions will assist the Department of Enrollment Management 
in its goal of improving enrollment by improving and strengthening recruitment 
processes. 
 
RESULTS 
 

• The Mount Vernon campus admissions office recruited 261 new students fall 2005.  
This number is 10 down from the year before.   

 

0

1000
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3000

4000

5000
Funnel History

2002 4596 558 300 251

2003 3779 537 283 259

2004 4106 587 280 271

2005 4343 708 272 261

Inquiries Applieds Accepts Enrolls

 
 

• The funnel report shows the following: 

 The number of qualified prospective students has continued to rise over the last 
three years 

 The number of applicants continue to increase over the last three years 

 The number of accepted and enrolls fluctuate each year  

• Web based applications were increased this year. 
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 We received approximately 300 web-based applications from September 2004 
through July 2005. 

 The web site address is now included in all printed promotional materials and 
advertisements 

• The chart below shows the breakdown of some of the top producing primary source 
codes for fall 2005 new students.  85% of those who deposited actually enrolled.   

G
T

 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 

Source Event Source Inquiry   Applicant   Accepted   Confirmed   
Code   Total % Total % Total % Total % 

PF Probe Fair 778 5% 41 59% 24 46% 11 64% 
N/A Unknown 423 61% 259 51% 133 46% 61 84% 
EM Email 418 15% 63 59% 37 43% 16 81% 
SA SAT 378 18% 69 74% 51 45% 23 96% 
MC My College Option 369 1% 2 100% 2 50% 1 100% 
CF College Fair 348 4% 13 62% 8 38% 3 67% 
SP Sports tryouts 308 5% 15 73% 11 55% 6 100% 
NC NRCCUA 210 28% 58 47% 27 44% 12 83% 
IC Inquiry Cards 193 10% 20 45% 9 67% 6 100% 
CI Call In 93 22% 20 60% 12 83% 10 90% 
CO College Outlook 86 2% 2 0% 0 0% 0 0% 
GN GBC Student Award  80 0% 0 0% 0 0% 0 0% 
AC ACT 59 7% 4 50% 2 100% 2 100% 
AT Athletic Referral 56 2% 1 100% 1 0% 0 0% 
HT High School Transcript 41 29% 12 75% 9 44% 4 75% 
CV Campus Visit 41 24% 10 80% 8 63% 5 80% 

             
RAND 4,267 15% 624 57% 358 47% 168 85% 
 Probe Fair continues to be the best source for inquiries OTAL :   

 SAT scores are a strong source lead for the office 

 NRCCUA continues to produce in the top 10 for inquiries and enrolls 

 Collecting source code information continues to be a problem as noticed in the 
above breakdown  

• The resignation of the Director of Admissions and subsequent resignations of two 
additional MV admissions counselors hindered recruitment somewhat during early 
summer.   

 
RESPONSE 
• The original plan to enroll 295 fall 2003, 301 in fall 2004, and 310 in 2005 hasn’t 

come to fruition.  Thus, the Admissions office will do the following: 

 Change the Mount Vernon new student enrollment schedule to the following: 

• Fall 2006  270 

• Fall 2007  297 

• Fall 2008  327 
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 Collect better data and properly input data so that a review of the source codes 
will provide better information for decisions:  

o Remove duplicate or similar source codes  

o Add new source codes that are more informative  

o Instruct all of admissions & external staff to ask for the source information 
on EVERY inquiry  

 

 Increase the number of web-based applications: 
o A new site design will be launched early fall 2006 to have a greater appeal 

to prospective students 

o Continued modifications to the site structure will be made allowing easier 
access and navigation to the admission site and other enrollment 
information 

o A search engine positioning strategy (SEP) will be developed 
 

 Increase the Admissions Funnel by the following percentages by:  
 

Funnel Goal 2007 Fall 2005 
Inquiries 7,849   4,343   
Applicants 942 12.0% 750 17% 
Accepts 471 50.0% 385 51% 
Deposits 330 70.0% 291 76% 
Enrollees 300 91.0% 271 93% 

 
o Increasing the number of qualified inquiries by: 

 Increasing travel to select high schools, home school fairs, and 
PROBE events in Georgia and its border states 

 Developing better travel materials and display units  

 Increasing the number of bought names of high school 
sophomores, juniors and seniors using NRCCUA, SAT, ACT, and 
other name sources will be used 

 Developing new search / promotional materials that attract 
prospective students to look at the College  

 Developing a recruitment strategy with the Coaches 

 Developing new strategies to recruit students: 

• Home school students 

• Christian high school students 

• Transfer students, and  

• Adult learners  
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 Developing a traveling ministry team that works out of the 
Admissions Department.  This team will: 

• Travel a majority of the weekends during regular semesters 
singing at Youth Rallies, Churches, High School Sunday 
School classes, Christian high schools, etc.   

