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ENROLMENT AND RECRUITMENT STRATEGIES FOR 2008 AND BEYOND

1. INTRODUCTION
The Tshwane University of Technology (TUT) is critically dependent on the recruitment of quality first-time-entering student, in sufficient numbers and in the projected ratio of the four major fields of study to ensure the financial sustainability of the University.  The TUT business model is, however, not informed exclusively by financial considerations.  Other considerations include the need to broaden access to higher education to, especially, the previous disadvantaged sectors of society; the need to match the outputs of the University with the needs of the marketplace; and the national imperative to move enrolments over time towards SET related qualifications.

It is also imperative to align the recruitment strategy to the institutional enrolment planning statements, which has put forward priority aspects as TUT’s contribution to National Human Resource needs.   This relates to:

· General growth in SET related fields with specific focus on Mechatronic and Manufacturing, Engineering, Health Care Professions, Water technology, Industrial biotechnology.

· Pre-service Teacher education for Science, Mathematics’s and Technology teachers.

· Tourism

· Postgraduate enrolments (PG) 

· Business and Commerce (B/C) related fields.

TUT has experienced a substantial decrease of -19% in Headcount enrolments between 2004-2007 which can be contributed to various factors.   It is therefore necessary to identify pro-active strategies that will ensure that TUT’s headcount target of 56 000 is reached.

The purpose of this document is to:

· Develop and implement a targeted marketing and recruitment campaign in support of the Tshwane University of Technology’s Enrolment Plan for 2008, with specific reference to the enrolment needs of the Soshanguve- and Ga-Rankuwa-based faculties.

· Describe the differentiating activities TUT will pursue for the 2009 academic year to gain competitive advantage in the marketplace and achieve its FTEN student recruitment objective.  It sets out a systematic and professional approach aimed at recruiting quality1 first-time-entering (FTEN) students in sufficient numbers2 and in the correct SET ratio3.

· Identify specific enrolment strategies and activities that can contribute to the student enrolment growth.

2. PROPOSED ENROLMENT SIZE, SHAPE AND OUTPUT TARGETS

TUT submitted the report “Student Enrolment Planning Tables and Notes” to the DoE which sums up the input and output targets for 2007-2011.  The Minister of Education approved the following enrolment plan and performance targets for TUT, which constitute the enrolment statement of intent in this regard (as quoted from the ministerial letter, dated 14 March 2007):

1. Head count student enrolments will be permitted to fall from 60 400 in 2005 to 56 000 by 2010;  an average annual decline of -1.5% between 2005 and 2010.


2. 40% of head count enrolments must by 2010 be in science and technology majors and 35% in business/management majors.  The proportion for humanities majors must be at most 25% with education majors having at least a 7% share of the head count enrolment in 2010.

3. At least 76% of 2010 head count enrolments must be in undergraduate diplomas, and 18% in undergraduate degrees.  The proportion of enrolments in postgraduate qualifications must not exceed 6% of which 5% should be Master  & Doctorate enrolments.

4. Unweighted full-time equivalent student enrolments are permitted to decline from 47 000 in 2005 to a maximum of 45 000 by 2010, an average annual decrease of -1.0%.

5. The average success rate for all undergraduate plus postgraduate courses must improve from the 2005 average of 67% to 70% by 2010.


6. The ratio of graduates to head count enrolments must improve from the 2005 ratio of 16% to 18% by 2010.  The total of graduates produced must be at least 10 000 in 2010, compared to the 2005 total of 9 400.
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7. The university is allocated a total of 74 300 (weighted) teaching input units for 2010, on the understanding that it will operate within the above approved plan and meet the various agreed targets.  The university’s share of the national funded total of teaching input units will thus decrease to 8,21%.  Earmarked funds will be allocated to TUT to help meeting the shortfall in funding which will result from the decline in its share of the teaching input total.

The Department of Education will monitor, on an annual basis, the performance of TUT in relation to the above input and output targets.

3. ENROLMENT AND RECRUITMENT STRATEGIES FOR 2008 COHORT

The objective for 2008 will be to maximize the enrolment for the 2008 year through inter alia an aggressive marketing and recruitment campaign for First Time Entering students (between August and September 2007) as a short term strategy.

The projected size of FTEN student needs to be 25% of the total HC of 56 000.

