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Planning Process

The strategic planning process at Fort Valley State University is broad-based and includes input and feedback from all of the stakeholders of the university.  The current strategic plan is an outgrowth of a two-year process that began with the annual University Retreat in Spring 2006.  At that time, under the leadership of President Larry E. Rivers, three areas of strategic focus were identified and discussed by all of the university’s administrators, including deans, academic and administrative department heads, and unit heads, and students.   These areas are: (1) Enrollment (to include Recruitment and Retention); (2) Image and Branding; and (3) Fund-Raising.  The feedback from those discussions was shared with all of the faculty and staff of the university through continuing discussions at the Fall Faculty and Staff Institute in 2006.  Feedback from the Institute was used to develop unit operational plans focused on enrollment, branding and image, and fund-raising that directed each unit’s operations over the 2006-2007 academic year.

At the University Retreat in Spring 2007, the three areas of strategic focus were revisited and each unit further refined its planning process through reporting of progress in the three areas and formulation of long-range plans in each area.  Accreditation related concerns, discussions and engagement with a consultant during Spring 2007 led to the addition of a fourth strategic priority/goal related to (4) Institutional Effectiveness.  The strategic plan that follows is the product of an inclusive, university-wide process that has received the input and feedback of all university stakeholders.  The focus, however, is not on the product, but on the process.  Strategic planning is not a static occurrence, but a seamless and ongoing process that is focused on continuous improvement of the institution.   

Mission
The mission of The Fort Valley State University is to advance the cause of education with emphasis upon fulfilling commitments that our community members have undertaken collectively.  As an institution of the University System of Georgia, Fort Valley State University naturally embraces the principles articulated by the Core Mission Statement for State Universities as approved by the Board of Regents of the University System of Georgia.  The university’s primary commitments include, among others, enhancement of teacher training programs grounded upon a liberal arts foundation, as reflective of over 110 years of experience and tradition.  Additionally, the university recognizes with great pride and desires to further its responsibilities as Georgia’s only 1890 Land Grant institution by offering programming excellence in agriculture, agribusiness, family and consumer sciences, extension, and military science, as well as to further its traditions of excellence in programs in the liberal arts and humanities, social sciences, and natural and physical sciences.

The university’s primary commitments extend, as well, to:

· community outreach through the concept of the communiversity, an approach that highlights the interdependence of community and university; 

· expanding service beyond the campus, as well as within, so that the institution addresses in a meaningful manner the broad diversity—human and technical—of needs in our home region and state as well as nationally and internationally; 

· sparking within our students an enduring interest in learning and providing the tools and skills necessary to maintain that interest through life; 

· preparing students through a mentoring approach for the opportunity to serve their fellow man while enjoying the opportunity provided by hard work and achievement to live the quality of life inherent in the American dream; 

· encouraging and supporting creative expression, innovation, honesty, and integrity as endeavors of lasting and intrinsic merit; 

· providing a productive environment for cutting-edge academic and practical research in, among other fields, agriculture, aquaculture, veterinary medicine, biotechnology, energy, environment, social and behavioral sciences, and the humanities; and 

· otherwise acting to enlighten, enrich, and inspire by example those whom we serve. 

Vision
The vision of the Fort Valley State University community centers upon its commitment to illuminate the rich heritage, influence, and educational opportunities inherent in the historically black college and university experience in a manner that applies and adapts that experience successfully for a diverse twenty-first century. 

Institutional Priorities & Action Items

2010-2011

Strategic Initiative One: Develop state-of-the-art academic programs and other new initiatives and enhance existing initiatives and services to increase enrollment growth and retention, resulting in an increase in headcount enrollment to 3,547 students, for an overall increase of 38.6% over Fall 2007 enrollment, by the 2012-2013 academic year. (Aligned with University System of Georgia Strategic Goals One and Two)

2010-2011
Action Items

1.6 Increase Fort Valley State’s presence in current feeder markets through                                    communication of Fort Valley State University story.

