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Elizabethtown Community and Technical College 
Strategic Plan 

2016-2022 
 

The ECTC Mission 
 

Elizabethtown Community and Technical College is a comprehensive, open-access, public two-year degree 
granting institution, responding to and serving the needs of our diverse communities.  ECTC prepares people 
to live and work in a constantly changing world through dynamic teaching and learning environments. 
 
Elizabethtown Community and Technical College is a member of the Kentucky Community and Technical 
College System. 

 
Mission Accomplished by Providing: 

 

 Associate of Arts and Associate in Science degree programs which provide students with the 
opportunity to complete the first two years of a baccalaureate degree. 

 

 Associate in Applied Science degree, diploma, and certificate programs as well as courses to prepare 
individuals to excel in a complex workforce. 

 

 Continuing and life-ling education, short-term customized training for business and industry designed to 
strengthen the workforce and expand the life skills, knowledge, and the cultural enrichment of the 
community. 

 

 Developmental Education courses to prepare individuals for success in transfer and technical courses. 
 

 Associated services that support student development and success such as academic advising, library 
services, learning labs, assessment, career counseling, and cultural enrichment activities, among 
others. 

 

 
The ECTC Vision 

 

ECTC will be the provider of choice for transfer, technical, workforce, and lifelong education among those we 
serve and will be recognized as a premier community and technical college, preparing Kentucky’s globally 
competitive workforce. 
 

 
We Value: 

 

 Our institutional mission and strive to fulfill that mission through strategic goals and objectives;  
 

 Relevant educational programs and services that we promote through continuous quality improvement; 
 

 Excellence in teaching and learning that we deliver during the college experience and enhance through 
diversity, inclusiveness, integrity, and collegiality; 

 

 A positive culture that fosters mutual respect and trust for those who use college programs and 
services and promote this atmosphere through open communication 

 

 Open access to education and pursue this through responsive delivery of educational programs and 
services; 

 

 A caring and committed college environment leading to success and lifelong learning and demonstrate 
this through our commitment to those we serve; and 

 

 An environment that recognized and respects diversity by being responsive to internal and external 
communities. 
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Strategic Planning Goals  

2016-2022 
 

 GOAL 1:  Raise the level of educational attainment in the Commonwealth by positioning ECTC as the 
accessible, affordable, and relevant postsecondary education choice for Kentuckians residing in the 
college’s service region. 

 

 GOAL 2:  Increase access and success for ECTC students, particularly among traditionally 
underserved populations. 

 

 GOAL 3:  Develop clear pathways through all levels of postsecondary education with an emphasis on 
experiential learning that lead to successful employment outcomes for ECTC graduates. 

 

 GOAL 4:  Improve student engagement, support, experiences, and success by utilizing best practices 
in academic and student services. 

 

 GOAL 5:  Align programs and curricula with needs of employers that enhance the employability, job 
placement, and career development of ECTC graduates. 
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Elizabethtown Community and Technical College 
 

Enrollment Projections 
 

Calculation of Enrollments 
 
To enable calculation of enrollment projections, the 2015-2016 enrollment of 6,330 was divided into 
the following categories. 
 
Total Enrollment (Total of A and B below) 
 
A. Degree/Certificate Seeking (Total of 1, 2, and 3 below) 

 
1. First-time students 
2. Transfers-in 
3. Continuing (i.e., retained from the previous year) 

 
B. Non-degree/Certificate Seeking 
 
The number of students in each category was computed by determining the percentage that each of 
these categories was of the total Fall 2014 enrollment as reported to IPEDS.  The derived percentage 
for each category was applied to the total 2015-2016 enrollment to determine baseline numbers in 
each category.  These numbers represent a best estimate, as final enrollment numbers are not 
available for these categories for 2015-2016. 
 
The enrollment numbers for 2016-2017 through 2020-2021 were calculated as follows, using  
2015-2016 as a baseline.     
 
The number of First-time Students and Transfers-in were each increased by four 4% each year and 
combined.  The combined result is shown below in the “New Students (First-time and Transfer)” 
column.   
 
Likewise, the number of Non-degree/Certificate seeking students was increased by 4% each year.  
The result is shown below in the “New Students (non-degree/Certif)” column.   
 
The number of continuing students was calculated by multiplying the previous year’s enrollment by an 
increasing percentage each year as follows. 
 
The combined number of New Students (First-time and Transfer), New Students (Non-degree/Certif), 
and Number Retained equal the projected Enrollment for each year, as shown in the Enrollment 
column.   
 
The percentage increase and increased number of students for each year was calculated by 
comparison with the same data for the previous year.   
 



4 | P a g e  

 
 
 
The following chart demonstrates the source of increased enrollments. 
 

 
 
The chart below summarizes the enrollment growth and shows the growth segments in terms of 
numbers and percentages. 
 

   
 

Academic Year Enrollment

% 

Increase 

over 

Previous 

Year

Number 

Increase 

over 

Previous 

Year

Retention 

Rate

Number 

Retained

New 

Students 

(First-time 

and 

Transfer)

New 

Students 

(non-

degree/ 

Certif) Enrollment

AY 2015-2016 6,330            

AY 2016-2017 6,755            6.71% 425 61% 3,861      1,313         1,581          6,755          

AY 2017-2018 7,266            7.56% 511 63% 4,256      1,366         1,644          7,266          

AY 2018-2019 7,853            8.08% 587 65% 4,723      1,420         1,710          7,853          

AY 2019-2020 8,517            8.46% 664 67% 5,262      1,477         1,778          8,517          

AY 2020-2021 9,262            8.75% 745 69% 5,877      1,536         1,849          9,262          

Elizabethtown Community and Technical College Enrollment Projections

Academic Year

Increased

New 

Students 

(First-time 

and 

Transfer) 

Increased

New 

Students 

(non-

degree/ 

Certif)

Increased 

New 

Students

Increased 

Retention

Total 

Growth

AY 2015-2016

AY 2016-2017 51            61            112          313             425          

AY 2017-2018 53            63            116          395             511          

AY 2018-2019 54            66            120          467             587          

AY 2019-2020 57            68            125          539             664          

AY 2020-2021 59            71            130          615             745          

Academic Year

Total 

Enrollment

Enrollment 

Increase over 

Previous Year 

(Number)

 Enrollment 

Increase over 

Previous Year 

(Perecentage.)

New Students 

(Credit and 

Non-Credit) 

Enrollment

New Student 

Increase over 

Previous Year 

(Number)

New Student 

Increase over 

Previous Year 

(Percentage)

Retained 

Students

Retained 

Increase over 

Previous Year 

(Number)

 Retained 

Percentage

AY 2015-2016 6,330            2,782               3,548          

AY 2016-2017 6,755            425 6.71% 2,894               112                      4% 3,861          313                      61%

AY 2017-2018 7,266            511 7.56% 3,010               116                      4% 4,256          395                      63%

AY 2018-2019 7,853            587 8.08% 3,130               120                      4% 4,723          467                      65%

AY 2019-2020 8,517            664 8.46% 3,255               125                      4% 5,262          539                      67%

AY 2020-2021 9,262            745 8.75% 3,385               130                      4% 5,877          615                      69%
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SEM PLAN SUMMARY 

GOAL STRATEGIES ACTION STEPS 
GOAL METRICS, MILESTONES AND 

OUTCOMES 

GOAL 1: Grow 
enrollment 
annually, 
supported by a 
strategic, 
integrated 
marketing plan 
(2016/17 6.71%; 
2017/18 7.56%; 
2018/19 8.08%; 
2019/20 8.46%, 
and 2020/21 
8.75%). 
 

STRATEGY 1.1: 
Review and 
update the 
College website 
for accuracy, 
content, and 
navigability. 

 

ACTION STEP 1.1.1: Define web site audit 
criteria. 
 
ACTION STEP 1.1.2: Content Editor training 

 
ACTION STEP 1.1.3: Update web pages. 
. 

GOAL 1 METRICS:  Headcount and 
enrollment data (per semester); Internal 
and external reaction to the brand; Web 
site hits and site tracking (Google 
Analytics); search engine referrals; social 
media followers and tracking; brand 
recognition. 
 
GOAL 1 MILESTONES:  Define criteria; 
provide Content Editor training, and 
update web pages. 
 
GOAL 1 EXPECTED OUTCOMES:  
Development and implementation of a 
strategic integrated institutional 
marketing plan that will help position 
ECTC as a college of choice among 
prospective students living in the 
college’s 12-county service region. 

STRATEGY 1.2: 
Establish a brand 
that complements 
the KCTCS brand 
and differentiates 
the College from 
competitors in its 
service region. 

 

ACTION STEP 1.2.1: Conduct focus groups 
with target audiences (current students, 
prospective students, parents, alumni, ECTC 
internal community, service area community, 
and business and industry partners). 
 
ACTION STEP 1.2.2: Build brand. 

 
ACTION STEP 1.2.3: Launch brand. 
 

STRATEGY 1.3: 
Develop 
communication 
campaigns for 
each target 
population.  
Target audiences 
include: high 
school students 
and recent high 
school graduates, 
parents, and 
adults. 
 

 

 

 

ACTION STEP 1.3.1: Launch enhanced 
communication plan. 
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GOAL STRATEGIES ACTION STEPS 
GOAL METRICS, MILESTONES AND 

OUTCOMES 

GOAL 2: Grow 
new student 
enrollment 
(2016/17 6.71%; 
2017/18 7.56%; 
2018/19 8.08%; 
2019/20 8.46%, 
and 2020/21 
8.75%), 
supported by 
increased and 
centralized 
recruitment 
activities. 
 