SHORT TERM STRATEGY:


3.1      Marketing and recruitment Campaign (2007)


The purpose of this short campaign will be to:

· Create top-of-mind awareness of TUT in selected target markets;

· Position TUT as an excellent higher education option with prospective students and other key stakeholders;

· Publish the new closing date for applications;

· Encourage prospective students to apply for enrolment before this date;  and

· Facilitate enquiries from prospective students and the sending out of application forms.

3.1.1 Timing & Scope


Due to the limited funds available (+R1,5 million) it was decided to concentrate most campaign activities in a two week period during August/September 2007 to maximize frequency, and impact.  This period was moved forward somewhat by the public service strike, which resulted in the closing date for applications being moved to 15 September 2007, as well as by the strike by TUT staff in August.  A variety of media and channels is being used in parallel to enhance the mutual reinforcement of the message with selected target audiences.

3.1.2 Identity & message

A unique visual identity was developed for the campaign.  To appeal to the youthful target audience the “hip-hop” visual branding line already in use with Heita, TUT’s award-winning student publication, was further extended and adapted to the variety of media/channels used in the campaign.

Two key message appeals are applied consistently throughout the campaign:  “Enroll now for 2008”;  and “Applications close on 14 September”.



Other message elements include:

· “Apply now to study”;

· “If your June marks aren’t available, you can apply for study next year using your Grade 11 marks”;  and

· Call 086 110 2421 for more information or visit www.tut.ac.za to download the application form”.

3.1.3 Campaign Construction

The following elements are being deployed as part of the campaign:

· Targeted recruitment:
It is of the utmost importance to re-position the Soshanguve and Ga-Rankuwa learning site during the marketing campaign of 2008.  It will also entail the improvement of the campus’s physical look.  Therefore the following activities will take place:

· In addition to its ongoing recruitment activities, the Recruitment Section is visiting all schools in the Soshanguve and Ga-Rankuwa areas in August and September to address learners, put up campaign posters and distribute flyers to Grade 12 learners;

-
Two major career exhibitions were incorporated into the campaign:

*
Sasol TechnoX in Sasolburg:  13-17 August;  attended by                            an estimated 20 000 SET learners;  and

*
SABC Education Careers Fair in Polokwane:  13 – 17 August; attended by an estimated 30 000 Limpopo learners.


-      Career exhibitions in shopping centres are being arranged to coincide with the campaign.

· Outdoor advertising:
· Pole-ads are used in the Tshwane municipal area, concentrated along the main arterials and displayed in sets of three, from 4 August till 4 September.

· Electronic notice boards are used to display a three second message, flashed every three minutes, to passing traffic on the N1 North and South and to traffic entering Pretoria via Potgieter Street.

· Giant billboards will be erected in September at the entrances to the Pretoria, Soshanguve and Ga-Rankuwa Campuses to reinforce the message with staff, current students and visitors;  the current billboard on the Architecture Building on the Pretoria Campus will also be replaced as part of the campaign.

· Online advertising:
· The TUT Internet site was adapted to prominently display the “Enrolment 2008” option on the front page;  and the site was hyperlinked with seven high-traffic sites (e.g. Ananzi, Sowetan, and Mail &Guardian) to direct prospective students and other stakeholders to www.tut.ac.za.  In addition free banner hosting was negotiated with some of TUT’s main suppliers.

· Radio advertising:
A radio advertisement (a 30 second and a 50 second version) was produced by TUT students working at Top Stereo for use on:


-
The two TUT community radio stations (TUT FM and Top Stereo) in August and September;  and

-
Nine commercial stations for two weeks (214 spot of 30 seconds each/English, plus four indigenous languages) in August/September.

· Cinema and TV advertising:
· An audiovisual advertisement was created by the Motion Picture Academy in both widescreen cinema and television format.

· The advertisement will be screened for a month in 12 Ster Kinekor theaters (60 times a day) in Gauteng and Polokwane from 31 August.

· The television version of the advertisement will be flighted from 29 August until 12 September on SABC1 (13 spots of 30 seconds each).  The placement of TV advertisements has been selected to maximize exposure to youth.  In addition, the e-TV coverage will include a SMS-competition for learners.

· An adapted version of the advertisement will be published online on YouTube in September.

· Print advertising:
A series of print advertisements was created for placement in 11 publications in August/September.  These include daily newspapers such as Sowetan, Daily Sun, Pretoria News and The Star, popular family magazines such as Drum and You;  as well as magazines specifically targeting the youth, e.g. Youth for life.  It will also be beneficial to use the local newspapers of the Soshanguve and Ga-Rankuwa areas.