1.9 Update and enhance current recruitment brochures and materials to include materials specific for transfer and non-traditional students.
Strategic Initiative Two: Develop and implement a comprehensive institutional fund-raising strategy that will result in a 3% per-year increase in external funding from all sources, including grants, contracts, foundations, corporations, alumni and the community, to support new and enhanced service and initiatives and student scholarships.

2010-2011
Action Items

2.1 Establish a prospect research function to provide detailed information to assist       

      with cultivation and solicitation efforts.
Strategic Initiative Three: Develop and Maintain a Positive Institutional Image and Cultivate and Communicate the Brand of university to all Stakeholders. 

2010-2011
Action Items

3.1 Annually conduct an evaluation of the university’s image (internal/external).

3.2 Incorporate the University’s core values into all official communications and activities.

Strategic Initiative Four: Enhance Institutional Effectiveness to Ensure Continuous Improvement and Improved Efficiency.
2010-2011
Action Items

      4.1 Promote efficient utilization of infrastructure and all resources with a special emphasis on           space and energy conservation to reduce operating cost, and accommodate anticipated growth of the university.
Review of Strategic Accomplishment

Executive Summary

In August of 2008, the Georgia Board of Regents approved Fort Valley State University’s strategic plan- -2008-2013.  This plan sought to develop state-of-the-art initiatives in order to increase enrollment and student retention.  In addition to increasing student enrollment, the plan called for the University to develop and maintain a positive institutional image and to develop a comprehensive fundraising strategy.  Finally, the plan sought to enhance institutional effectiveness in order to ensure continuous improvement and improved efficiency.

Rationale:

The Institutional Effectiveness Committee and the Office of Institutional Research, Planning and Effectiveness conducted this review of the plan.  The purpose of this review is to focus on institutional attainment by providing a retrospective view of the effectiveness of the plan.  

Analysis of the Plan:

From the review of the action items for the period 2010-2011, it is clear that Fort Valley State University has had mixed success in attaining many of the designated objectives.  

Action Item 1.6: Increase Fort Valley State’s presence in current feeder markets through the communication of Fort Valley State University’s story.

Interviews were conducted with the following individuals:

Ms. Vickie Oldham


Ms. Taneka Howard

Ms. Shonda lewis


Dr. Kannan

Mr. Donavan Coley


Dr. Crumbly


Mr. Oltha Kincy



Mr. Terrance Wolfork

Mr. Willie Williams


Dr. Dhir

Sgt. Johnson

Qualitative Analysis: During 2010-2011, Fort Valley State University (FVSU) accomplished the goal of increasing Fort Valley State’s presence in current feeder markets through communication of Fort Valley State University’s story. This is evidenced by many accounts and documentation of key stakeholders. 

The Office of Admissions and the Office of Recruitment increased its presence in current feeder markets by targeting additional geographical areas when recruiting students. In addition, a recruiting office was established in Atlanta to increase the presence of FVSU in the North Georgia and Atlanta metropolitan areas. The Wildcat Force initiative was also established during the review period. The Wildcat Force is a group of FVSU students along with Dr. Larry Rivers, President of Fort Valley State University, who visit high schools to tell the FVSU story. This group visits many high schools throughout Georgia to expose prospective students to the great opportunities that are available to them at FVSU. The traveling admission initiative is highlighted by a theatrical presentation by FVSU students.
Additionally, the College of Agriculture at FVSU increased its presence in current feeder markets through communication of the FVSU story to aspiring agriculture students. Moreover, the College of Agriculture established a dynamic institutional publication, which is used to highlight research, institutional advancements, and milestones at FVSU. The publication was disseminated campus wide, to prospective students, alumni, and stakeholders across the nation. Furthermore, the Sunbelt Expo and the FVSU’s Ag Field Day are key activities used to maintain national prominence while also recruiting and telling the FVSU story. Lastly, Alumni of the College of Agriculture have played a vital role in telling the FVSU story through recruiting and scholarship fundraising.

The Military Science (ROTC) Department has assisted in the increased presence in current feeder markets by identifying eight (8) magnet schools that have JROTC programs, which are feeder schools for FVSU. These schools provide immediate access to FVSU ROTC program. Recruiters and alumni collaborate with these schools to tell the FVSU story to potential students, counselors, and parents. Therefore, they launched a Facebook page as well as Twitter and YouTube accounts to reach more target markets.