• Travel during the summer singing at youth retreats & 
summer camps 

• Have as their first priority to minister to college bound high 
school students.  Yet, they will be trained in various 
admissions information and will carry with them 
admissions literature and travel displays.   

o Increasing the number of prospective students and parents attending 
Preview Days & regular campus visits by: 

 Identifying one person in Admissions to be the Campus Visit 
Coordinator 

 Developing a student team that will give planning and assistance at 
each campus visit or Preview Day 

o Increasing the number of applications by: 

 Increasing the number of Inquiries (see above) 

 Improving conversion rates between Inquiry and Applied by  

• Improving Tele-counseling  

• Improving COM flow 

• Better segmentation of types of students  

• Utilizing full time counselors to work certain leads 

 Utilizing technology better by 

• Understanding how Generation M, X, and Boomers uses 
technology 

• Training all staff on EMAS and its capabilities  

• Developing a more interactive website  

• Utilizing electronic newsletters and other communication 
tools better 

 Improving on the image of the College by 

• Creating a Marketing Team made up of faculty and staff  

• Developing awareness strategy targeting certain audiences  

• Improving the quality of the advertising, promotional, and 
literature 
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o Increasing the number of admits by:   

 Continuing to develop and utilize student admissions counselors  

 Increasing the number of phone calls to applied students by 
counselors  

 Continuing to improve communication between College, student 
and parent 

o Increasing the number of deposits by: 

 Developing a strategy to help students complete their application 
earlier 

 Developing a stronger communication and better awarding practice 
between Admissions, Financial Aid, the students and their parents  

 Continuing to develop stronger “Trigger” awards for freshman and 
transfer students  

o Increasing the number of enrollees by: 

 Developing a more effective New Student Early Registration 
process 

 Working with the student, parent, and Financial Aid to finalize 
each student’s financial aid package quicker 

o Continuing to review and develop communication flows for the following 
groups: 

 High school sophomores and juniors 

 Home school organizations 

 External students by site and discipline, and  

 Cohort students 

 Seek to add one additional MV admissions counselor 

o During the fall 2005 recruiting year the three admissions counselor had a 
load of 90.3 enrolled students each.  If approved to hire four MV 
counselors, each person will have a recruitment load of 75 enrolled 
students each.   

Funnel Goal 2007 Fall 2005 
Inquiries 1,962   1,474   
Applicants 235 12.0% 251 17% 
Accepts 118 50.0% 128 51% 
Deposits 82 70.0% 97 76% 
Enrollees 75 91.0% 90 93% 
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BREWTON-PARKER COLLEGE 
 

OFFICE OF ADMISSIONS 
SIX-YEAR STRATEGIC PLAN 

2002-03 THROUGH 2007-08 
 

RESULTS & RESPONSES—2006-07 
 
 

OBJECTIVE 1 
 The office of Admissions will assist the Department of Enrollment Management 
in its goal of improving enrollment by improving and strengthening recruitment 
processes. 
 
RESULTS 
 

• The Mount Vernon campus admissions office recruited 248 new students fall 2006.  
This number is 13 down from the year before.   

 

  FA 06 FA 05 FA 04 FA 03 FA 02 FA 01 
Inquiries 3966 4343 4106 3779 4596 3178 

Applicants 664 708 587 537 558 465 

Admits 354 322 314 283 300 295 

Enrolled 248 261 271 259 251 246 

Counselors 3 3 3 4 4 4 

EN/CNSLR 83 87 90 65 63 62 
 

RESPONSES 
 
During 2006-07, the Division of Enrollment Services will continue to guide recruitment 
and retention efforts aimed at improving the College’s enrollment by:  

1) Fine-tuning recruitment and admissions strategies by: 

a. Creating a number of strategies that will increase the number of new 
enrollees for each targeted population 

i. Develop new communication flows 

ii. Decentralize some of the admission functions to the External sites 

iii. Enhance and expand Admission Events 

iv. Collaborate more with faculty and staff 

v. Increase merit scholarships 
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b. Creating a strategy that will change the Admissions Funnel by increasing 
the number of inquiries, applicants, accepts, deposits, and enrolls as shown 
in the chart. 