STRATEGY 2.1: 
Coordinate 
recruitment 
activities through 
centralized 
institutional 
processes. 

 

ACTION STEP 2.1.1: Implement College-wide 
recruitment calendar. 
 
ACTION STEP 2.1.2: Launch Recruitment 
Center to College community. 
 
ACTION STEP 2.1.3: Identify faculty to serve on 
and launch the ECTC Recruitment Team. 
 

GOAL 2 METRICS:  Headcount and 
enrollment data; high school visits; 
internal and external recruitment events; 
applications; transfers in; students 
attending other schools, but take 
occasional classes at ECTC. 
 
GOAL 2 MILESTONES:  Launch of 
recruitment calendar, the centralized 
Recruitment Center; and the Recruitment 
Team. 
 
GOAL 2 EXPECTED OUTCOMES:  
Development and implementation of a 
new Recruitment Center and an annual 
recruitment calendar.  A new Academic 
Affairs and Student Affairs recruitment 
team will be seated in August 2016 and 
collaboratively will lead all recruitment 
activities at ECTC.  A new training for 
Faculty (Recruitment 101) will be offered 
to train Faculty on best practices in 
recruitment.   
 

STRATEGY 2.2: 
Empower the 
College 
community to be 
actively engaged 
with recruitment 
activities 

 

ACTION STEP 2.2.1: Embed SEM activities and 
responsibilities into all employees PPE 
expectations. 
 

ACTION STEP 2.2.2: Embed SEM planning 
item in every Planning Unit’s annual 
assessment. 
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GOAL STRATEGIES ACTION STEPS 
GOAL METRICS, MILESTONES AND 

OUTCOMES 

GOAL 3: 
Increase overall 
retention (2 
percentage points 
annually) by 
enhancing 
engagement 
between students 
and advisors. 
 

STRATEGY 3.1: 
Eliminate student 
self-enrollment 
and self-drop/add. 

ACTION STEP 3.1.1: Require students to meet 
with an advisor each semester. 
 
ACTION STEP 3.1.2: Require students to meet 
with an advisor as drop/add becomes 
necessary. 
 

GOAL 3 METRICS:  Increased retention; 
increased persistence; decreased time to 
completion; student satisfaction. 
 
GOAL 3 MILESTONES:  Students meet 
with an advisor each term and meet with 
an advisor for Drop/Add. 
 
GOAL 3 EXPECTED OUTCOMES:  
ECTC has eliminated student self-
enrollment and self-Drop/Add.  ECTC 
now requires students to meet with an 
advisor, prior to registration, and prior to 
Drop/Add.  These actions will, in part, 
keep students at ECTC, and will keep 
students “on track” with their studies, 
ultimately leading to decreased time to 
completion. Students will be better 
motivated to be academically successful 
and to complete college in 2-3 years. 

 

STRATEGY 3.2: 
Increase use of 
Starfish functions 
which enable 
advisors to reach 
out to struggling 
advisees, and 
share advising 
notes from intake 
advisor to 
program advisor. 

 

ACTION STEP 3.2.1: Further train Faculty on 
Starfish functionalities. 
 
ACTION STEP 3.2.2: Onboard additional 
Faculty to Starfish. 

STRATEGY 3.3: 
Increase student 
satisfaction with 
the advising 
process. 

 

ACTION STEP 3.3.1: Develop and implement 
an advising satisfaction instrument. 
 
ACTION STEP 3.3.2: Revise advising practices 
to reflect student needs and preferences. 
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GOAL STRATEGIES ACTION STEPS 
GOAL METRICS, MILESTONES AND 

OUTCOMES 

GOAL 4: 
Increase 
completion rate 
(6% annually), by 
minimizing time to 
credential or 
transfer. 
 

STRATEGY 4.1: 
Implement 
discipline-based 
advising clusters. 

 

ACTION STEP 4.1.1: Implement program 
survey for AA and AS students to determine 
transfer pathways for advisor assignments. 
 
ACTION STEP 4.1.2: Implement orientation-
based survey to identify student majors for 
advisor assignments. 
 
ACTION STEP 4.1.3: Provide face-to-face 
discipline-based advising training to Faculty. 
 

GOAL 4 METRICS:  Increased 
enrollment, retention, and persistence; 
reduced time to completion; increase in 
student satisfaction. 
 
GOAL 4 MILESTONES:  AA and AS 
survey; orientation survey; discipline-
based advising training. 
 
GOAL 4 EXPECTED OUTCOMES:  
Provide face-to-face discipline-based 
advising training to Faculty. ECTC has 
already established a student Program of 
Study to help more properly assign 
students to the correct advisor.  This 
survey will be augmented by a survey 
offered during Orientation, to further 
assist in the accurate advisor 
assignment.  Training on best advising 
practices. 

STRATEGY 4.2: 
Develop 
semester-by-
semester transfer 
guides for most 
common transfer 
majors at most 
common transfer 
institutions. 

 

ACTION STEP 4.2.1: Create 65 discipline-
specific transfer guides for the most common 
transfer institutions (Western Kentucky 
University, University of Louisville, and the 
University of Kentucky). 
 
ACTION STEP 4.2.2: Create new transfer 
guides. 
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GOAL STRATEGIES ACTION STEPS 
GOAL METRICS, MILESTONES AND 

OUTCOMES 

GOAL 5: 
Increase overall 
retention rate (2 
percentage points 
annually) by 
enhancing 
student academic 
support 
programming. 
 

STRATEGY 5.1: 
Implement 
program and 
discipline-specific 
exploration 
events and 
resources. 

 

ACTION STEP 5.1.1: Each Department will hold 
at least one discipline-specific exploration event 
each semester. 
 
ACTION STEP 5.1.2: Each Department will 
build and maintain a discipline-specific online 
resource library to help inform students about 
transfer opportunities, career information, and 
job outlook.   
 
ACTION STEP 5.1.3: Each Department will 
determine in which course(s) the Digital Literacy 
requirement is met.  Advisors will guide students 
into these courses within the first year of study. 

GOAL 5 METRICS:  Increased 
enrollment, retention, and persistence; 
reduced time to completion; increase in 
transfer; increase in student satisfaction. 
 
GOAL 5 MILESTONES:  Digital Literacy 
course(s) identified; advising guidance 
geared toward meeting the Digital 
Literacy requirement within their first 
year of study; discipline-specific online 
resource libraries; advising to meet the 
Digital Literacy requirement early. 
 
GOAL 5 EXPECTED OUTCOMES:  By 
employing a discipline-based exploration 
and information event, students will learn 
more about their chosen discipline and 
discover whether or not it discipline is the 
correct choice for them.  Online 
discipline-based resource libraries will be 
available to connect students to 
resources about transfer opportunities, 
career information, and job outlook.  
Students will have access to relevant 
and accurate resources in online 
libraries, so they can learn more about 
their chosen disciplines and make 
informed decisions about major selection 
and career choice.  By advising students 
into the appropriate Digital Literacy 
course(s) in their first year of study, 
students will acquire the needed Digital 
Literacy early in their academic careers. 
Overall retention will increase by 
enhancing academic support 
programming within Departments, the 
Learning Lab, and the Library.  The 

STRATEGY 5.2: 
Expand student 
access to 
academic support 
services and 
resources. 

 

ACTION STEP 5.2.1: Expand Information 
Literacy programming to include interactive 
online modules (LibGuides) and regularly 
scheduled discipline-specific Information 
Literacy activities. 
 
ACTION STEP 5.2.2: Mandatory New Student 
BlackBoard training during Orientation. 
 
ACTION STEP 5.2.3: Launch a “one-stop-shop” 
for faculty, featuring resources, documentation, 
and teaching tools for the contemporary 
instructor.  Resources focused on online 
instruction will be emphasized. 
 
ACTION STEP 5.2.4: Train Faculty on the use 
of the resources in the “one-stop-shop.” 
 

ACTION STEP 5.2.5: Revise and rebuild the 
ECTC Online Training and Certification Course 
(for Faculty) in BlackBoard. 
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STRATEGY 5.3: 
Offer new credit-
bearing First Year 
Experience (FYE) 
course. 

5.3.1: Develop and offer a credit-bearing FYE 
course. 
 
5.3.2: Market FYE course to students, as part of 
an institutional culture focused on student 
success.  A strategic messaging campaign 
focused on the value of FYE (demonstrated 
through student data) will be employed. 
 

5.3.3: Develop online resource library for first 
year students. 
 

College will provide more holistic 
academic support experiences for 
students, resulting in increased self-
confidence, preparedness, and 
academic success. 
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SEM PLAN 

 
GOAL 1: Grow enrollment annually, supported by a strategic, integrated marketing plan (2016/17 6.71%; 2017/18 7.56%; 2018/19 8.08%;  
2019/20 8.46%, and 2020/21 8.75%). 
Overall Goal Owner: Ron Harrell 
 

 
STRATEGY 1.1: Review and update the College website for accuracy, content, and navigability. 
Overall Strategy Owner: Mary Jo King 

 

ACTION STEPS TIMELINES LEAD CONTRIBUTORS 

1.1.1: Define web site audit 
criteria. 

 
Short Term: 8/1/16 
 
Long Term: Ongoing; reviewed and 
updated annually 
 

 
Mary Jo King, Bernie Davenport 

 
1.1.2: Content Editor 
training. 
 

 
Short Term: 9/2/16 
 
Long Term: Ongoing, Content Editors 
retrained annually 
 

 
Mary Jo King, Bernie Davenport 
 

 
1.1.3: Update web pages. 
 