The Office of Marketing and Communications has contributed to the increase of the presence in current feeder markets through communication of the Fort Valley State University story. Billboards and signs have been strategically placed in high volume areas. The office has also launched the FVSU Review website, which highlights institutional news and current events. 
Subsequently, this office, in collaboration with Institutional Research, conducted a campus survey to identify key communication avenues to reach more people. As a result, it began airing enrollment-focused commercials on ESPN and BET and established an official FVSU Facebook page, Twitter, an FVSU blog and increased YouTube exposure. Furthermore, the FVSU website was revamped to become esthetically pleasing and more user friendly.

In summary, evidence has been presented and verified by the university Institutional Effectiveness Committee that FVSU has met the goal for action item 1.6; however, the committee has identified areas that need strengthening in order to effectively move forward. 
Findings:

There is strong evidence that the key offices involved in increasing the institution’s presence in current feeder markets are doing so. There have been a number of different activities that have helped increase FVSU’s presence in those markets. For example, the Wildcat Force, the establishing of an institution twitter account and Facebook pages, and FVSU Review all help increase FVSU’s presence. However, there is a need for consistency amongst the FVSU story that is being told. Each department appears to have individual stories that they are presenting to the current feeder markets.   
Recommendations: The FVSU Story must be consistent and comprehensive across all departments at FVSU. (Departments seemed to work in “silos” rather than presenting a common story.)
· Each department must possess a strategic plan for increasing FVSU’s presence in current feeder markets.  (The plan should provide specific details of activities, programs, and initiatives that are geared towards meeting action item 1.6.  Departments did an adequate job with increasing the presence; however, no area appeared to have a concrete strategy of how to achieve the goal.)

Action Item 1.9: Update and enhance current recruitment brochures and materials to include materials specific for transfer and non-traditional students.

Interviews were conducted with the following individuals:

Mr. Donovan Coley


Dr. Govind Kannan
Dr. Anna Holloway


Mr. Eric Shaw
Dr. Jean Wacaster


Dr. Keith Murphy

Ms. Vikki Oldham

Qualitative Analysis: During 2010-2011, Fort Valley State University (FVSU) has not accomplished the goal of updating and enhancing current recruitment brochures and materials to include materials specific for transfer and non-traditional students. Consequently, a limited number of brochures have been produced in-house to support recruitment (50 per recruitment trip).  No specific materials have been developed to target transfer or non-traditional students.  

The College of Agriculture, Family Sciences and Technology does print its own high quality publications that have captured the attention of government officials, other university personnel and funding agencies.  Unlike other academic colleges, this College has its own recruiter and has a transport van that is sent into rural counties to train adult personnel through its Outreach services.

Findings:  From the academic perspective, each college produces its own recruitment brochures and marketing resources.  However, no specific effort is being made to target transfer or non-traditional students, other than marketing via the Adult and Continuing Education unit. The Academic Deans submit their marketing information to the Dean of Graduate Studies, Adult and Extended Education who prepares recruitment brochures and marketing materials that target non-traditional students.
Recommendations:  Notwithstanding these accomplishments, the impact of these efforts on the retention and recruitment of non-traditional and transfer students has been limited by the lack of funding, the limited staffing patterns, inadequate technology infrastructure and student quality.  A major area of concern is the fact that the campus, generally, does not appear to be knowledgeable of the current FVSU Strategic Plan.  Different strategic plans were found to be in circulation.  Almost no unit had a value system in place.

To more effectively meet the expectations of Strategic Initiative 1.9, the following 
recommendations are made:

· Funding: Provide adequate funding for the institution to produce professional, state-of-the-art brochures and the capability to advertise nationally.

· Human Resources: Hire more than a skeletal recruitment staff and work to increase the number of graduate faculty on board to provide adequate instructional support for graduate programs.

· Technology:    Update technology equipment, resolve software acquisition issues and enhance the technology infrastructure to support an expanded program targeting non-traditional and transfer students.