i. The main strategy is out reach to students.  Continuous 
communication is essential.  Recruiters will be held accountable 
for telecounseling and follow-through. 

ii. External site Directors and staff must do outreach to corporate 
entities to increase funnel activity. 

c. Creating a strategy to increase the number of qualified web-based visitors, 
inquiries, and applicants to the BPC website.  

i. The website must be more interactive and attractive for visitors. 

d. Creating a strategy that will increase the number of campus visits by 
prospective students  

i. Saturday hours must be marketed 

ii. Student tour guides and Baron Ambassadors will be formed. 

e. Creating a strategy that will encourage admission counselors to stay for at 
least a full two years.  

i. Additional training is needed for counselors to feel confident in 
their work 

ii. A salary study will be conducted for competitive purposes 

iii. Intentional interviewing of prospective counselor candidates will 
be performed.  

f. Collecting better data and properly inputting data so that a review of the 
source codes will provide better information for decisions 

i. Code everything so that we know our return on investment 

g. Creating a strategy that will encourage better recruitment collaboration 
between the Admissions Office, the Coaches, and other academic units. 

i. Conduct meetings with various campus constituents so that all are 
on the same page and executing best practices. 
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BREWTON-PARKER COLLEGE 
 

OFFICE OF ADMISSIONS 
SIX-YEAR STRATEGIC PLAN 

2002-03 THROUGH 2007-08 
 

RESULTS & RESPONSES—2007-08 
 
 

OBJECTIVE 1 
 The office of Admissions will assist the Department of Enrollment Management 
in its goal of improving enrollment by improving and strengthening recruitment 
processes. 
 
RESULTS 
 

1) The Mount Vernon campus admissions office enrolled 250 new students fall 
2007.  This number is 2 greater from the year before.   

 

  
  

FA 06 FA 05 FA 04 FA 03 FA 02 FA 01 FA 08 FA 07 
Inquiries 5831 6657 3966 4343 4106 3779 4596 3178 

Applicants 891 774 664 708 587 537 558 465 

Admits 524 385 354 322 314 283 300 295 

Enrolled 
 

279 
 

250 248 261 271 259 251 246 

Counselors 4 4 3 3 3 4 4 4 

EN/CNSLR 70 63 83 87 90 65 63 62 
 

2)  A new communication flow segmented by population of freshmen, transfer, and 
external was developed to improve funnel percentages. 

3) To improve efficiency Admission functions related to external students where 
decentralized to external locations. 

4) A new Admissions event was created: overnight hosting. 

5) Implemented and marketed Saturday hours of availability of Admissions staff. 

6) Formed a website committee to in incorporate a stronger message and easier 
navigation for prospective students visiting our website. 

7) Increased training and professional development for Admissions counselors. 
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RESPONSES 
 
In completion of the strategic plan for the 2002-2003 through 2007-2008 Admissions has 
instituted a number of changes that have allowed implementation of best practices and 
allowed us to train and modernize our staff and procedures.  While many of these are part 
of our day to day procedures, we have organized our department to increase efficiency, 
communication and customer service.  Many of these are in a specific recruitment plan, 
and will be for the new Strategic Planning period of 08-09, all with the strategic goal of 
raising enrollment by 10%. 
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BREWTON-PARKER COLLEGE 
 

OFFICE OF ADMISSIONS 
SIX-YEAR STRATEGIC PLAN 

2002-03 THROUGH 2007-08 
 

 
OBJECTIVE 2  

The Office of Admissions assists the Division of Enrollment Services in its 
mission of nurturing and developing the whole student in a caring, Christian environment 
by advancing the Christian distinctiveness of the College.  

ACTION PLAN  
The Office of Admissions will use recruitment brochures, letters, and view books 

that clearly identify the College as a Christian institution.  

ASSESSMENT  
An annual review of recruitment materials will be recorded.  

TIME  
Annually 

RESOURCES  
Time and annually budgeted funds  

RELATED TO  
Institutional Goal No. 4 
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OBJECTIVE 2  

The Office of Admissions assists the Division of Enrollment Services in its 
mission of nurturing and developing the whole student in a caring, Christian environment 
by advancing the Christian distinctiveness of the College.  

ACTION PLAN  
The Office of Admissions will use recruitment brochures, letters, and view books 

that clearly identify the College as a Christian institution.  