 
Short Term: 10/3/16 
 
Long Term: Ongoing; mandatory Web 
site updating done annually. 
 

 
Mary Jo King, Bernie Davenport, and Content Editors 
 

GOAL 1 METRICS:  
Headcount and enrollment data (per semester); Internal and external reaction to the brand; Web site hits and 
site tracking (Google Analytics); search engine referrals; social media followers and tracking; brand recognition.  

GOAL 1 MILESTONES: Define criteria; provide Content Editor training, and update web pages. 

GOAL 1 EXPECTED 
OUTCOMES: 

Development and implementation of a strategic integrated institutional marketing plan that will help position 
ECTC as a college of choice among prospective students living in the college’s 12-county service region. 

  



12 | P a g e  

 
GOAL 1: Grow enrollment annually, supported by a strategic, integrated marketing plan (2016/17 6.71%; 2017/18 7.56%; 2018/19 8.08%;  
2019/20 8.46%, and 2020/21 8.75%). 
Overall Goal Owner: Ron Harrell 
 

 
GOAL 1: Build-Out 

 

 
2016-2017: Complete initial phase of market research (overall market research is ongoing); implement strategies and action steps related to the 
integrated marketing plan; annually evaluate effectiveness of strategies and action steps related to the integrated marketing plan. 
 

 
2017-2018: Based on evaluation results, modify existing strategies and action steps, to achieve growth toward desired enrollment targets. 
 

 
2018-2019: Conduct in-depth evaluation to determine effectiveness of previous years strategies and action steps related to the integrated 
marketing plan; based on evaluation results further modify existing strategies and action steps. 
 

 
2019-2020: Assess overall effectiveness of the integrated marketing plan, and modify accordingly, to further achieve growth toward desired 
enrollment targets. 
 

 
STRATEGY 1.1: Review and update the College Website for accuracy, content, and navigability. 
Overall Strategy Owner: Mary Jo King 
 

 
STRATEGY 1.1 Build-Out 

 

 
2016-2017: Audit webpages; refresh Webpages for accuracy, voice, and tone (incorporating the “Julie” tone); each semester, refresh webpages 
with fresh content. 
 

 
2017-2018: Within constraints of the content management system, refresh and reorganize web-based information to foster a more easily 
accessible, and user-intuitive navigability; regularly refresh webpages for accuracy and with fresh content. 
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2018-2019: Incorporate more storytelling on the website, with video stories and photos; regularly refresh webpages for accuracy and with fresh 
content. 
 

 
2019-2020: Through in-depth evaluation (focus groups, usability testing, and Google analytics), assess overall effectiveness of the look and feel, 
navigability, and content of the website, and modify accordingly; regularly refresh webpages for accuracy and with fresh content. 
 

 
STRATEGY 1.1 METRICS: Focus groups; usability testing, and Google analytics. 
 

 
STRATEGY 1.1 EXPECTED OUTCOMES: Increased traffic to website from prospective students, parents, and the community at-large; 
increased use by current students and the College community; increased accuracy of content and enhanced navigability. 
 

ACTION STEPS ACTION STEPS Build-Out 

1.1.1: Define web site audit 
criteria. 

 
2016-2017: Audit criteria established for initial web audit (spelling, grammar, accuracy, tone, and voice).  
 
2017-2018: Add navigability evaluation criteria to overall audit criteria. 
 
2018-2019: Evaluate effectiveness of storytelling on the website. 
 
2019-2020: Based on in-depth evaluation (focus groups, usability testing, and Google analytics), adjust audit 
criteria. 
 

 
ACTION STEP 1.1.1 
METRICS: 
 

 

Audit criteria is established and updated regularly, based on evaluation of effectiveness. 
 

 
ACTION STEP 1.1.1 
EXPECTED OUTCOMES: 
 

 
The College website will be regularly updated for accuracy and consistency. The College website will be regularly 
updated (based on evaluation of effectiveness), to ensure ease of navigability and target audience appeal. 
 

 
 
1.1.2: Content Editor 
training. 
 

 
2016-2017: Content Editors will be assigned by Division and/or Departmental supervisors to maintain specific 
webpages. Content editors will complete a training program. Content Editors will participate in an annual training 
session (which includes instruction on conducting web audits). Content Editors will be accountable for maintaining 
assigned webpages as part of their job duties; fresh photos and video content will be prepared by Marketing. 
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2017-2018: The Webmaster will lead the annual audit of the College website; Content Editors will conduct an 
annual audit of their assigned webpages. 
 
2018-2019: Content Editors will be trained on new content management systems and processes. 
 
2019-2020: Develop an interactive online Content Editor training module. 
 

 
ACTION STEP 1.1.2 
METRICS: 
 

 
The Webmaster will lead the annual audit of the College website; Content Editors will complete annual training, 
and provide annual audits; Content Editors will refresh web content each semester. 
 

 
ACTION STEP 1.1.2 
EXPECTED OUTCOMES: 
 

 
The College website will be regularly maintained for accuracy, content, and navigability by the Webmaster and the 
Content Editors. 

 
1.1.3: Update web pages. 
 

 
2016-2017: Content Editors assigned; All primary webpages will be audited and updated for accuracy, content, 
and navigability each semester. Primary webpage photos and video will be updated each semester (secondary 
and tertiary page photos, video, and copy will be updated annually). 
 
2017-2018: Additional and/or new Content Editors assigned annually, as needed.   
 
2018-2019: A best practices online resource library developed and regularly maintained by the Webmaster. 
 
2019-2020: An in-depth evaluation of effectiveness of website updating practices and processes conducted. 
 

 
ACTION STEP 1.1.3 
METRICS: 
 

 
Zero critical inaccuracies exist on the College website. All primary webpages will be reviewed and updated for 
accuracy, content, and navigability each semester.  Secondary and tertiary page photos, video, and copy will be 
updated annually. 

 

 
ACTION STEP 1.1.3 
EXPECTED OUTCOMES: 
 

 
The College website will be accurate, easy to navigate, appealing to target audiences, and welcoming to 
prospective students and existing users. 
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GOAL 1: Grow enrollment annually, supported by a strategic, integrated marketing plan (2016/17 6.71%; 2017/18 7.56%; 2018/19 8.08%;  
2019/20 8.46%, and 2020/21 8.75%). 
Overall Goal Owner: Ron Harrell 
 

 
STRATEGY 1.2: Establish a brand that complements the KCTCS brand and differentiates the College from competitors in its service region. 
Overall Strategy Owner: Mary Jo King 

 

ACTION STEPS TIMELINES LEAD CONTRIBUTORS 

 
1.2.1: Conduct focus groups 
with target audiences 
(current students, 
prospective students, 
parents, alumni, ECTC 
internal community, service 
area community, and 
business and industry 
partners). 
 

 
Short Term: 8/29/2016 
 
Long Term: Ongoing; annually held focus groups 
to understand contemporary perceptions. 
 

 
Ron Harrell, Mary Jo King, Sarah Edwards, and Katrina 
Eicher.  

1.2.2: Build brand. 

 
Short Term: 9/30/2016 
 
Long Term: Ongoing; annual examination of brand. 
 

 
Ron Harrell and Mary Jo King. 
 

1.2.3: Launch brand. 

 
Short Term: 11/1/3016 
 
Long Term: Ongoing; annual brand refresh and 
relaunch. 
 

 
Ron Harrell and Mary Jo King. 
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GOAL 1: Grow enrollment annually, supported by a strategic, integrated marketing plan (2016/17 6.71%; 2017/18 7.56%; 2018/19 8.08%;  
2019/20 8.46%, and 2020/21 8.75%). 
Overall Goal Owner: Ron Harrell 
 

 
STRATEGY 1.2: Establish a brand that complements the KCTCS brand and differentiates the College from competitors in its service region. 
Overall Strategy Owner: Mary Jo King 
 

 
STRATEGY 1.2 Build-Out 

 

 
2016-2017: Canvas key College target audiences through surveys and focus groups to determine how the College is perceived and differentiated 
from competitors; annual canvasing will be conducted on an ongoing basis. 
 

 
2017-2018: Reinforce College brand identify with updated communications and recruitment collateral. 
 

 
2018-2019: Based on ongoing market research, increase marketing and outreach efforts to maximize visibility and market penetration (web, print, 
digital, advertising). 
 

 
2019-2020: An in-depth evaluation of effectiveness to determine effectiveness of brand identity, and communications and recruitment collateral, 
will be conducted. 
 

 
STRATEGY 1.2 METRICS: The College’s brand identity is established, and all marketing and communication collateral carries the new brand 
identity. 
 

 
STRATEGY 1.2 EXPECTED OUTCOMES: ECTC will establish a brand identity that complements the KCTCS brand yet differentiates the 
College from competitors in its service region.  
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ACTION STEPS ACTION STEPS Build-Out 

1.2.1: Conduct focus groups 
with target audiences.1 
 

 
2016-2017: Conduct facilitated focus groups with prospective students, current students, parents, working adults, 
and community to determine how ECTC is perceived and differentiated from competitors; focus group will be 
conducted annually on an ongoing basis. 
 
2017-2018: Canvas target audiences to follow-up on perceptions and determine if they have changed as a result 
of the updated brand identity. 
 
2018-2019: Expand the number of facilitated focus group to gather more data to determine how ECTC is 
perceived and differentiated from competitors. 
 
2019-2020: An in-depth evaluation of effectiveness of the College brand identity will be conducted. 
 

