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ADMINISTRATIVE UNIT REVIEW 2009 
	1. Name of Unit:
	Marketing

	
	

	2. Employees in Unit and their Titles:
	Mary Martin:  Assistant  Director Media and Publications

	
	Lydia Estenoz:  Director Enrollment Management, Marketing, and Recruitment

	
	Elizabeth Love (Recruiter)

	
	

	3. Please identify the purpose or role of your Unit. Indicate any changes/growth/downsizing that may have occurred in your Unit over the past year.

	The Marketing Department’s purpose is to utilize various media of communication to facilitate the College’s print and online marketing and communications; work with the college programs and departments to coordinate messages that enhance the image of the College and that provide information to the public. The purpose is to provide graphic design, media placement and publications support services to, the college, locally, nationally and internationally as well as to contracted marketing companies.
Since 2007, there have been extensive title and organizational changes within this unit.  Prior to the 2007-08 academic years the Marketing unit was its own department.  In 07-08 year it was combined with two other units moved under the created department of Market, Recruitment, and Public Relations.  Then in the Spring of 2009 an Interim Public Relations Director position was created and moved out from underneath the department leaving Marketing and Recruitment.  However, during this time there was substantial work by the director in the area of enrollment management with other departments which ultimately resulted in another departmental Title change to Enrollment Management, Marketing, and Recruitment.  This departmental change brought in Advising Services, Financial aid, and Admissions which was added to the staff of Marketing and recruitment.
The Marketing Budget did experience major financial growth.  The budget went from $97,963 non-personnel expenses to 184,100 in 08-09, a .  This was a direct result of the initiatives that were spelled out in the 2007-2010 institutional Strategic Goals, what I like to call “the year of rebranding” to Island Living Island Learning.  New initiatives were brought forward on the local, regional and national levels.

	

	4. Explain to what extent your Unit supports other programs and/or units at this institution. Please include student and/or staff demographics relevant to your Unit and its purpose.

	The marketing unit provides any of the following forms of public outreach:

· Print

· Radio

· Bulk mail

· Posters

· Brochures

· Other program-specific marketing materials

 to assist in communicating initiatives and educational opportunities at the college for the following units:
· Recruiting
· Public Relations

· Advising-college Catalog and postcards

· Library

· AA/AS programs-printed magazine class schedule and other program specific materials
· Marine Engineering Capt.’s Courses/other specialty courses
· Continuing Education



	


	5. Please list any innovations, new projects, or local and/or state-wide efforts to improve your Unit over this past year. Indicate whether the efforts were included in your annual plan. If these were not part of your annual plan, explain how they came to be priorities and what the outcomes were.

	2008-2009 was the year most of the pragmatic work of rebranding the college’s images and slogan came into play.    The video and photos shoots with our new colors and feel of Island Living, Island Learning were development.  A complete redesign of the college’s website took place and went live in October of 2009.  10,000 each of the general information brochure and Colleges’ view book were completed and delivered in January of 2009. 

With these tools we then set up to national and regional targeted marketing concentration on AA transfer and our “unique programs”  First through paid lead generation with NEXT and then Next Step Magazine (started in November 2008) focusing on the state of FL and then spots in North East country.  In 2009 we have received 4,966 interest leads and 545 actual (college specific) leads
Capitalizing on Key West as a tourist destination we started marketing in traditional tourist outlets as well (TV shows, printed tourist books, In your Face Advertising etc.)

The mailed printed semester schedule was brought back in the Fall of 2007 and redesigned as the “Island Learning Magazine” in 2008.  24,000 glossy copies are produced each semester with roughly 21,000 directly mailed into homes from Key West to Big Pine.

Dive Department was marketed in a monthly nationally distributed publication “Dive Training” Magazine starting in the Fall of 2008.  Within the first week of hitting the stands calls and emails started coming in.  The marketing efforts were coupled with coordinated recruitment efforts between Liz and the Dive Department hitting various fairs and dive specific expos throughout the year. From 2008AY to 2009AY, the department showed a 42% increase in enrollment.
We also did target the Marine Sciences program on a more limited paid advertising basis.  This was due to the increased public relations appearances of the Dean who was able to appear on various national shows due to his Shark Repellent Research.
Another example was Discovery Kids filmed partially onsite at FKCC’s lagoon in July of 2008. This was an adventure camp feature that taught students how to scuba dive and also instructed them on the life and word below the sea. 4 students from the UK and 4 from the US participated in this scuba competitive event. This was a 2-part series and was aired December 31st and January 1st. The college was promoted further by launching 1, 30-second and 1, 60-second ad during this show.  The show was then re-aired the following day.

