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	Annual Unit Plan July 1, 2011 – June 30, 2012
	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:
	
Student Affairs
	Unit Director:
	Love

	Budget Acct No.:
	
541000
	Total Amount Requested (Only for Annual Plans requesting new/additional money):
	
$ 4,900.00

	

	Unit Purpose Statement:
	The purpose of the recruiting is to provide potential students and the community with comprehensive information about the college and its programs and services as well as conduct outreach to current students to aid in retention. 

	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

	Maintain and upgrade communication campaigns in BRM for current and potential students
	1.5, 4.13, 3.8
	Reconstruct current campaigns to segment prospect populations and send more targeted communications.

 * Update current “inquiry” campaign to include 5 email communications and 1 mail communication. 
      - include segmentation by
         program of study
      - include program brochures
        created by marketing to further
        the message of the intended
         program. Project to be
        effective for Fall 2011
         inquiries.


Fine tune current student communication plans based on a year long schedule:
· Rework current term communication plans which occur on a term by term basis (3 per year) to mirror efforts of year long schedule and marketing efforts.  This includes promoting year round scheduling and planning to current students as a student friendly objective.
	
5 email communications

1 mail communication















Year-round promotions
· Scheduling
· Planning 






	


	

	Increase awareness of FKCC locally and globally. 

	1.5, 2.6, 3.8, 4.13
	Increase presence and outreach efforts at local high school by:

· Attend annual college fairs at all three high schools (occur in November annually) 

· maintain a monthly schedule with Ambassadors in conjunction with year round advertisements placed in high school papers. 

· Ambassadors visit after the publication of a school newspaper running a FKCC ad. 


Attend college fairs in conjunction with Marketing efforts if funding is available:
1. Recruit Military Miami in November. Cost is minimum $1,200 for booth with advertising “add ons” to be discussed with Marketing. Total cost with travel $1350.00
2. Our World Underwater Expo Chicago in February. Cost for booth $1000.00 plus travel approx $1500.00
3. 1500 NY or NJ NACAC fair to be determined based on applicant and website hits from each area. Cost for booth for one fair approx $650 plus travel approx
	
Tracking sheets from 3 high school fairs 


Monthly schedule


Tracking sheets from high school ambassador visits











Tracking sheets
	
	

	Aid in recruitment for Lagoon Landing.
	3.8, 4.13
	Maintain Lagoon Landing Listserv:

Monitor housing@fkcc.edu and ensure all inquiries are communicated with by maintaining excel list of inquirers and sending applications when available to determine inquirers level of interest. List will be compared with final roster of residence to determine percentage that applied and signed contract. 



Work with Director of Residence Life and Marketing to ensure awareness of Lagoon Landing. Due to limited funds associated with Lagoon Landing no specific brochures can be created at this time so steps must be taken to ensure it is “advertised” through every possible channel when discussing FKCC. 



	

Inquiry spreadsheet



Inquiry sheet comparison data with final residence hall roster







90% room occupancy maintained throughout FY 2012 

85% satisfaction rating on residence hall survey – Sp 12
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