 
ACTION STEP 1.2.1 
METRICS: 
 

 
Annual evaluation and research regarding brand identity, institutional perception, and identity differentiation will be 
conducted. 

 
ACTION STEP 1.2.1 
EXPECTED OUTCOMES: 
 

 
The College will obtain the necessary feedback for brand verification and modification. 

 
 
1.2.2: Build brand. 
 

 
2016-2017: Based on the data gathered from the focus groups, develop three options for a brand identity to test 
with targeted audiences.  Test with focus group participants and the internal community. Build the brand. 
 
2017-2018: Annually review the effectiveness of brand identity on an ongoing basis; Refine the brand identity, as 
needed. 
 
2018-2019: Create internal group of employees and students to serve as Brand Ambassadors. Grow the Brand 
Ambassador team, as needed. 
 
2019-2020: An in-depth evaluation of effectiveness of the College brand identity will be conducted. 
 

 
ACTION STEP 1.2.2 
METRICS: 
 

 
ECTC brand identity will be built, reviewed annually, and enhanced as necessary. 

                                                           
1 Current students, prospective students, parents, alumni, ECTC internal community, service area community, and business and industry partners. 
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ACTION STEP 1.2.2 
EXPECTED OUTCOMES: 
 

 
The College’s brand identity is established, and enhanced as needed. 

 
1.2.3: Launch brand. 

 
2016-2017: Introduce brand to internal and external audiences and incorporate it into all communication collateral. 
 
2017-2018: Annually canvas internal and external audiences to gauge the effectiveness of the brand identity on 
an ongoing basis. Annually audit all communications collateral on an ongoing basis to ensure that they are 
appropriately branded.  
 
2018-2019: Embed storytelling into all communication collateral and refresh storytelling annually. 
 
2019-2020: An in-depth evaluation of effectiveness of the College brand identity will be conducted. 
 

 
ACTION STEP 1.2.3 
METRICS: 
 

 
The brand identity is integrated into all communications, recruitment, and marketing collateral. An annual 
communications audit of all collateral will be conducted. 

 
ACTION STEP 1.2.3 
EXPECTED OUTCOMES: 
 

 
All communications, recruitment, and marketing collateral will consistently carry and reinforce the College brand 
identity. At-large, audiences will connect the brand identity with ECTC. 
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GOAL 1: Grow enrollment annually, supported by a strategic, integrated marketing plan (2016/17 6.71%; 2017/18 7.56%; 2018/19 8.08%;  
2019/20 8.46%, and 2020/21 8.75%). 
Overall Goal Owner: Ron Harrell 
 

 
STRATEGY 1.3: Develop communication campaigns for each target population.  Target audiences include: high school students and recent 
high school graduates, parents, and adults. 
Overall Strategy Owner: Mary Jo King 

 

ACTION STEPS TIMELINES LEAD CONTRIBUTORS 

 
1.3.1: Launch enhanced 
communication plan. 
 

 
Short Term: 8/1/16 
 
Long Term: Ongoing; annual examination, 
updating, and dissemination of the communication 
plan. 
 

 
Ron Harrell and Mary Jo King. 

STRATEGY 1.3 METRICS:  

Headcount and enrollment data; internal and external reaction to the brand; Web site hits and site tracking 
(Google Analytics); search engine referrals; social media followers and tracking; brand recognition; Updated 
marketing collateral (reflective of segmented messaging campaigns) will be developed and used. Target 
populations will be canvased to evaluate the effectiveness of the segmented messaging campaigns. Target 
populations will be evaluated for viability. 
 

STRATEGY 1.3 
MILESTONES: 

Refine and launch communication plan. 

STRATEGY 1.3 
EXPECTED OUTCOMES: 

 
After the launch of the enhanced communication plan, the College community will better understand who, when, 
and how College personnel can and should contact prospective students.  Segmented messages will be 
developed, and aimed at different target populations. Targeted audiences will recognize ECTC as a premier 
educational provider and their educational provider of choice. 
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GOAL 1: Grow enrollment annually, supported by a strategic, integrated marketing plan (2016/17 6.71%; 2017/18 7.56%; 2018/19 8.08%;  
2019/20 8.46%, and 2020/21 8.75%). 
Overall Goal Owner: Ron Harrell 
 

 
STRATEGY 1.3: Develop communication campaigns for each target audience.  Target audiences include: high school students and recent high 
school graduates, parents, and adults. 
Overall Strategy Owner: Mary Jo King 
 

 
STRATEGY 1.3 Build-Out 

 

 
2016-2017: Develop segmented messaging campaigns for target audiences, and incorporate the messaging into all marketing collateral.   
 

 
2017-2018: Annually evaluate whether the identified target audiences are still viable and modify them as needed. Annually evaluate effectiveness 
of the segmented messaging campaigns and modify them as needed. 
 

 
2018-2019: Annually update marketing collateral (ongoing). 
 

 
2019-2020: An in-depth evaluation of effectiveness of the segmented messaging campaigns will be conducted. 
 

ACTION STEPS ACTION STEPS Build-Out 

1.3.1: Launch enhanced 
communication plan. 
 

 
2016-2017: Enhance the existing communication plan, and operationally introduce the enhanced plan to the 
internal College community, Incorporate strategic messaging into all marketing collateral. 
  
2017-2018: Evaluate the communication plan for effectiveness, annually, and modify as needed (ongoing). Audit 
marketing collateral for effectiveness of message annually (ongoing). Annually canvas targeted audiences to 
determine reach and effectiveness of messaging. 
 
2018-2019: Develop new marketing collateral annually (ongoing). 
 
2019-2020: An in-depth evaluation of effectiveness of the communication plan will be conducted. 
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ACTION STEP 1.3.1 
METRICS: 
 

 
The enhanced communication plan is in place and provides the operational plans and processes for all external 
communication and marketing. Marketing collateral is audited and updated annually. 
 
  

 
ACTION STEP 1.3.1 
OUTCOMES EXPECTED: 
 

 
All external College communications are aligned and centrally coordinated. 
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GOAL 2: Grow new student enrollment (2016/17 6.71%; 2017/18 7.56%; 2018/19 8.08%; 2019/20 8.46%, and 2020/21 8.75%), supported by 
increased and centralized recruitment activities. 
Overall Goal Owner: Dr. Dale Buckles 
 

 
STRATEGY 2.1: Coordinate recruitment activities through centralized institutional processes. 
Overall Strategy Owner: Samantha Manire.  
 

ACTION STEPS TIMELINES LEAD CONTRIBUTORS 

 
2.1.1: Implement College-
wide recruitment calendar. 
 

 
Short Term: 08/05/16 
 
Long Term: Ongoing; Revise and expand the recruitment 
calendar annually. 
 

 
Samantha Manire 

 
2.1.2: Launch Recruitment 
Center to College 
community. 
 

 
Short Term: 08/05/16 
 
Long Term: Ongoing; The Recruitment Central will be the 
central point of focus for all recruitment activities. 
 

 
Samantha Manire 

 
2.1.3: Identify faculty to 
serve on and launch the 
ECTC Recruitment Team.   

 
Short Term: 08/15/16 
 
Long Term: Ongoing; The Recruitment Team will 
collaboratively identify and lead all College recruitment 
activities. The Provost will evaluate the composition of the 
Recruitment Team each year and update as needed. 
 

 
Dr. Dale Buckles, Dr. Tiffany Evans, 
Samantha Manire, Student Affairs staff, 
Division Chairs, and Faculty. 

GOAL 2 METRICS:  
Headcount and enrollment data; high school visits; internal and external recruitment events; applications; 
transfers in; students attending other schools, but take occasional classes at ECTC. 

GOAL 2 MILESTONES: 

 

Launch of recruitment calendar, the centralized Recruitment Center; and the Recruitment Team. 
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GOAL 2 EXPECTED 
OUTCOMES: 

Development and implementation of a new Recruitment Center and an annual recruitment calendar.  A new 
Academic Affairs and Student Affairs recruitment team will be seated in August 2016 and collaboratively will 
lead all recruitment activities at ECTC.  A new training for Faculty (Recruitment 101) will be offered to train 
Faculty on best practices in recruitment.   
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GOAL 2: Grow new student enrollment (2016/17 6.71%; 2017/18 7.56%; 2018/19 8.08%; 2019/20 8.46%, and 2020/21 8.75%), supported by 
increased and centralized recruitment activities. 
Overall Goal Owner: Dr. Dale Buckles 
 

 
GOAL 2: Build-Out 

 

 
2016-2017: Complete the initial phase of best practices research (ongoing). Initiate a centralized Recruitment Center to coordinate and 
communicate the College’s recruitment activities. Initiate a College recruitment calendar (ongoing). Initiate a Recruitment Team of ECTC faculty 
and staff. Members of the Recruitment Team will be trained in recruitment best practices. All Strategic Planning efforts are aligned with SEM 
Planning. All College personnel will add a SEM goal to their annual PPE documents (ongoing). 
 

 
2017-2018: Evaluate effectiveness of the Recruitment Center annually and modify activities as needed (ongoing). Strategically align College 
recruitment activities with high schools, community agencies, and public events to maximize visibility and outreach. Personnel annually will modify 
SEM goals (ongoing). All Strategic Planning and SEM Planning will be evaluated annually for alignment (ongoing). Personnel will modify SEM 
goals annually (ongoing).  
 

 
2018-2019: Increase the number of recruitment events annually by 25%. Personnel will further grow their SEM goals annually (ongoing).  
 