· Other media:
· A series of three targeted messages will be faxed to 2 000 high schools countrywide in the tree weeks prior to the deadline for applications;  via the Vax system.

· All current students, and staff, will receive an SMS message two weeks prior to the deadline, asking them to remind friends and family who want to enroll to get their application forms in on time.

· A concerted effort will be made to publicly highlight TUT successes with targeted media releases, especially during the last three weeks of the campaign.
3.1.4 Measurement

While the effect of several campaign elements will be measured individually, the ultimate measure of the campaign’s success will be whether the enrolment targets for 2008 are reached.



LONG TERM STRATEGIES
4. ENROLMENT STRATEGY FOR  FIRST TIME ENTERING STUDENTS

The enrolment strategy is to maximize the fist year intake to a shape of 25% of the total Headcount while decreasing the dropout of the first time entering students to less than 20%.  The current average is 40%.  The rationale will also be to assist schools to improve the “quality” of learners as prospective students.

It is therefore a two pronged approach whereby the recruitment and marketing activities of the institution will ensure a maximum intake on first year level and teaching and learning activities will need to ensure an increase in the success rate.

The following activities have been identified to ensure a first time entering shape of 25%:

4.1 Increased access to potential students

An increase in access to potential students can be provided by:

· Increasing enrolment in current Foundation Programmes
· Increasing the number of Foundation Programmes
· Re-curriculating current, relevant SLP to a full time Foundation Programme.
· Managing a dual system of Foundation Programmes whereby the current, approved Foundation Programme that received the “top-up” funding of the DoE runs concurrently with new identified or converted programmes, such TAP and TAC.
· Writing timeously the new proposals for additional top-up funding for the next funding cycle.
4.2 Feeder school system

Adapt a Feeder school system whereby:

· Each Faculty identifies and adopts 10 top feeder schools.  Criteria will be developed.
· Deans and/or HoD’s establish a personal relationship with the management of the 10 top feeder schools of its Faculty.

· Teacher training initiatives are initiated in the feeders school, especially relating to Math’s, Science and Technology, (M,S,T).

· Offer Merit bursaries to quality and competent prospective students through a targeted selection process.

AND/OR

4.3 DiNaledi Schools 


Adopt DiNaledi Schools and assist them by:
· Creating an interest in Science, Engineering and Technology.

· Offering in-service teacher training programmes.

· Offering vacation schools for Gr 12 learners.

· Inviting Science and Computer Science teachers to visit TUT where they can be exposed to laboratory practices, experiments etc.

4.4

Feeder College for TUT


Investigate the proposed SET “College” of TUT in Soshanguve.

4.5            FET  and Technical Colleges

Target and recruit potential students from the Technical and FET colleges in applicable fields.

4.6 Partnership with Royal Bafokeng
Establish a partnership with the Royal Bafokeng especially in the fields of Science, Engineering and Technology.

4.7 Targeted and selective recruitment

Analyze application and registration addresses, profiles and performance records in order to determine focus areas for recruitment per faculty.  Targeted marketing can be beneficial especially if the employee profile and the profile of successful students is known.
4.8            Coordinated strategy 
It is an imperative that a coordinated strategy between the central recruitment unit and the faculty marketers be established.
5. ENROLMENT STRATEGY FOR  NEW POSTGRADUATE STUDENTS

The approved enrolment size for postgraduate enrolments is 6% of which Masters and Doctorate enrolments should reach 5% in 2010.

The “feeder” system for Post Graduate studies can be fourfold:  Own students, students from other HEI, international students and industry.

Attracting students for Post Graduate programmes usually depends on the “standing” of the qualification, financial support available in the format of bursaries, a favourable environment, recognition status of supervisors and the niche area of an institution.

As a young UoT, TUT is not yet recognised for a certain niche area through which students can be attracted.  A recent benchmarking, although not detailed, on the value of post graduate bursaries indicated that the value of bursaries offered at TUT are amongst the highest in the country.  Being on a developmental trajectory in research, number of recognised supervisors is too few to attract large numbers of Post Graduate students.  The offerings of new Post Graduate programmes are also limited as the promulgation of the HEQF is in the pipeline.  
With this background it is clear that a short term strategy will be to recruit TUT’s “own” students by using the available bursary scheme as an incentive, and utilize the current expertise of professors to attract more Post Graduate student.  This should be a dedicated activity of each Faculty. 
As a long term strategy with immediate effect the following activities are proposed:

5.1 Inter-faculty collaboration agreement between the 6 UOT’s and comprehensive universities 

· The offering of M Tech and D Tech qualifications are limited and thus prospective B Tech and Postgraduate students can be recruited for PG programmes, not offered by  other UoT’s or Comprehensive Universities,  but at TUT - and vice versa.