· Student Quality: Work to broaden the maturity and intellectual level of the students recruited to the institution ensuring their preparedness for online learning.

· Strategic Plan:  Conduct awareness session to inform the campus of the Strategic Plan and ensure that each major unit has a copy of the approved institutional plan on file and in use.  Require annual reports on the accomplishments being made relative to the strategic initiatives.  Most importantly, units should adopt a statement of values.
Strategic Initiative Two: Develop and implement a comprehensive institutional fund-raising strategy that will result in a 3% per-year increase in external funding from all sources, including grants, contracts, foundations, corporations, alumni and the community, to support new and enhanced service and initiatives and student scholarships.

Action Item: 2.1: Pursue partnerships that will provide significant revenue and/or resources for FVSU priorities.

Interviews were conducted with the following individuals:

Dr. Carter
Ms. Alicia Livatt

Qualitative Analysis: During 2010-2011, External Affairs continued the development of an annual Development Fundraising Plan that identified programs and initiatives to meet the 3% increase of external funding annually.  One of the components of this has been the “Text-To-Give” initiative, which to date has resulted in contributions of approximately $130.00.  In addition to this new campaign, the three most common methods used when asking potential donors to donate are direct contact, direct mail and e-mail communication.  Telephone tree, social media, flyers, television and radio are also useful methods.  Standard scripts are used based on the solicitation.  For example, the annual fund script involves training students with detailed information.  Funds raised are forwarded to the FVSU Foundation, which uses funds for student scholarships and other institutional needs.   The mission of the External Affairs division is to enhance the sustainability of Fort Valley State University by engaging in fundraising activities and expanding the financial resources of the institution; supplying special outreach and support services to the external community; maintaining a commitment to a high level of quality service while promoting a positive image of the University. This is fulfilled through the combined efforts of dedicated team members in all units of External Affairs, including Career and Alumni Services; Fort Valley State University Foundation Incorporated; Development; Public Service Center; C.W. Pettigrew Farm and Community Life Center; Office of Sponsored Programs; Title III Administration; and government relations.

Findings:

During 2010-2011, External Affairs worked diligently and effectively to develop the annual Development Fundraising Plan, with creative initiatives such as “Text-To-Give,” as well as traditional means for fundraising.  However, there is a need for more involvement and support from the entire FVSU family.  In addition, a lack of continuity in personnel has resulted in inconsistencies and too high a learning curve for the unit.  Finally, a lack of support from Institutional Technology has slowed down progress toward soliciting funding from outside sources as well as communication within the university.

Recommendations:

Although the Office of External Affairs remains focused on the above, and many programs are in place for successfully accomplishing the overall goals, the committee has identified recommendations for strengthening the unit in order to effectively move forward.  Included are the following recommendations:

· More support from Institutional Technology

· Fewer changes in directors (5 different development directors in recent years has led to inconsistencies and too high a learning curve for the unit)

· More support/collaboration among all campus departments

· More opportunities for thinking creatively in designing new programs

· More availability of jobs/internships

Strategic Initiative Three: Develop and Maintain a Positive Institutional Image and Cultivate and Communicate the Brand of university to all Stakeholders (Aligned with University System of Georgia Strategic Goal Four).
Action Item 3.1:  Annually conduct an evaluation of the university’s image (internal/external).
Interviews were conducted with the following individuals:

Ms. Vickie Oldham
Dr. B. Donta Truss

Qualitative Analysis: During 2010-2011, Fort Valley State University did not accomplish this action item. There was no evaluation completed on the university’s image. However, a marketing research project that allowed FVSU constituents to share the best way to communicate information about the University was completed. Approximately 12% of the students participated in this effort. 
Currently, the FVSU’s image is being shaped by brochures, billboards, websites, ads, Georgia Business Leaders magazine, radio ads, television spots, and other state and regional publications. Some of the limitations that were discovered consist of a very low budget of $35,000 to complete all assigned tasks of the Marketing Office.