 
2019-2020: An in-depth evaluation of effectiveness of the recruitment calendar, the Recruitment Center, and the Recruitment Team will be 
conducted. Increase the number of recruitment events annually, by 50%. An in-depth evaluation of the effectiveness of embedding SEM across all 
College strategic planning will be conducted.  
 

 
STRATEGY 2.1: Coordinate recruitment activities through centralized institutional processes. 
Overall Strategy Owner: Samantha Manire.  
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STRATEGY 2.1 Build-Out 

 

 
2016-2017: Initiate a centralized Recruitment Center to coordinate and communicate the College’s recruitment activities (ongoing). Initiate and 
train a Recruitment Team of ECTC faculty and staff (ongoing). Develop and maintain a Collegewide recruitment calendar (ongoing).  
 

 
2017-2018: Develop and maintain an online Collegewide recruitment calendar (ongoing). 
 

 
2018-2019: Increase the number of recruitment events annually by 25%. 
 

 
2019-2020: Increase the number of recruitment events annually by 50%. An in-depth evaluation of effectiveness of the recruitment calendar, the 
Recruitment Center, and the Recruitment Team will be conducted. 
 

 
STRATEGY 2.1 METRICS: Number of recruitments events attended; number of application received; increase in enrollment; number of college 
personnel involved. 
 

 
STRATEGY 2.1 EXPECTED OUTCOMES: All College recruitment activities will be centrally and strategically aligned. 
 

ACTION STEPS ACTION STEPS Build-Out 

2.1.1: Implement College-
wide recruitment calendar. 
 
 

 
2016-2017: Gather a list of recruitment opportunities for the ECTC service region. Develop a centralized 
recruitment calendar. Distribute the calendar, Collegewide, each month. 
 
2017-2018: Develop a Collegewide recruitment calendar for each semester (available at the beginning of each 
term). Launch the Collegewide recruitment calendar in a Web-based format (ongoing). 
 
2018-2019: Develop a Collegewide recruitment calendar for each Academic Year (available at the beginning of the 
Academic Year, ongoing). 
 
2019-2020: an in-depth evaluation of the effectiveness of Collegewide recruitment calendar will be conducted. 
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ACTION STEP 2.1.1 
METRICS: 
 

 
A recruitment calendar is available by month, by semester, and by Academic Year. The recruitment calendar is 
available online. 

 
EXPECTED ACTION STEP 
2.1.1 OUTCOMES: 
 

 
Recruitment planning is coordinated, and more members of the ECTC community can strategically plan to be part 
of ongoing recruitment activities. 

 
 
2.1.2: Launch Recruitment 
Center to College 
community. 
 
 
 

 
2016-2017: Roles and responsibilities of the Recruitment Center are established and communicated to the College 
community. 
 
2017-2018: Roles and responsibilities of the Recruitment Center are reviewed and updated annually (ongoing). 
 
2018-2019: New activities and events are developed by the Recruitment Center annually (ongoing). 
 
2019-2020: An in-depth evaluation of the effectiveness of Collegewide Recruitment Center will be conducted. 
 

 
ACTION STEP 2.1.2 
METRICS: 
 

 
A centralized Recruitment Center will be established. 

 
EXPECTED ACTION STEP 
2.1.2 OUTCOMES: 
 

 
College recruitment activities will be strategically aligned and centralized. 

 
2.1.3: Identify Faculty and 
Staff to serve on and launch 
the ECTC Recruitment 
Team.   
 

 
2016-2017: Initial Recruitment Team is identified. Roles of the members of the Recruitment Team are assigned. 
 
2017-2018: Composition of the Recruitment Team is reviewed and updated annually (ongoing). 
 
2018-2019: Roles of the members of the Recruitment Team are reviewed and updated annually (ongoing). 
 
2019-2020: An in-depth evaluation of the effectiveness of the ECTC Recruitment Team will be conducted. 
 

 
ACTION STEP 2.1.3 
METRICS: 
 
 
 

 
Faculty and staff for the ECTC Recruitment Team are identified. 
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EXPECTED ACTION STEP 
2.1.3 OUTCOMES: 
 

 
Faculty and staff will participate in coordinated and strategically identified recruitment activities. 
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GOAL 2: Grow new student enrollment (2016/17 6.71%; 2017/18 7.56%; 2018/19 8.08%; 2019/20 8.46%, and 2020/21 8.75%), supported by 
increased and centralized recruitment activities. 
Overall Goal Owner: Dr. Dale Buckles 
 

 
STRATEGY 2.2: Empower the College community to be actively engaged with recruitment activities. 
Overall Strategy Owner(s): Dr. Tiffany Evans and Dr. Dale Buckles 
 

ACTION STEPS TIMELINES LEAD CONTRIBUTORS 

 
2.2.1: Embed SEM activities 
and responsibilities into all 
employees PPE 
expectations. 
 

 
Short Term: 08/30/16 
 
Long Term: Ongoing; All ECTC employees will include SEM 
activities and responsibilities. 
 
 

 
Kris Wood, supervisors, and ECTC 
employees 

 
2.2.2: Embed SEM planning 
item in every Planning Unit’s 
annual assessment. 
 

 
Short Term: 08/30/2016 
 
Long Term: All ECTC Planning Units will include SEM 
Outcomes in their annual assessment (ongoing). 
 
 

 
Institutional Effectiveness, supervisors, and 
ECTC employees. 
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GOAL 2: Grow new student enrollment (2016/17 6.71%; 2017/18 7.56%; 2018/19 8.08%; 2019/20 8.46%, and 2020/21 8.75%), supported by 
increased and centralized recruitment activities. 
Overall Goal Owner(s): Dr. Tiffany Evans and Dr. Dale Buckles 
 

 
STRATEGY 2.2: Empower the College community to be more actively engaged with recruitment activities. 
Overall Strategy Owner(s): Dr. Tiffany Evans and Dr. Dale Buckles 
 

 
STRATEGY 2.2 Build-Out 

 

 
2016-2017: All Strategic Planning efforts are aligned with SEM Planning. All College personnel will add a SEM goal to their annual PPE 
documents (ongoing). 
 

 
2017-2018: All Strategic Planning and SEM Planning will be annually evaluated for alignment (ongoing). Personnel will reviewed and modify SEM 
goals annually (ongoing). All Strategic Planning and SEM Planning will be annually evaluated for alignment (ongoing). 
 

 
2018-2019: Personnel will further grow their annual SEM goals each year (ongoing). 
 

 
2019-2020: An in-depth evaluation of effectiveness of adding SEM goals to individual in will be conducted. An in-depth evaluation of the 
effectiveness of .embedding SEM across all College strategic planning will be conducted. 
 

 
STRATEGY 2.2 METRICS: 100% of employees will have a SEM goal listed in their PPE documents. 100% of all Planning Units will align their 
annual goals with ECTC’s SEM goals. 
 

 
STRATEGY 2.2 EXPECTED OUTCOMES: ECTC employees will feel more empowered to actively participate in SEM activities. 
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ACTION STEPS ACTION STEPS Build-Out 

2.2.1: Embed SEM activities 
and responsibilities into all 
employees PPE 
expectations.   
 
 

 
2016-2017: All College personnel will add a SEM goal to their annual PPE documents. 
 
2017-2018: Based on assessment of the previous year’s goal attainment, personnel will modify their SEM goals. 
 
2018-2019: Personnel will further grow their SEM goals annually (ongoing). 
 
2019-2020: An in-depth evaluation of the effectiveness of embedding SEM into all PPEs will be conducted 
 

 
ACTION STEP 2.2.1 
METRICS: 
 

 
All employees add a SEM goal to their annual PPE. 
 

 
EXPECTED ACTION STEP 
2.2.1 OUTCOMES: 
 

 
College personnel will become more empowered to actively participate in SEM activities. College personnel will 
become more actively engaged with SEM activities. 

 
 
2.2.2: Embed a SEM 
planning item in every 
planning unit’s annual 
assessment. 
 
 
 

 
2016-2017: ECTC Executive Leadership will commit to aligning all Strategic Planning efforts with SEM. All 
Strategic Planning efforts are aligned with SEM Planning. 
 
2017-2018: All Strategic Planning and SEM Planning will be annually evaluated for alignment (ongoing). 
 
2018-2019: All SEM Planning will be evaluated for alignment with Mission, Vision, and Values (ongoing). 
 
2019-2020: An in-depth evaluation of the effectiveness of .embedding SEM across all College strategic planning 
will be conducted. 
 

 
ACTION STEP 2.2.2 
METRICS: 
 

 
SEM goals embedded into all College Strategic Planning activities. 

 
ACTION STEP 2.2.2 
EXPECTED OUTCOMES: 
 

 
College personnel will become more empowered to actively participate in SEM activities. College personnel will 
become more actively engaged with SEM activities. 
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GOAL 3: Increase overall retention (2 percentage points annually) by enhancing engagement between students and advisors. 
Overall Goal Owner(s): Dr. Tiffany Evans and Dr. Dale Buckles 
 

 
STRATEGY 3.1: Eliminate student self-enrollment and self-drop/add. 
Overall Strategy Owner: Dr. Tiffany Evans and Dr. Dale Buckles 

 

ACTION STEPS TIMELINES LEAD CONTRIBUTORS 

3.1.1: Require students to 
meet with an advisor each 
semester. 
 

 
Short Term: 03/01/16 
 
Long Term: Ongoing; Acclimatize students to meet with an 
advisor before the close of each semester.  
  

 
Division Chairs, Faculty, and Student Affairs.  