RESULTS 
During the spring semester, the Vice President for Enrollment Services and the 

Director of Admissions conducted a review of recruitment materials to determine their 
effectiveness in advancing the Christian distinctiveness of the College. 
 
RESPONSE 

When new materials are printed, more scripture verses will be added and pictures 
demonstrating Christian service will be included. 
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OBJECTIVE 2  

The Office of Admissions assists the Division of Enrollment Services in its 
mission of nurturing and developing the whole student in a caring, Christian environment 
by advancing the Christian distinctiveness of the College.  

ACTION PLAN  
The Office of Admissions will use recruitment brochures, letters, and view books 

that clearly identify the College as a Christian institution.  

RESULTS 
During the annual creation of promotional materials new language and visuals 

were or are being considered that will enhance the readers understanding of the Christian 
distinctiveness of Brewton-Parker College.  The Dean of Enrollment and the Admissions 
office have included statements in the View book, communication flow letters, website, 
and other promotional materials that talk about BPC’s distinctively Christian atmosphere.   
 
RESPONSE 

When new materials are printed, more scripture verses will be added and pictures 
demonstrating Christian service will be included. 
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OBJECTIVE 2  

The Office of Admissions assists the Division of Enrollment Services in its 
mission of nurturing and developing the whole student in a caring, Christian environment 
by advancing the Christian distinctiveness of the College.  

ACTION PLAN  
The Office of Admissions will use recruitment brochures, letters, and view books 

that clearly identify the College as a Christian institution.  

RESULTS 
During the spring semester, the Vice President for Enrollment Services and the 

Director of Admissions conducted a review of recruitment materials to determine their 
effectiveness in advancing the Christian distinctiveness of the College. 
 
RESPONSE 

When new materials are printed, more scripture verses will be added and pictures 
demonstrating Christian service will be included. 
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OBJECTIVE 2 

The Office of Admissions assists the Division of Enrollment Services in its 
mission of nurturing and developing the whole student in a caring, Christian environment 
by advancing the Christian distinctiveness of the College.  

ACTION PLAN  
The Office of Admissions will use recruitment brochures, letters, and view books 

that clearly identify the College as a Christian institution.  

RESULTS  
During the 2004-2005 academic year a new view book was created that 

incorporated images and language that highlighted the College as a Christian institution.   
 
RESPONSE  

Additional materials will be developed during the 2006-2007 academic year.  In 
each brochure the phrase “Unapologetically Christian” and “Proudly Baptist” will be 
used to further the College message of being a Christian college.   
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OBJECTIVE 2 

The Office of Admissions assists the Division of Enrollment Services in its 
mission of nurturing and developing the whole student in a caring, Christian environment 
by advancing the Christian distinctiveness of the College.  

ACTION PLAN  
The Office of Admissions will use recruitment brochures, letters, and view books 

that clearly identify the College as a Christian institution.  

RESULTS  
During the 2004-05 academic year a new view book was created that incorporated 

images and language that highlighted the College as a Christian institution. This 
emphasis was continued during the 2006-07 academic year, with each brochure bearing 
the phrases “Unapologetically Christian” and “Proudly Baptist” used to further the 
College message of being a Christian college.   
 
RESPONSE  

Assigned responsibility of brochure development was shifted from the Office of 
Admissions to the Office of Marketing. The Office of Admissions worked to achieve the 
objective of advancing the College’s Christian distinctiveness through activities such as 
including times of prayer in orientation events, working to involve campus visitors with 
opportunities to participate in Baptist Campus Ministries events, presenting information 
to potential students about mission opportunities, and working to forge relationships 
between prospects and current students.  
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OBJECTIVE 2 

The Office of Admissions assists the Division of Enrollment Services in its 
mission of nurturing and developing the whole student in a caring, Christian environment 
by advancing the Christian distinctiveness of the College.  

ACTION PLAN  
The Office of Admissions will use recruitment brochures, letters, and view books 

that clearly identify the College as a Christian institution.  

RESULTS  
The Office of Marketing has developed thematic materials for use with 

Admissions.  (Ed.—Contact Kelley Arnold for details about specific numbers, materials, 
etc…)  This has been in effect since 07-08 academic year. 
 
RESPONSE  
 

The strategic goal of branding, image recognition, and editing has been improved 
by the actions of the Marketing department.  Any particular design or idea must meet 
with marketing approval; this includes smaller, segmented mailings directed and created 
by the Office of Admissions.  ALL OFFICIAL material and publications are created and 
developed by the Marketing department. 
 