The following is an analysis from Third Wave who designed and hosts our website comparing the aired ads against the number of web hits.  “This is a hard period to get reliable numbers from because of the holidays.  I ran the days you requested and then ran the same days two weeks earlier (to avoid Christmas) for the sake of comparison.  From 12/31 through 1/4, overall sessions to your site are significantly lower than two weeks earlier.   However, even with that decrease in traffic, page views that are related to the diving programs were up 31%, (257 vs 196) so that might be a good indicator of the value of your ad.  To double check this I looked at the diving page views over two other weeks in December.  From 12/10 to 12/14 there were 205 diving related pageviews (lower than in your focus period) and from 12/3 to 12/7 there were 289 (higher).  Did you have something else going on in early December that might have driven interest in the Diving program? (Yes, our Spring printed class schedule arrived in people’s homes during this time.)  In addition to the 289 pageviews, there were 759 views of the 60 second dive video—MUCH higher than at any other period.”




	6. Explain your satisfaction with your assessment of your 08-09 plan and the impact that your efforts had toward achieving your objectives and outcomes – and ultimately the mission of the institution.  

	The 2007-2010 Institutional Strategic Goal 5 Optimize Technology listed the redesign of the college’s website as a targeted outcome.  The marketing and recruit ting units spearheaded this initiative by incorporating our new marketing materials, colors and logos as well has the Island Living, Island Learning branding the still and video production shoot done on and off campus in an interactive informative site for prospective students.  The site is also much improved for current students ability to access information.  The site also won the prestigious Interactive Media Awards, Outstanding Achievement Award in late 2008.  The site excelled “in all areas and represents a very high standard of planning, execution and overall professionalism.”
The 08-09 Unit plan called for partnering with an outside marketing company to develop the branding and promotional pieces, as well as newsprint ads and individual academic programs.  The first phase of this was funded and GIBs, View books and Envelops, 10,000 each, were developed that fit with the branding theme. Although the college had initially planned to implement phase II of this rebranding process, there were insufficient funds to cover the expense and therefore the plans were disbanded.  

Increased Enrollment Goal 3 - Marketing launched an aggressive Tourism based awareness campaign of the college based on the 08-09 Unit plan. 95% of the marketing budget was applied to the tourism-based awareness campaign. The college has tried to track the source of advertising that has been most effective in promoting the college; however, most students have indicated “website” or “other” when asked how they have heard about FKCC on their application. These results have not been helpful for tracking the efficiency of advertising materials.   



	7. Identify the sufficiency of the physical, financial and personnel resources available to support your unit this past year. 

	The Marketing Budget did experience major financial growth.  The budget went from $97,963 non-personnel expenses to 184,100 in 08-09.   This was a direct result of the initiatives that were spelled out in the 2007-2010 institutional Strategic Goals.  Unfortunately the budget then saw a decrease in 09-10 by 10% plus $10,000 that was shaved off to the newly separated PR department.  We have kept up with last year’s initiatives but advertising dollars have been 93% exhausted and there are still 6 more months in this fiscal year.
The marketing associate feels confident to fulfill her job responsibilities effectively with the current personnel and equipment, however, the greatest concern is that the advertising line items in the budget have been compromised due to the fact that the college is attempting to sustain the 08-09 advertising campaign this 09-10 year with less resources. If the college leadership desires to sustain this advertising campaign then there will have to be increases allotted to the advertising line item in the marketing budget. 



	8. After reflecting on the purpose of your Unit, people served, and the achievements made over the past year, please identify anticipated future changes and resource needs (personnel, equipment, space, workloads, etc.) that you would like to include in next this year’s (2009-2010) or next year’s (2010-2011) annual plan to promote continued growth. 

	Link to Plan 7 Although we redesigned the website and the printed application to include a “how did you hear about us” question, the data is not very insightful.  We have to rely on a student filling in the check or line and we are not getting good data.  This needs to be looked at for the 2010-2011 year by identifying another method for acquiring this data.
Link to 5—We need our budget reinstated to (at the least) past levels in order to continue 

with the Strategic goals that were planned or they must be revisited for effectiveness and/or shaved down for the 2010-2011 year
The college recently identified that the AA “concentrations” that have been promoted over the past year are not in compliance with SACS principles. This has resulted in the marketing unit deleting and changing all current marketing materials that promote these concentrations. This has caused additional and unforeseen expenses to the marketing unit. In addition, the college is modifying its marketing and outreach of the AA degree, which will also create unforeseen expenses for this unit. 



	9. This Unit’s operations are:

	
	
	
	

	x
	Strong
	Please explain:
	Marketing materials and media have been extensive over this past year and continue to promote the educational opportunities of the institution

	

	
	Moderate
	Please explain:
	

	

	
	Weak
	Please explain:
	


	10. Please indicate your overall recommendation for this program:

	
	Continue with current operating plans
	Please explain:
	

	

	
	Incorporate new objectives/outcomes into current 2009-2010 plan
	Please explain:
	

	

	X
	Include identified future needs in the spring planning for 2010-2011
	Please 
explain:
	See comments in last block – need increased resources to sustain marketing plan
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