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Comprehensive Program Review

Marketing/Outreach

September, 2017
Student Services Link to College Mission

Feather River College provides high-quality, comprehensive student education as well as opportunities for learning, workforce preparation, and achievement in a small college environment.  The College provides general education, associate and bachelor’s degrees, certificates, transfer programs, and life-long learning for a diverse student population by serving local, regional, national and international students through traditional face-to-face instruction as well as distance education.  The College also serves as a cultural and economic leader for all communities that lie within the District and embraces the opportunities afforded by its natural setting.

Describe how the program serves/supports the College mission, vision, and values. 

The marketing and outreach program supports the College mission by working to reflect FRC’s mission and values in all advertising and promotional efforts.  Outreach strategies are focused on reaching students who have an interest in earning a degree, but also on those who want to engage in life-long learning.  Outreach efforts are designed to reach a diverse population, and those who embrace learning in a natural setting. 

Description of Services








Provide a description of all the services provided under your program along with the staff who provide these services. An organizational chart may be included. Describe how services are provided both on campus and online. Assure that the catalog and website descriptions are the same. 
The last Comprehensive Program Review was written by the Coordinator of Marketing and Outreach in 2011. Shortly after that time the College was forced to implement massive budget cuts resulting in the duties of this position being included in the job description of the new Chief Student Services Officer (CSSO). At that time the responsibility for public information was assumed to be part of the President’s responsibility. During these initial stages the Recruitment Specialist assumed the entire responsibility for recruiting while the CSSO and the Student Services Administrative Assistant absorbed the duties of planning and implementing outreach events including Day in the Mountains.  A year later a new split position was developed to cover both academic advising and outreach responsibilities, which reported to the CSSO. Eventually the Recruitment Assistant was able to resume his half-time schedule. Also during this time, responsibility for the content of the FRC website was not clear, yet it was maintained technically by the webmaster. In 2011 and 2012, marketing efforts were focused on newspaper advertising, radio ads, printed class schedules, a view book, program brochures and fact sheets, some specialized advertising in trade magazines, sponsorships at county events, special mailings to prospective students, and give-away items such as t-shirts, pens, and backpacks.  The shared governance Communications Committee was used as a sounding board to review marketing and advertising efforts as well as internal communications issues such as email usage and use of various FRC logos.   
A review of the Annual Program Reviews reveals how this program/service has evolved to accomplish many new initiatives. The following is a brief review. 

The focus in 2011 was on the accuracy of the college catalogue. This was a great concern due to the accreditation visit scheduled for the spring of 2012. 

The focus in 2012 was to re activate the College’s Facebook page, which was included in the new job description of the Recruiter/Advisor. Discussions began across campus about revamping the website, and various companies provided their vision for a new landing page. SharePoint was introduced by the Institutional Researcher and was discussed at Communications Committee. 

By 2013 the web master and the CIO had assumed responsibility for the website and shared several options provided by outside vendors with the President’s Staff. The “open house” component at Day in the Mountains (DITM) was replaced by an event in the fall entitled Friday in the Fall, a two day event scheduled to coincide with the annual FRC Rodeo featuring all academic and unique programs. In addition, a new event for PUSD Administrators and FRC administrators was added in the afternoon of the annual College, Career and Transfer Fair, resulting in a closer working relationship between the two institutions. Discussions began with the Career Technical Education (CTE) team to transition the responsibility for the Career Fair to Student Services. Discussions also began between the President and the Chamber of Commerce to purchase banners to be hung downtown to promote Quincy as the home of FRC. As the College continued to realize the pain of the loss of the Good Neighbor option, the Recruiter continued to develop lists of high school counselors and markets where she could increase outreach efforts throughout California.      

In 2014, the second “Friday in the Fall” event was held with an increase to 75 participants. The 2014-16 catalogue included more pictures, and was scrutinized by the catalogue committee for accuracy. Academic program “rack” cards were developed, along with a generic card representing FRC. We realized that Twitter was a more effective use of social media than Facebook (caused by multiple inactive accounts), so we added a Twitter feed to the website and posted information about events such as registration days, preview days, and athletics. The number of followers continued to grow. A video tour was developed to showcase student life and academic programs, and a photo gallery was developed, both of which were placed on the FRC website under “About FRC.” Also, the Recruiter collected 30 stories and experiences from FRC students to incorporate into marketing pieces. We made some headway in learning how to use the Recruitment module in Banner by using a consulting firm. However, these efforts did not prove fruitful.  
In 2015 the Goldie Eagle Facebook account had 286 followers and the Twitter feed had almost 300 followers. Due to the promotion of the Recruiter/Advisor to the Student Support and Success position, primary responsibility for advancing our efforts to market the College again fell on the CSSO with some assistance from the new Recruiter/Advisor. Also at this time the Equity grant was able to hire a new Student Life position, which assumed the responsibility for monitoring these accounts. An 8 minute video was produced through the expertise of a professional videographer.  It was first shown at New Student Orientation, and again at the College, Career, and Transfer Fair to all PUSD seniors and juniors. We then posted it on the FRC website. Student Services became officially responsible for the College, Career, and Transfer Fair, and the President completed his goal of purchasing banners with “Home of Feather River College” hung on light poles on Main Street. A new event “Home Field Advantage” was developed as an alternative to DITM for PUSD students who qualified for priority registration. The event was held on a Sunday afternoon and attracted 22 students. Additional program “rack” cards were developed in conjunction with program leaders.  The College revised its residency policy making it easier to become a California resident, and the new recruiter learned to use the residency questionnaire to promote this option to Nevada residents. 