In addition, a limitation on the actual completion of the evaluation of the University’s image would be the change in leadership that transpired in the Office of Institutional Research, Planning and Effectiveness (OIRPE). A priority will be placed on completing this action item as this evaluation is now a priority for the OIRPE and Marketing and Communications.
Findings:
The Office of Institutional Research, Planning, and Effectiveness (OIRPE) experienced staff transition including the Director, which prohibited the office from contributing initially. OIRPE served as a “Support Office” to the initiatives that Marketing and Communications implemented. The OIRPE compiled results, developed spreadsheets and offered educational sessions on the importance of maintaining and documenting assessments within each department
Marketing and Communications utilized Radio, TV, Websites, Ads, Georgia Business Leaders Magazine and other state and regional publications to promote FVSU with a limited budget. Press Releases, Media Outlets, Brochures, Newspapers were also utilized to communicate the brand of the institution. Operational Issues with the FVSU website presented difficulties with marketing initiatives.
Recommendations:

The Office of Marketing and Communications needs more than a $35,000 budget to meet the competitive marketing demands (Radio, TV, Newspapers, Billboards). More updated, attractive and effective website to navigate and communicate with constituents is needed.
Marketing Research Surveys need to be expanded beyond 12%. Population needs to include faculty, staff, students (traditional and non-traditional), alumni and community members. The OIRPE needs to work more closely with the Office of Campus Life to identify optimum timeline to survey students and increase response rates.   
Action Item 3.3:  Incorporate the University’s core values into all official communications and activities.
Interviews were conducted with the following individuals:

Ms. Vickie Oldham
Dr. Kanan

Qualitative Analysis: During 2010-2011, Fort Valley State University did not accomplish this action item mainly due the fact that no one can actually identify what our core values are and where they are located or documented.

In accordance to the FVSU Mission Statement the Office of Marketing and Communications serves as a resource to the entire campus for delivery of information to all campus constituents. 

With this in mind, the office uses students, faculty, and staff to help promote the FVSU story. Visibility of projects, initiatives, research, and events on the website played a key part in any success the Office has experienced.

The Agricultural Communications Department has developed numerous marketing materials to maintain a positive institutional image and to cultivate and communicate the University’s brand to stakeholders. Television and radio spots, billboards, brochures, press releases, national and local newspaper and magazine ads, and internet publicity have been created to endorse the College of Agriculture, Family Sciences, and Technology and the University. Promotional initiatives have been designed to send positive messages to all stakeholders and potential stakeholders. However, the core values have not been articulated in this area either as no one has been able to clearly articulate these core values.
Findings:

After extensive discussion and research by the Institutional Effectiveness Committee Members, no University Core Values were found.
Recommendations
Establish a set a Core Values for the University and share them with all units.
Strategic Initiative Four: Enhance Institutional Effectiveness to Ensure Continuous Improvement and Improved Efficiency
Interviews were conducted with the following individuals:

Ms. Vickie Oldham


Dr. Dwayne Crew

Dr. Larry Rivers



Mr. Wallace Keese

Dr. Melody Carter


Mr. Arthur Henderson

Dr. Canter Brown


Mr. Randy Simon

Dr. Julius Scipio

Action Item 4.2: Promote efficient utilization of infrastructure and all resources with a special emphasis on space and energy conservation to reduce operating costs, and accommodate anticipated growth of the university.
Qualitative Analysis
During 2010-2011, Fort Valley State University did not accomplish this action item mainly due to the reduction of funds available to the University. The concept of doing more with less was echoed throughout the interviews almost to the point that it was a complete consensus. Many stated that this was the fifth year of reduction and that impact has finally caught up with the institution. 

So, as it relates to reducing operating costs, most felt like it was becoming a difficult task to continue to cut. It was to the point that adequacy of services was being impacted negatively because of all the cuts. 

As it relates to the accommodating of anticipated growth of the University, it appeared that all were overly concerned with budget shortfalls and the reduction of manpower and how these variables would impact the preparation for the growth. An example provided was the IT Department; the staff numbers in IT have dropped precipitously; however, the amount of students being served have grown.

Findings:

Budget reductions have caused this action item to not be accomplished. However, the University has several other funding sources to assist with completing this action item in Fiscal Year 2012.
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