Biology Department questions for the Marketing Plan:

Funding & Budget Impact
• What programs, funding sources, and college resources will be directly affected by this proposal?
                The plan is to serve the institution collectively, but requests are submitted through Steve’s Office.  Beyond the allocated budget for local operations for the Communication’s Office, there are no dedicated funds in the GFU(beyond the 27K).  Currently, individual programs across campus maintain and perform their own marketing strategies and additional funding would be benefit the baseline needs of the institution.  Any increases would have to come from the college allocation and campus allocation model with the district.  Again, this maybe more along the lines of operational and perhaps can be omitted from a shared governance plan. To be clear, the proposed $500K would not draw from current GFU allocations.    
• Is there any funding coming from the district as well, or is this entirely a college-level allocation?
                There is no additional funding from the district and the current allocation is based on what is left after other college priorities are set
• How does this funding level compare to what other colleges in the district receive for similar purposes as a percent of their district allocation?
                We don’t have anything formal in the adopted budgets for the district, but based on parity of staffing and scope of projects.  The other colleges have larger teams and more established digital infrastructures.  The request more is of capacity and functional parity to be increased and supported, especially pertaining to operational capability.  
• Can the committee share the actual data supporting the dramatic increase in funding from $27K to $500K? The scale of this increase requires a clear, evidence-based justification.
[bookmark: _GoBack]                The original request was tied to block grant funding request, this could be better articulated, but the itemized bullets could be updated to reflect what was achieved CRM, SMS platform (included in the CRM), Multimedia specialist is on the docket for fall, remaining services: SEO, social media, other creative services are based on various request at the PIO level.  Steve can address from his office perspective what the college has used and requested when specific departments have funding for such services.  So the focus here could be reframed to stabilization investment with milestones aligned with the college instead of the financial increase, in light of some of the requests already being addressed  
 
Staffing & Position Justification
• If we already have a website coordinator, why is an additional full-time Digital position necessary? Given that the website coordinator's workload appears to have decreased — since the site now primarily requires updates — and their position is already being restructured, could these responsibilities not be transferred or absorbed by that role instead?
                This is to replace the former person who retired and the position and the other position has a different focus on development of various multimedia projects.  Our web-developer role falls under Director of Technology and focuses on website development and maintenance. This person will be staying in the same structure, so there shouldn’t be overlap. While the multimedia specialist focuses on the creative developments needs of video, social media, real time engagement, informational campaign coordination across the campus, and related communications projects and reports to the PIO.  
• What are the specific job duties for the newly proposed position?
                Steve can provide this job description as it will report to him and is already slated to begin recruitment in the fall
 
Strategic & Enrollment Considerations
• Has this proposal been reviewed and approved in alignment with our Master Plan and Strategic Plan? Or will that be part of college council?
· This is the first read by the constituent groups, the Classified Senate and Student Government have reviewed, once Academic Senate provides feedback, it will go to College Council.  
• Is an enrollment increase projected as a result of this strategy? If so, by how much?
· The plan is aligned with the college’s goals on retention and persistence of current students, helps to re-engage stopped-out students, and hopes to stabilize enrollment rather than unplanned growth.  We don’t project specific enrollment increase within the timeline of the plan, but commits to establishing ways to measure indicators for student traffic, inquiries to enrollment conversions, persistence. Although this is part of the MOC, the priority here is to focus on retaining our current students, which can be better addressed as well.  
· A much larger discussion and alignment with other committees would need to take place for a decision to increase enrollment
  - If the projected increase is not substantial, it raises the question of whether this level of resource investment is warranted.
  - If the increase is substantial, how does the college plan to meet that demand given likely constraints on classroom space, FTEF resources, lab rooms, equipment, and other support staff? 
 
Internal vs. External Marketing
• It is our understanding that this proposal covers both external and internal marketing — with the internal component aimed at student success and retention for current students. Is that accurate? And if so, is there any way to distinguish how much of the funding is directed toward each?
                The funds currently dedicated to the CRM is focused on the communication, engagement, and retention of students, while the remaining funds are to be used for maintaining presence and awareness of the college.  The retention strategies are to help us learn more about student behavior patterns and preferences to better engage them.  
· Internal: CRM Communications, retention campaigns, better communication and access for students
· External: paid advertising, SEO, limited media buys
 
Concern Regarding Alignment with Sister Campuses (Page 3 #6 and Page 4, #3)
• There is significant concern about the rationale that this proposal "puts us in alignment with our sister campuses." Miramar's overall annual allocation already lags behind all three of our sister campuses — we consistently receive the least across the district. Furthermore, City College is currently facing a budget crisis, meaning alignment with their model could actually work to our detriment. We would ask that this justification be revisited with our specific funding context in mind.
                The “alignment” requested here is focused on operational capacity, not so much specifically on fiscal resources, but parity in terms of personnel to cover basic operations.  Again, this could be more of an operational item then it is marketing for our specific college.  We acknowledge the historical lower allocations, but want to emphasize right-sizing staff and tools (such as increasing capacity through the CRM automation) to help meet our college needs without assuming identical budget levels across campuses



From previous meeting notes:
· Marketing and Outreach Committee has already approved. Please review, as the A.S. will be voting on this item on April 21.
· Carrasquillo inquired about Element 451 in the document. It would be a good idea to get student data on this communication tool before we commit to spending money. Collect data on student experience.
· We used restricted grant funding to start the platform and is in the final stages to be extended, again on temporary dollars
· Student data is being collected now on what we have implemented thus far, we’re still in early stages of this
· Sounds like it is calling for Element 451 to be institutionalized.
· If we can continue to meet our needs with the platform, yes, eventually that is the goal
· Kim: In the section on budget impact, request to increase the budget from $27,000 to $500,000, with Element 451 being $50,000 - $75,000. Second highest impact.
· Most of it was to fund the initial set up for the CRM, but we have that now and it was originally requested to fund through GFR (restricted dollars).  The other major portion was support for the college to have personnel, which can be removed and left on Program Review for Steve’s department, but felt it was important to show the lack of capacity to implement some of the goals
· City and Mesa have not supported Element 451. Benefit from having a good understanding of pros and cons.
· Dan R. has covered this in detail for pros and cons of the platform, this can be another presentation if needed and there will be additional opportunities that are ongoing to understand and learn more about the platform
· Our District is supportive and have extended the agreement, in fact, they are covering the baseline costs for all of us
· Concerns were shared regarding long-term sustainability; maybe Miramar should be looking at something homegrown.
· We have explored such possibilities, even working with Monica Demcho, who has piloted a free platform with the state, but the current vendor offers more capabilities, such as early alert and actual data integration
· Heagle: Does the cost also include the early alert system through CANVAS? This is something faculty have been talking about in different spaces.
· Miramar is paying for the added features to do just this, however, we are still working with the District to implement, potentially this fall.  
· Wolfson: Portions of the plan refer to “proven ROI” (return on investment), but she could not find data anywhere in the plan. Would be good to include.
· The “proven ROI” here refers to data for the various strategies that research in the field has shown such as increase engagement with the use of social media and a CRM
· The older draft marketing plan shared most recently does address those resources.  
· It was decided that the plan with the additional data could be narrowed and consolidated, which is the current one attached, at 5 pages in length.  