In 2016 the number of attendees at Home Field Advantage had increased as well as the satisfaction with the program. All rack cards had been updated, and new requests were received. Several new Employment Outlook fliers were developed for some CTE programs. Through the assistance of the Equity program, Tri-fold brochures were developed for several support services areas. The 4-year degree program application process was developed and implemented. A $15,000 grant was received to be used to specifically focus our efforts on marketing this program. In addition, we again contracted with the videographer to produce seven new YouTube videos featuring classroom instruction as well as co-curricular events. These videos are now set to be connected to the FRC website. We have also increased our use of “give away” materials such as thumb drives, t-shirts, and water bottles.   
In 2017 a new logo was developed using ideas generated by the campus community. Feedback was solicited from students in the Year End Student Survey to identify which of the slogans currently used should be part of the college’s branding: “Small College - Mountains of Opportunities, Small College - Big Education or A Beautiful Place to Learn.” Student were given the opportunity to share new ideas as well. The majority of the students identified with “Small College – Mountains of Opportunities.” In the fall, the Communications Committee recommended continued use of that slogan.
Describe The Student Policies Related To Your Program Which Have Been Updated
Currently there are no policies. Goals for the Communications Committee that are described in the Strategic Plan for 2016-2020 include developing policies that relate to marketing and communication.
Student Services Student Learning Outcomes





Note which Student Services Student Learning Outcomes you chose to measure, and what strategies you used to measure them.  Examples may include student satisfaction data, records of student use of services, data describing a change in service after a program change has been made, anecdotal or focus group feedback from students, evaluations from programs, etc.  
The Student Services Student Learning Outcomes chosen to measure are #1 and #5. They state: 

1. Prospective students will learn about the unique programs and support services available at FRC, and will make an informed decision to apply and take advantage of these services. 

5.  Students will access available resources within the campus and community to enhance their sense of belonging. 
The best measure of the effectiveness of marketing and outreach efforts is the number of prospective students who complete an application for admission and the subsequent number of students who actually enroll in a unique program. However, due to our failed attempt to use the Banner Recruitment module more effectively, this data is no more available than it was in 2012 when these Student Services Student Learning Outcome were first measured. We are optimistic that the newly implemented CCCApply system will generate the reports we need to better understand our prospective student population. The information below verifies the amount of activity generated through our efforts to rely more heavily on social media to communicate with students. As of August 2015 the Twitter account had gained 246 followers and has 244 tweets to date. The Goldy Eagle Facebook page has 246 friends. The “virtual tour” YouTube video had 1272 views and 0 bad ratings. Since this time the college has purchased and launched an FRC app which is used widely by the campus including an emergency notification method. The app is promoted on the website and during orientation activities to promote use. Students in general are satisfied with the manner in which they receive communication about important events and dates and this will continue to be monitored by the Communication Committee. 
Student use of available resources is measured through the Year End Student survey. This data shows an increase of support services, and the satisfaction with these services as well. 
Program Improvements








 
Based on the results of the assessment above, what changes have you made to improve your program based on the information above?  
The Communications Committee set a goal of reviewing and developing a variety of strategies designed to communicate with all students. In response to this goal we have improved the FRC website to include many pictures and You Tube videos, and rely on Twitter and the FRC app to communicate with students. 
The Communications Committee set a goal of reviewing and developing a variety of strategies designed to market the College. In response to this goal we have simplified our print media (rack cards) as well as our college catalogue. We have developed two new recruitment/registration events (Friday in the Fall and Home Field Advantage), and have made the College, Career, and Transfer Fair more attractive for our PUSD juniors and seniors.  
The Communications Committee set a goal of reviewing and developing policies and procedures on how faculty and staff communicate with each other through phone, electronic, and paper means. In response to this goal the Communications Committee Chair sends out a “reminder” email every fall on the use of FRC email.  
Long Range Vision For The Next Four Years





Based on a review of your APRs for the past four years, the new and emerging trends in your area, and the results of the student services student learning outcomes, what changes do you foresee for the future? What facility and staffing needs to you anticipate will be needed?  What changes do you plan to make to your program to improve student learning outcomes?
As referenced in several planning documents (Quality Focus Essay, Education Plan, Marketing/Outreach Program Review, Superintendent/President Objectives, SEM Committee Goals, etc.) the college would like to see FTES growth by increasing enrollment on campus and through distance education. Strategies, such as improving web-based marketing, building community connections and partnerships including with PUSD, targeting outreach efforts and working with faculty to improve program promotion including the Agriculture Department to promote the Bachelor Degree Program will be addressed in an enrollment management plan. The Strategic Enrollment Management Committee will provide ongoing evaluation of these strategies as well as monitor FTE and headcount.
The new logo and the slogan “Small College – Mountains of Opportunities” will be used to improve the branding/image of Feather River College. Promotional materials and products will be updated to attract prospective students. 
The Communications Committee will continue to review current strategies and make recommendations for new strategies to market the college. The committee will also develop policies, procedures or guidelines for the use of social media and communication standards.

Marketing and outreach efforts are designated to the CSSO, Advisor/Recruiter and part time Recruiter Assistant. With a great deal of emphasis on growth, additional staffing needs will be evaluated. The staff who are primarily responsible for marketing efforts will participate in professional development opportunities to stay abreast of current trends and best practices.
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