· Diversify PG offering amongst UoT.  It will be necessary to conduct an Environmental Scan to determine the areas of competencies amongst UoT.


5.2 Generic Post Graduate (PG) Qualifications

More “generic PG” qualification will be developed whereby a more Multi-disciplinary approach can be implemented.
5.3 Postgraduate students from Industry


An increase in postgraduate enrolment can be achieved if TUT recruit prospective students from Industry.  It will be necessary to develop a recruitment strategy for PG for 2009.  (Corporate Affairs and Marketing (CA & M)). An immediate action will be to post recruitment posters at conferences and industry.
5.4
Full-time Postgraduates


Recruitment of  PG on full-time basis can be seen as an option, however this strategy will need financial resources through bursaries.


5.5 Residential Preference

Earmarked (block reservation) residential places for PG students should be made for the new 2008 postgraduate cohort, if requested.


6. ENROLMENT STRATEGY TO RETAIN STUDENTS

The current dropout rate for TUT is 35% in total and 40% on average for first years.  Therefore various activities are identified to improve the retention of students on first year level specifically.  Retaining students for B Tech studies will ensure a future cohort of Master students.

This section is supported by the current activities identified by the Throughput Committee to decrease the dropout rate.  Strategies as stated in the “Teaching, Learning and Technology Strategy” are also applicable as it refers to the following:

· Improvement of competency levels of lecturing staff through various programmes such as mentorship.

· Improvement of Academic Managers through the “License to lead” programme.

· Development and support to students.

· Teaching and Learning with Technology initiatives of which online access to notes, assignment is one of the initiatives.
· Student mentorship and tutorial programmes.
The following strategies can be adapted and implemented from 2008.
6.1 Retain  First Time Entering Students
In order to increase the throughput rate to >20%, the dropout rate of first years should be reduced to 20% or less.  This entails a success rate of first year study of 75%.  Therefore the following activities are proposed: 
· Counter the drop of FTEN in the 1st semester of  the first year of study by identifying students at risk at end of January and at the end of March after the first test cycle.

· Profile all new students in the first time entry category to determine at-risk areas and plan (and prescribe) the essential interventions on differentiated levels.  Profiling can also take place before registration take place.
· Implement a tracking system to track at risk student’s academic performance.


· Change the approach of life skills to a “self regulatory learning approach”  and introduce teaching modules for first year students to ensure a self regulated learning approach followed by a viewed life skills curriculum.  This will ensure that students take ownership of their own learning.

· Conduct critical review of admission procedures work flow

· Implement an extensive campaign to communicate new admission requirements to applicants and staff
· Implement an extensive mentorship programme for TUT students through: 

· Training, supervision, monitoring of programmes as well as  development of data platform to facilitate extensive mentorship programme

· Collaborate with other HEI for a mentorship platform in the format of an e-platform. 
· Use preferably M students as mentors.
· Collaboration with  the FOTIM project on mentorship to expand capacity.

6.2

Retain prospective B Tech  & M Tech students

TUT needs to manage its shape to an 18% B Tech cohort by 2010.  This means that the throughput of students on 3rd level National Diploma needs to increase and prospective students eligible for the B Tech programme need to be identified and retained as a student.  The following activities are proposed and can also be applicable to a prospective cohort for a Masters degree:

· Establish a “Deans List” by identifying top quality students, and retain them for entering to a higher level qualification.


· Retain 75% of 3rd year National diploma students for the B Tech qualification by implementing the following modes of delivery:

· Distance Education

· Re-establish and strengthen the “evening class” option

· Introduce more block programmes offerings
· Investigate the offering of block programmes at the Industry (determine viability)

6.3 Other Enrolment Strategies

6.3.1 Distance Education
It is an option to introduce programmes on a distance mode as TUT needs to manage it’s shape within a 7% allocation.  The only Faculty involved in distance education is Humanities.  The current proposed shape for 2008 from the Faculty is 5,42% (3 242 registrations).

It is therefore proposed that:

· Distance education be seen as an option within the 7% shape

· More faculties investigate the viability of distance programmes

· The rationale to offer distance education programmes is to attract the more mature student that wants to further its career, and cannot attend through block programmes, evening classes or as part-time student

· Telematic (e-learning) needs to be used as an additional teaching methodology to enrich the teaching-learning experience.

