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	Annual Unit Plan July 1, 2010 – June 30, 2011
	Unit:
	Recruiting

	
	
	
	

	
	FKCC Mission Statement: Florida Keys Community College is an open-access, educational institution dedicated to serving the intellectual, diverse, cultural, and occupational needs of the Florida Keys as well as the global community. The college is committed to student-centric academic programs and services, workforce development, continuing education, diverse partnerships, electronically delivered instruction, and sustainable practices that prepare students for personal success and responsible citizenship.  

	

	Type of Plan:
	
	Zero based
Budget
	
	Self-Funded
	X
	Additional Budget Requests for Personnel, 

Supplies, Equipment (attach budget request form)
	
	Additional Budget Request for Renovations/ remodeling (attach budget request)

	

	Division:
	Marketing
	Unit Director:
	Love
	Budget Acct No.:
	541000
	Total Amount Requested (Only for Annual Plans requesting new/additional money):
	$ 5,000

	

	Unit Purpose Statement:
	The purpose of the recruiting and marketing department is to provide students, staff, faculty and the community with comprehensive information about the college and its programs and services.

	Unit Goal:
	Continue to increase awareness both locally and globally 

	Link to College Goal:
	1.5, 4.13, 3.8, 2.6

	

	Unit Objective/Project Description

(assign priority - #1 = highest)
	Link to Plan
	Expected Outcome
	Assessment Criteria &  Evaluation Methods
	Assessment Results

(use of actual data to describe annual performance)
	Use of Results

	Increase awareness locally and globally


	1.5, 2.6, 3.8, 4.13
	· Increase enrollment by 5% in AA and AS degree seeking students
· Increase presence at local high schools – 1 visit/high school per month

· Increase recruitment efforts to Military by attending INDOC and TAP classes and other sessions as determined by Fleet and Family Services
· Participate in 2 community events  per year in KW, MA & CS to increase outreach in underserved areas throughout the Keys 

· In conjunction with financial aid and Student Affairs -Attend at least 3 off-site registration visits throughout the Keys

· Attend 3 out-of-state college fairs & 1 program specific fair
· Attend approx. 7 MCSD fairs 

· Host HS Counselors appreciation luncheons at all 3 campuses 

· Collaborate with marketing and financial aid to create 1 scholarship and 1 financial aid brochure
· Upgrade Recruiter position to include increased awareness and duties required 
	· Enrollment increase by %5
· 1 HS visit per Month at all 3 campuses
· Attend INDOC and TAP class every 6-8 weeks
· Attend 2 events per year in KW, MA & CS
· Attend 3 off-site registration visits
· 3 out-of-state college fairs & 1 program specific fair
· Attend appox. 7 MCSD fairs

· Host luncheon at all 3 campuses

· Create 1 scholarship and 1 financial aid brochure 

· Position upgraded by $5,000
	Enrollment was flat
Not achieved

Achieved

Partially achieved

Achieved

Not achieved

Partially achieved

In progress

Partially achieved
Not funded


	Actual enrollment for Fall 2010 was up 1.5 fee paying FTE, however, overall FKCC did not meet the 12.8% increase that was budgeted for AY 2010-2011. Actual numbers show flat enrollment for AY 2010-2011. As a result, the budget for AY 2011-2012 will more accurately reflect current enrollment trends. 
Interest in FKCC remains strong as over 66 individual tours have been performed to date and over 60 inquiries have been received regarding housing via housing@fkcc.edu. The recruiter continues to work to aid the interested parties in matriculation. 

Recruiter also dedicates 30% of time to retention and student focused activities, including conducting WE Team at the start of every term and registration fairs to encourage early registration. 

Navy INDOC and Transition Assistance Program (TAP) classes are attended every 6 to 8 weeks depending on base schedules. This AY the recruiter has attended 10 events and conducted 4 INDCOC campus visits. This results in over 300 active service members receiving information on FKCC.

Recruiting, in conjunction with Financial Aid and Advising Services three registrations visits have been planned, including FAFSA Saturdays in April of 2011 (4 events), Take Stock in Children Conference Day on April 9, 2011, MLK Jr. Day Events in February 2011.

MCSD has hosted 4 events that FKCC has participated in, including KWHS, CSHS, and MHS college fairs in Fall 2010 and KWHS curriculum night in Spring 2011. FKCC is also hosting Take Stock in Children’s Conference day Keys wide on April 9, 2011, Go Higher Get Accepted for all MCSD seniors on March 30, 2011, and hosted campus visits for CROP (January 2011), AVID (January 2011) and elementary school visits (January 2011) serving approx 180 students. 

Recruiter is working with Advising Services to schedule a luncheon for high school counselors in Spring 2011. The goal is to facilitate a stronger relationship between FKCC and the local high school counselors to aid in determining student needs. 
A brochure has been partially produced and is geared towards high school students.  It is used opposed to individual financial aid and scholarship brochures. The hs brochure includes financial aid and scholarship information. The goal is to increase awareness of FKCC affordability, convenience, and quality and to promote FKCC to local and state-wide hs students.  

	Revise and strengthen Banner EM Practices


	3.8, 4.13,
	· Create a 2nd campaign to communicate with prospective students
· Determine the ROI on source yields from prospect to applicant and applicant to matriculant through tracking 
· C0-Develop 1 new retention campaign
	· 2nd campaign created
· Determine Return on Investment 

· 1 new retention campaign created

	In progress
In progress

Achieved
	Reworking of prospective student campaign to focus on more electronic communication is underway. In light of budgetary concerns, fiscal responsibility calls for less in mailing costs and more efficient use of technology available.  

New marketing initiatives are being implemented and ROI will be determined on a regular basis. This aids in determining best use of limited marketing resources.

Retention campaigns are run on a term by term basis and continue to be created and run prior to the start of every term. These occur in the late summer, early fall, and mid-spring.  The goal is to inform current students of upcoming important dates and registration information. 
Not achieved items due to:

· Recruiting budget experienced a 20% reduction in AY 2010-2011, which was further cut by another 40% in January 2011. This resulted in no budget for travel for the spring season and limited resources for printed material production. 

· Due to the fact that recruiting consists of one full time staff member, priorities have shifted resulting in less focus in areas such as hs visits.  