 
3.1.2: Require students to 
meet with an advisor as 
drop/add becomes 
necessary. 
 

 
Short Term: 03/01/16 
 
Long Term: Ongoing; Acclimatize students to meet with an 
advisor, as drop/add becomes necessary. 
  

 
Division Chairs, Faculty, and Student Affairs. 

GOAL 3 METRICS:  Increased retention; increased persistence; decreased time to completion; student satisfaction. 

GOAL 3 MILESTONES: Students meet with an advisor each term and meet with an advisor for Drop/Add. 

GOAL 3 EXPECTED 
OUTCOMES: 

 

ECTC has eliminated student self-enrollment and self-Drop/Add.  ECTC now requires students to meet with an 
advisor, prior to registration, and prior to Drop/Add.  These actions will, in part, keep students at ECTC, and will 
keep students “on track” with their studies, ultimately leading to decreased time to completion.  Students will move 
through the pipeline toward completion more accurately and more quickly. Students will be better motivated to be 
academically successful and to complete college in 2-3 years. 
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GOAL 3: Increase overall retention (2 percentage points annually) by enhancing engagement between students and advisors. 
Overall Goal Owner(s): Dr. Tiffany Evans and Dr. Dale Buckles 
 

 
GOAL 3: Build-Out 

 

 
2016-2017: Student self-service eliminated; advising clusters developed; 25% of all enrolled students will meet with their advisor prior to the end of 
each current semester (ongoing). Students meet with an advisor prior to adding or dropping a course. 50% of “intake advisors” will use note 
features in Starfish. 25% of flags raised will be addressed by instructor or faculty advisor. 40% of faculty will implement Starfish functions to 
schedule and communicate (personally contact) with students enrolled in their classes. 
 

 
2017-2018: Advising clusters will be reviewed and modified each semester (ongoing). 50% of all enrolled students will meet with their advisor prior 
to the end of each current semester (ongoing). Drop/Add procedures will be refined annually, as needed (ongoing). 75% of “intake advisors” will 
use note features in Starfish. 30% of flags raised will be addressed by instructor or faculty advisor. 50% of faculty will implement Starfish functions 
to schedule and communicate (personally contact) with students enrolled in their classes. develop training and templates for faculty use when 
contacting students. 
 

 
2018-2019: 75% of all enrolled students will meet with their advisor prior to the end of each current semester (ongoing). Drop/Add procedures will 
be refined annually, as needed (ongoing). 85% of “intake advisors” will use note features in Starfish. 35% of flags raised will be addressed by 
instructor or faculty advisor. 60% of faculty will implement Starfish functions to schedule and communicate (personally contact) with students 
enrolled in their classes. 
 

 
2019-2020: 100% of all enrolled students will meet with their advisor prior to the end of each current semester (ongoing). 100% of “intake 
advisors” will use note features in Starfish. 40% of flags raised will be addressed by instructor or faculty advisor. .0% of faculty will implement 
Starfish functions to schedule and communicate (personally contact) with students enrolled in their classes; an in-depth evaluation of the 
effectiveness of student engagement with advisors will be conducted. 
 

 
STRATEGY 3.1: Eliminate student self-enrollment and self-drop/add. 
Overall Strategy Owner: Dr. Tiffany Evans and Dr. Dale Buckles 
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STRATEGY 3.1 Build-Out 

 
 

 
2016-2017: 25% of all enrolled students will meet with their advisor prior to the end of each current semester (ongoing). Students meet with an 
advisor prior to adding or dropping a course;  
 

 
2017-2018: 50% of all enrolled students will meet with their advisor prior to the end of each current semester (ongoing). Drop/Add procedures will 
be refined annually, as needed (ongoing). 
 

 
2018-2019: 75% of all enrolled students will meet with their advisor prior to the end of each current semester (ongoing). Drop/Add procedures will 
be refined annually, as needed (ongoing). 
 

 
2019-2020: 100% of all enrolled students will meet with their advisor prior to the end of each current semester (ongoing); an in-depth evaluation of 
the effectiveness of the Drop/Add process will be conducted. 
 

 
STRATEGY 3.1 METRICS: Currently enrolled students will meet with their advisor prior to the end of each semester; 
 

 
STRATEGY 3.1 EXPECTED OUTCOMES: Currently enrolled students will meet with their advisor and enroll for classes prior to the end of each 
semester. 
 

ACTION STEPS ACTION STEPS Build-Out 

3.1.1: Require students to 
meet with an advisor each 
semester. 
 
 

 
2016-2017: Student self-service (for registration) was eliminated in Spring 2016. Students are now required to 
meet with an advisor prior to registering for the next term. Advising clusters based on discipline and closely related 
discipline were completed in Summer 2016. Faculty advising clusters were developed during Fall 2016, and 
implemented in Spring 2016. 25% of all enrolled students will meet with their advisor prior to the end of each 
current semester.  
 
 
2017-2018: Advising clusters are reviewed each semester, and modified as needed (ongoing). 50% of all enrolled 
students will meet with their advisor prior to the end of each current semester. 
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2018-2019: 75% of all enrolled students will meet with their advisor prior to the end of each current semester. 
 
2019-2020: 100% of all enrolled students will meet with their advisor prior to the end of each current semester. An 
in-depth evaluation of the effectiveness of advising processes will be conducted. 
 
 

 
ACTION STEP 3.1.1 
METRICS: 
 

 
Elimination of student self-service and the elimination of self-Drop/Add. 

 
EXPECTED ACTION STEP 
3.1.1 OUTCOMES: 
 

 
More ECTC students will enroll in ECTC courses. Students meet with their advisors each semester for advising 
before the end of the semester;  

 
3.1.2: Require students to 
meet with an advisor as 
drop/add becomes 
necessary. 
 
 
 

 
2016-2017: Student self-drop/add was eliminated in Spring 2016. Students are required to meet with an advisor as 
they have drop/add needs. 
 
2017-2018: The effectiveness of the new drop/add procedures will be reviewed annually (ongoing). 
 
2018-2019: Drop/Add procedures will be refined annually, as needed (ongoing). 
 
2019-2020: An in-depth evaluation of the effectiveness of advising processes will be conducted. 
 

 
ACTION STEP 3.1.2 
METRICS: 
 

 
Student self-drop/add is eliminated. 

 
EXPECTED ACTION STEP 
3.1.2 OUTCOMES: 
 

 
Students meet with an advisor prior to adding or dropping a course. 
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GOAL 3: Increase overall retention (2 percentage points annually) by enhancing engagement between students and advisors. 
Overall Goal Owner(s): Dr. Tiffany Evans and Dr. Dale Buckles 
 

 
STRATEGY 3.2: Increase use of Starfish functions which enable advisors to reach out to struggling advisees, and share advising notes from 
intake advisor to program advisor. 
Overall Strategy Owner(s): Dr. Tiffany Evans and Dr. Dale Buckles 

 

ACTION STEPS TIMELINES LEAD CONTRIBUTORS 

3.2.1: Further train Faculty 
on Starfish functionalities. 

 
Short Term: 08/05/16 
 
Long Term: Ongoing; annual Starfish training, and training on 
demand. 
 

 
Mary Byerley-Shetty and Suzanne Darland 

3.2.2: Onboard additional 
Faculty to Starfish. 

 
Short Term: 08/12/16 
 
Long Term: Ongoing; continue onboarding Faculty until most 
Faculty regularly use Starfish. 
 

 
Division Chairs and Faculty. 

METRICS:  
Increase in student satisfaction; increase in retention and persistence; higher grades; reduction in time to 
completion. 

MILESTONES: Train Faculty on the Starfish platform; Continue onboarding and training Faculty to the Starfish platform. 

EXPECTED OUTCOMES: 
Faculty will be on boarded to the Starfish platform and trained in its use so that they are able to use it for their 
students.  Through Starfish Faculty and student engagement will increase, ultimately resulting in greater student 
satisfaction, higher grades, and an increase retention and persistence. 
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GOAL 3: Increase overall retention (2% annually) by enhancing engagement between students and advisors. 
Overall Goal Owner(s): Dr. Tiffany Evans and Dr. Dale Buckles 
 

 
STRATEGY 3.2: Increase use of Starfish functions which enable advisors to reach out to struggling advisees and share advising notes from intake 
advisor to program advisor. 
Overall Strategy Owner(s): Dr. Tiffany Evans and Dr. Dale Buckles 
 
 

 
STRATEGY 3.2 Build-Out 

 

 
2016-2017: 50% of “intake advisors” will use note features in Starfish. 25% of flags raised will be addressed by instructor or faculty advisor. 40% of 
faculty will implement Starfish functions to schedule and communicate (personally contact) with students enrolled in their classes. 
 

 
2017-2018: 75% of “intake advisors” will use note features in Starfish. 30% of flags raised will be addressed by instructor or faculty advisor. 50% of 
faculty will implement Starfish functions to schedule and communicate (personally contact) with students enrolled in their classes. Develop training 
and templates for faculty use when contacting students. 
 

 
2018-2019: 85% of “intake advisors” will use note features in Starfish. 35% of flags raised will be addressed by instructor or faculty advisor. 60% of 
faculty will implement Starfish functions to schedule and communicate (personally contact) with students enrolled in their classes. 
 

 
2019-2020: 100% of “intake advisors” will use note features in Starfish. 40% of flags raised will be addressed by instructor or faculty advisor. 70% 
of faculty will implement Starfish functions to schedule and communicate (personally contact) with students enrolled in their classes. An in-depth 
evaluation of the effectiveness of Starfish will be conducted. 
 