It should be state that TUT is not a distance education institution, but foresee it as a possible way to reach the more mature student.  Therefore block offerings, part-time, and evening class offerings should have preference.

6.3.2 Experiential Learning
It has been determined that students leave the institution, and do not complete its qualification due to job offerings during the experiential learning period.

It is therefore proposed that:

· An integrated WIL component is a better option especially in light of the opportunity to align the curriculum  to the HEQF.

· Offer bursaries to top quality Experiential Learning students to retain them.


6.3.3 Financial Assistance

For 2007 TUT has received R163 million for NSFAS and other bursaries that will assist financial needy students.  It is also evident that students drop out of the institution due to a lack of funds.  It is therefore proposed that:

· More bursaries be provided to academically worthy students

· One percent (1%) of the raised class fees be used for merit bursaries

· A rescue plan be proposed to identify students that were financially excluded during 2005 & 2006, although their academic performance were high.  Especially students that might be able to graduate.

7.

RECRUITMENT STRATEGY FOR 2009:  FIRST TIME ENTERING

The Strategy is designed to optimize the use of scarce resources, both human and financial, and to maximize cooperation across functions and operational units internally to achieve the desired outcomes.  Importantly, the Strategy is designed to provide in the unique recruitment need s of the various faculties and campuses.

While the Recruitment Strategy retains the two core vehicles traditionally used in recruiting FTEN students – school visits and career exhibitions – the Strategy also deploys a number of additional tactics to enhance the effectiveness of these.  The Strategy is based on the new TUT Recruitment Section structure, which provides for seven recruiters and a head-of-function operating from a centralized base.

Recruitment activities for the 2009 academic year will start in September 2007 and continue until August 2008.  An additional dynamic during this period would be the introduction of the new TUT admission requirements to align the University to the outcomes-based nature of the South African schooling system.

7.1 Recruitment Plan and Process

The reality of limited resources dictates that a process be followed by which parameters are set regarding the geographic area (footprint) in which recruitment activities is primarily focused.  This process also involves the identification of those schools where recruitment activities are likely to meet with the greatest degree of success.

To develop the recruitment footprint and system of feeder schools, student registration and graduation data since 2004 are analyzed to determine where TUT enrolments traditionally originated from;  and to gauge the likely success rate of future students from these schools.

In step 1 of this process the total number of registrations per school since 2004 is used to rank the top 1 000 feeder schools.  In Step 2 a second ranking of the same schools is produced using the success rate (completion of studies in the minimum time) of students from these schools.

These two rankings are then married with data on school pass rates and the availability of SET programmes; and plotted geographically to assist in the optimal scheduling of school visits and other recruitment activities for the year. This system allows the Recruitment Section to target its efforts and develop a stratified recruitment plan that allows for various levels of interaction with feeder schools based on their relative rankings.

Other principles applied in developing the annual recruitment plan, are the relative distance of a school from a TUT campus (all schools within a 50km radius of a campus are visited, irrespective of their feeder school ranking); and the proximity of a school to other high-ranking feeder schools (neighbouring schools are also visited to optimise the expense of a recruitment visit to an area). The planning of school visits is, furthermore, dependent on the individual programmes of the schools being visited, with annual invitations from schools being factored into the equation to produce an annual TUT Recruitment Plan. 

7.2 Faculties  and Distant campuses needs

To cater for the individual needs of faculties and distant campuses, the same process is followed to identify their unique footprints and well as lists of feeder schools for each. In addition, the specialised nature of each faculty/site is taken into account in developing targeted recruitment interventions. For example, the presentation of agricultural programmes by the Faculty of Science might necessitate the targeting of agricultural schools countrywide; depending on the analysis of registration data. Other parallel target audiences would include art schools, schools excelling in Maths and Science subjects, and schools that traditionally contribute students to unique programmes (e.g. Equine Science).

While the registration and graduation data currently available is incomplete and cannot in all instances be related back to a school of origin, the analysis thereof does provide a basis for recruitment planning and the implementation of a stratified recruitment approach. As the data improves over time, so will the targeting of recruitment efforts.

7.3 Integration of Recruitment & Marketing Activities

To ensure maximum FTEN student recruitment impact and minimise wastage and duplication it is crucial that the efforts of the Recruitment Section and that of individual Faculty Recruiters be synchronised and aligned. While it is established practice for the parties to meet annually to do joint planning, ongoing interaction is needed throughout the year to jointly identify opportunities and plan suitable responses.