 

 
STRATEGY 3.2 METRICS: Intake advisors use Starfish; Faculty use Starfish. 
 

 
STRATEGY 3.2 EXPECTED OUTCOMES: Students will be more engaged with Faculty through the use of Starfish. 
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ACTION STEPS ACTION STEPS Build-Out 

3.2.1: Further train Faculty 
on Starfish functionalities. 
 
Owners: Division Chairs and 
Faculty. 
 

 
2016-2017: Provide training to faculty during Kickoff and Convocation. 25% of advisors will complete advising 
training models. 
 
2017-2018: Embed Starfish training in advising training modules (ongoing). Update advising training models for 
advisors (ongoing). 50% of advisors will complete advising training models. 
 
2018-2019: 75% of advisors will complete advising training models. 
 
2019-2020: 100% of advisors will complete advising training models. An in-depth evaluation of the effectiveness of 
Starfish training will be conducted. 
 

 
ACTION STEP 3.2.1 
METRICS: 
 

 
Number of flags answered by instructors/faculty advisors; number of faculty advisors using Starfish for intake 
advising and notes. 
 

 
EXPECTED ACTION STEP 
3.2.1 OUTCOMES: 
 

 
Increase in faculty/student contacts; increased retention. 

 
 
3.2.2: Onboard additional 
Faculty to Starfish. 
 
 
 

 
2016-2017: Relaunch Starfish as a College retention initiative, and conduct “refresher” training for Faculty already 
using Starfish. 50% of intake/new student advisors use Starfish. 
 
2017-2018: 75% of intake/new student advisors use Starfish. 
 
2018-2019: 85% of intake/new student advisors use Starfish. 
 
2019-2020: 100% of intake/new student advisors use Starfish. An in-depth evaluation of the effectiveness of 
Starfish will be conducted. 
 

 
ACTION STEP 3.2.2 
METRICS: 
 

 
Reported meeting notes. 

 
EXPECTED ACTION STEP 
3.2.2 OUTCOMES: 

 
Increased retention; enhanced communication with students; improve transition of students between advisors. 
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GOAL 3: Increase overall retention (2 percentage points annually) by enhancing engagement between students and advisors. 
Overall Goal Owner(s): Dr. Tiffany Evans and Dr. Dale Buckles 
 

 
STRATEGY 3.3: Increase student satisfaction with the advising process. 
Overall Strategy Owner(s): Dr. Tiffany Evans and Dr. Dale Buckles 

 

ACTION STEPS TIMELINES LEAD CONTRIBUTORS 

 
3.3.1: Develop and 
implement an advising 
satisfaction instrument. 
 

 
Short Term: 10/01/16 
 
Long Term: Ongoing; 

 
Advising Committee, Division Chairs, Faculty, 
and Institutional Effectiveness. 

 
3.3.2: Revise advising 
practices to reflect student 
needs and preferences. 
 

 
Short Term: Spring 2017  
 
Long Term: Ongoing; annually reevaluate student advising needs 
and preferences based on student data. 
 

 
Advising Committee, Division Chairs, Faculty, 
and Institutional Effectiveness. 

STRATEGY 3.3 METRICS:  
Increased enrollment, retention, and persistence; reduce time to completion; increase in student satisfaction; 
streamlined advising practices. 

STRATEGY 3.3 
MILESTONES: 

Advising satisfaction instrument; revision of advising practices to meet student needs and practices. 

STRATEGY 3.3 
EXPECTED OUTCOMES: 

 

By using data provided by students, ECTC will be better able to consistently revise advising practices so they 
better meet the needs and preferences of contemporary students. 
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GOAL 3: Increase overall retention (2 percentage points annually), by enhancing engagement between students and advisors. 
Overall Goal Owner(s): Dr. Tiffany Evans and Dr. Dale Buckles 
 

 
STRATEGY 3.3: Increase student satisfaction with the advising process. 
Overall Strategy Owner(s): Dr. Tiffany Evans and Dr. Dale Buckles 
 

 
STRATEGY 3.3 Build-Out 

 

 
2016-2017: Create a faculty/student committee to develop advising satisfaction instrument and method of implementing advising evaluations. 
Conduct student focus groups to get baseline information from students concerning advising practices and student needs and preferences. 
 

 
2017-2018: Implement advising evaluations in fall 2017. 70% of students will indicate satisfaction with their advising experience. 
 

 
2018-2019: Using data collected from advising evaluation, provide advising training to address needs/concerns of students. 80% of students will 
indicate satisfaction with their advising experience. 
 

 
2019-2020: 90% of students will indicate satisfaction with their advising experience. An in-depth evaluation of the effectiveness of the advising 
process will be conducted. 
 

ACTION STEPS ACTION STEPS Build-Out 

3.3.1: Develop and 
implement an advising 
satisfaction instrument. 
 

 
2016-2017: Create faculty/student committee to develop advising satisfaction instrument and method of 
implementing advising evaluations. 
 
2017-2018: Implement faculty advising satisfaction instrument. Achieve 30% return rate for advising evaluations. 
 
2018-2019: Develop “incentive” plan for students to return advising evaluation. Achieve 50% return rate for 
advising evaluations. 
 
2019-2020: Provide advising training based on feedback of advising evaluations. Achieve 60% return rate for 
advising evaluations. An in-depth evaluation of the effectiveness of the advising instrument will be conducted. 
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ACTION STEP 3.3.1 
METRICS: 
 

 
Number of evaluations returned.  

 
ACTION STEP 3.3.1 
EXPECTED OUTCOMES: 
 

 
Increased retention; improve advisors/student interactions; increased advisors/student engagement. 

 
 
3.3.2: Revise advising 
practices to reflect student 
needs and preferences. 
 
 
 

 
2016-2017: Conduct student focus groups to get baseline information from students concerning advising practices 
and student needs and preferences. 
 
2017-2018: Review advising evaluations to determine student needs and preferences. 
 
2018-2019: Based on evaluations, review and possibly implement advising practices to better meet student needs 
and preferences. 
 
2019-2020: An in-depth evaluation of the effectiveness of advising practices will be conducted. 
 

 
ACTION STEP 3.3.2 
METRICS: 
 

 
Results of student focus groups; results of advising evaluations. 

 
ACTION STEP 3.3.2 
EXPECTED OUTCOMES: 
 

 
Increased retention and increase student/faculty interactions. 
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GOAL 4: Increase completion rate (6% annually), by minimizing time to credential or transfer. 
Overall Goal Owner(s): Dr. Tiffany Evans and Dr. Dale Buckles 
 

 
STRATEGY 4.1: Implement discipline-based advising clusters. 
Overall Strategy Owner: Division Chairs 

 

ACTION STEPS TIMELINES LEAD CONTRIBUTORS 

 
4.1.1: Implement program 
survey for AA and AS 
students to determine 
transfer pathways for advisor 
assignments. 
 

 
Short Term: 2/15/16 
 
Long Term: Ongoing; Survey AA and AS students to help 
maintain appropriate advisor assignments. 
 

 
Mary Byerley-Shetty and Sharon Spratt 

 
4.1.2: Implement orientation-
based survey to identify 
student majors for advisor 
assignments. 
 

 
Short Term: 04/30/16 
 
Long Term: Ongoing; Survey new students at every Orientation 
session to help maintain appropriate advisor assignments. 
 

 
Orientation Team 

4.1.3: Provide face-to-face 
discipline-based advising 
training to Faculty. 
 
 

 
Short Term: 09/15/16 
 
Long Term: Ongoing; Provide face-to-face discipline-based 
advising training to Faculty each semester before advance 
registration. 
 

 
Suzanne Darland and Mary Byerley-Shetty 

GOAL 4 METRICS:  Increased enrollment, retention, and persistence; reduced time to completion; increase in student satisfaction. 

GOAL 4 MILESTONES: 

 

AA and AS survey; orientation survey; discipline-based advising training. 
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GOAL 4 EXPECTED 
OUTCOMES: 

 
Provide face-to-face discipline-based advising training to Faculty. ECTC has already established a student 
Program of Study to help more properly assign students to the correct advisor.  This survey will be augmented by 
a survey offered during Orientation, to further assist in the accurate advisor assignment.  Training on best advising 
practices.  
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GOAL 4: Increase completion rate (6% annually), by minimizing time to credential or transfer. 
Overall Goal Owner(s): Dr. Tiffany Evans and Dr. Dale Buckles 
 

 
GOAL 4: Build-Out 

 

 
2016-2017: A survey for AA and AS student to determine transfer pathways for advisor assignments was implemented and distributed to students 
in Spring 2016. 25% of all Faculty participate in discipline-specific advising training. development of discipline-specific advising guides. 
 

 
2017-2018: Review discipline-specific advising guides annually (ongoing). The program survey and the orientation survey will be reviewed 
annually (ongoing). 50% of all Faculty participate in discipline-specific advising training. 
 

 
2018-2019: The program survey and orientation survey will be updated annually, as needed (ongoing). 75% of all Faculty participate in  
discipline-specific advising training. Update existing discipline-specific transfer guides and develop new transfer guides (ongoing). 
 

 
2019-2020: An in-depth evaluation of the effectiveness of the program survey will be conducted. An in-depth evaluation of the effectiveness of the 
discipline-specific transfer guides will be conducted. An in-depth evaluation of the effectiveness of the discipline-specific advising training will be 
conducted. An in-depth evaluation of the effectiveness of discipline-based advising clusters will be conducted. 
 