For this purpose, the Recruitment Section will dedicate a Recruiter per faculty to serve as single point of liaison between the faculty concerned and the Recruitment Section. To further integrate efforts, a weekly marketing meeting will be held to share information and align marketing efforts across faculties and TUT as a whole.

As part of annual planning crucial areas of interaction will be identified (e.g. career exhibitions and trade shows); and information and resources pooled to select appropriate recruitment/marketing vehicles. It is evident that some of these exhibitions/shows are nothing more than moneymaking schemes and it is essential that a cooperative process is followed in selecting those where TUT would gain the most exposure/generate the most applications. For faculties to, in isolation, support some and the Recruitment Section others is a waste of money, time and effort TUT cannot afford.

Furthermore, it is crucial that TUT expands on the strategic process outlined above, and move beyond targeted recruitment to relationship marketing. This would involve the joining of forces between individual faculties and CA&M to identify the top feeder schools per faculty and developing a stratified plan to service the various layers of schools. In essence it would mean that the top feeder schools be handed over to the Faculty Marketers for relationship marketing purposes, but not excluded from the normal recruitment activities. Hence, coordination of activities would be essential to ensure that these key partners be seamlessly serviced.

7.4 Stratified Tactics

To optimise the strategic value of the parameter setting and planning process outlined in (3) a range of tactics are being developed for 2008. The following are some examples:

· Monitor achievements of feeder schools in media and send headmasters letters of congratulation from VC;

· Vax campaigns throughout year to all schools in footprint (not just feeder schools);

· Mailing campaign with latest information (Z-folders/wall chart/invite to Open Day/etc.) to all schools in footprint; 

· Individual letter from VC to headmasters of top 100 feeder schools thanking them for their ongoing partnership with the University;

· Visits by Deans to top 10 feeder schools per faculty;

· Feedback to headmasters on their former learners' achievements at TUT (outstanding academic and other performances); invite them to graduations;

· Business School to present free one-day management course for headmasters of selected feeder schools;

· Extra maths and science lessons for selected learners during school holidays;

· Optimise use of TUT community radio stations in reaching surrounding communities;

· Use publications of Teacher Unions to reach all teachers with marketing messages;

· Use student leaders in selected recruitment drives (at the schools they originated from);

· Cross-train faculty marketers/recruiters/information officers/contact centre agents to ensure consistence of messages and information transfer to prospective students;

· Advertise in selected career and school magazines;

· Host life-orientation educators/career guidance teachers at a skills development event on campus;

· Hyperlink TUT website to school websites;

· Award trophies/certificates/prizes to best-performing learners at selected feeder schools;

· Develop a range of TUT-branded handouts (gifts) in support of the stratified recruitment strategy;

· Develop a range of SET-specific gifts for selective use in schools and at career exhibitions (e.g. periodic table with list of SET courses on the back; branded scientific calculators, etc.); and

· Develop an annual marketing campaign designed to peak about a month before the deadline for applications. 

7.5 Timeline

This draft strategy is being made available for comment to a range of TUT stakeholders. Once finalised, it will be use to develop an overall TUT Recruitment Plan for the 2009 academic year, as well as individual plans per faculty and distant campus.

8. CONCLUSION
The activities and strategies proposed are not cast in stone.  The Task Team identified various activities based on factual evidences.  However, it is believed that all options are not exhausted. Each Faculty will also identify faculty-specific strategies which are tailor made and adapted to its environment.
In conclusion, TUT is proposing three broad strategies through which the enrolment shape can be reached.  The first strategy is to intensify recruitment and marketing activities for first time entering students, especially focusing on Soshanguve and Ga-Rankuwa through targeted recruitment and selection and partnerships.  

The second strategy is a targeted selection of Post Graduate students by the faculties.  

The third strategy is to increase efforts to retain students on first year level and in relevant programmes for possible succession to higher qualifications.
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Note 1: 	“Quality students”, for the purpose of this document, is defined as students that meet and exceed the University’s minimum admission requirements, but are talented and has academic potential


Note 2:      The TUT Enrolment Plan is used as guide in setting the relevant FTEN student recruitment targets.


Note 3:	The required SET ratio for a particular year would be predetermined as part of the development of the Enrolment Plan for that year and, as such, would be discounted in setting the FTEN targets per programme.
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