 
STRATEGY 4.1: Implement discipline-based advising clusters. 
Overall Strategy Owner: Division Chairs 
 

 
STRATEGY 4.1 Build-Out 

 

 
2016-2017: A survey for AA and AS student to determine transfer pathways for advisor assignments was implemented and distributed to students 
in Spring 2016. Discipline-based advising clusters were developed during Spring 2016. 25% of all Faculty participate in discipline-specific advising 
training. 

 
2017-2018: The program survey and the orientation survey will be reviewed annually (ongoing). Discipline-based advising clusters are reviewed 
each semester (ongoing). 50% of all Faculty participate in discipline-specific advising training. 
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2018-2019: The program survey and orientation survey will be updated annually, as needed (ongoing). Discipline-based advising clusters are 
updated each semester and modified as needed (ongoing). 75% of all Faculty participate in discipline-specific advising training. 
 

 
2019-2020: An in-depth evaluation of the effectiveness of advising practices will be conducted. 
 

 
STRATEGY 4.1 METRICS: Discipline-based advising clusters exist. 
 

 
STRATEGY 4.1 EXPECTED OUTCOMES: Highest quality advising. 
 

ACTION STEPS ACTION STEPS Build-Out 

4.1.1: Implement program 
survey for AA and AS 
students to determine 
transfer pathways for advisor 
assignments. 
 

 
2016-2017: A survey for AA and AS student to determine transfer pathways for advisor assignments was 
implemented and distributed to students in Spring 2016. Advising assignments were made based on the results of 
the survey. 
 
2017-2018: The program survey will be reviewed annually (ongoing). 
 
2018-2019: The program survey will be updated annually, as needed (ongoing). 
 
2019-2020: An in-depth evaluation of the effectiveness of the program survey will be conducted. 
 

 
ACTION STEP 4.1.1 
METRICS: 
 

 
The program survey exists, and is sent to students each semester. 

 
ACTION STEP 4.1.1 
EXPECTED OUTCOMES: 
 
 
 

 
More accurate advising assignments. 

 
4.1.2: Implement orientation-
based survey to identify 
student majors for advisor 
assignments. 

 
2016-2017: 100% of all new students take the survey when they participate in mandatory New Student Orientation. 
 
2017-2018: The orientation survey will be reviewed annually (ongoing). 
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2018-2019: The orientation survey will be updated annually, as needed (ongoing) 
 
2019-2020: An in-depth evaluation of the effectiveness of the orientation survey will be conducted. 
 

 
ACTION STEP 4.1.2 
METRICS: 
 

 
There is an orientation survey that is disseminated to new students each semester. 

 
ACTION STEP 4.1.2 
EXPECTED OUTCOMES: 
 

 
More accurate and earlier advising assignments. 

 
4.1.3: Provide face-to-face 
discipline-based advising 
training to Faculty. 
 

 
2016-2017: 25% of all Faculty participate in discipline-specific advising training. 
 
2017-2018: 50% of all Faculty participate in discipline-specific advising training. 
 
2018-2019: 75% of all Faculty participate in discipline-specific advising training. 
 
2019-2020: 100% of all Faculty participate in discipline-specific advising training. An in-depth evaluation of the 
effectiveness of discipline-based advising training will be conducted. 
 

 
ACTION STEP 4.1.3 
METRICS: 
 

 
Face-to-face discipline-specific advising training for all disciplines exists. 

 
ACTION STEP 4.1.3 
EXPECTED OUTCOMES: 
 

 
Faculty participate in discipline-specific advising training. 
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GOAL 4: Increase completion rate (6% annually), by minimizing time to credential or transfer. 
Overall Goal Owner(s): Dr. Tiffany Evans and Dr. Dale Buckles 
 

 
STRATEGY 4.2: Develop semester-by-semester transfer guides for most common transfer majors at most common transfer institutions. 
Overall Strategy Owner(s): Dr. Tiffany Evans and Dr. Dale Buckles 

 

ACTION STEPS TIMELINES LEAD CONTRIBUTORS 

 
4.2.1: Create 65 discipline-
specific transfer guides for 
the most common transfer 
institutions (Western 
Kentucky University, 
University of Louisville, and 
the University of Kentucky). 
 

 
Short Term: 03/15/16 
 
Long Term: Ongoing; Update transfer guides annually. 

 
Division Chairs, Tina Love, and Suzanne 
Darland. 

4.2.2: Create new transfer 
guides. 

 
Short Term: 09/30/16 
 
Long Term: Ongoing; Update transfer guides annually, and add 
new guides each year. 
 

 
 
Division Chairs, Tina Love, and Suzanne 
Darland. 

METRICS:  
Increased enrollment, retention, and persistence; reduced time to completion; increase in transfer; increase in 
student satisfaction. 

MILESTONES: Discipline-based transfer guides; new discipline-based transfer guides. 

EXPECTED OUTCOMES: 

ECTC has built discipline-specific transfer guides for the most common transfer institutions.  These guides will be 
updated annually. These guides help Faculty and staff advisors guide students into the correct courses, based on 
their desired transfer institution. This practice will help keep students “on track” and not taking unnecessary 
courses for their program. Highest quality advising experiences. 
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GOAL 4: Increase completion rate (6% annually), by minimizing time to credential or transfer. 
Overall Goal Owner(s): Dr. Tiffany Evans and Dr. Dale Buckles 
 

 
STRATEGY 4.2: Develop semester-by-semester transfer guides for most common transfer majors at most common transfer institutions. 
Overall Strategy Owner: Dr. Tiffany Evans 
 

 
STRATEGY 4.2 Build-Out 

 

 
2016-2017: Development of discipline-specific advising guides (ongoing). 
 

 
2017-2018: Review discipline-specific advising guides annually (ongoing). 
 

 
2018-2019: Update existing discipline-specific transfer guides and develop new transfer guides (ongoing). 
 

 
2019-2020: An in-depth evaluation of the effectiveness of the discipline-specific transfer guides will be conducted. 
 

 
STRATEGY 4.2 METRICS: Increased enrollment, retention, and persistence; reduce time to completion; increase in transfer; increase in student 
satisfaction. 
 

 
STRATEGY 4.2 EXPECTED OUTCOMES: Highest quality advising experiences. 
 

ACTION STEPS ACTION STEPS Build-Out 

4.2.1: Create 65 discipline-
specific transfer guides for 
the most common transfer 
institutions (Western 
Kentucky University, 
University of Louisville, and 
the University of Kentucky). 
 

 
2016-2017: 65 discipline-specific transfer guides were developed and published online (ongoing), so that Faculty 
have a ready reference library of transfer guides available to them when they are advising students who are 
planning to transfer. Implemented in Spring 2016. 
 
2017-2018: Review existing discipline-specific transfer guides (ongoing). 
 
2018-2019: Update existing discipline-specific transfer guides (ongoing). 



48 | P a g e  

 
2019-2020: An in-depth evaluation of the effectiveness of the discipline-specific transfer guides will be conducted. 
 

 
ACTION STEP 4.2.1 
METRICS: 
 

 
65 discipline-specific transfer guides are available for use by advisors. 

 
ACTION STEP 4.2.1 
EXPECTED OUTCOMES: 
 

 
Advisors will more easily and accurately advise students. 

 
 
4.2.2: Create new transfer 
guides. 
 
 
 

 
2016-2017: Develop additional discipline-specific transfer guides, as needed (ongoing). 
 
2017-2018: Review existing discipline-specific transfer guides (ongoing). 
 
2018-2019: Update existing discipline-specific transfer guides (ongoing). 
 
2019-2020: An in-depth evaluation of the effectiveness of the new transfer guides will be conducted. 
 

 
ACTION STEP 4.2.2 
METRICS: 
 

 
New discipline-specific transfer guides are available for use by advisors. 

 
ACTION STEP 4.2.2 
EXPECTED OUTCOMES: 
 

 
Advisors will more easily and accurately advise students. 
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GOAL 5: Increase overall retention rate (2 percentage points annually) by enhancing student academic support programming. 
Overall Goal Owner: Dr. Tiffany Evans 
 

 
STRATEGY 5.1: Implement program and discipline-specific exploration events and resources. 
Overall Strategy Owner: Division Chairs 

 

ACTION STEPS TIMELINES LEAD CONTRIBUTORS 

 
5.1.1: Each Department will hold at least 
one discipline-specific exploration event 
each semester.  

 
Short Term: 10/31/16 
 
Long Term: Ongoing. 
 

 
Division Chairs and Faculty. 

 
5.1.2: Each Department will build and 
maintain a discipline-specific online resource 
library to help inform students about transfer 
opportunities, career information, and job 
outlook.   
 

 
Short Term: 11/01/16 
 
Long Term: Ongoing; Resources will be added 
and updated each semester. 

 
Division Chairs, Faculty, and Library. 

 
5.1.3: Each Department will determine in 
which course(s) the Digital Literacy 
requirement is met.  Advisors will guide 
students into these courses within the first 
year of study.  
 

 
Short Term: 10/01/16 
 
Long Term: Ongoing; Digital Literacy content will 
be reviewed and updated annually. 

 
Division Chairs, Faculty, and Student Affairs. 

GOAL 5 METRICS:  
Increased enrollment, retention, and persistence; reduced time to completion; increase in transfer; 
increase in student satisfaction. 

GOAL 5 MILESTONES: 
Digital Literacy course(s) identified; advising guidance geared toward meeting the Digital Literacy 
requirement within their first year of study; discipline-specific online resource libraries; advising to 
meet the Digital Literacy requirement early. 
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GOAL 5 EXPECTED OUTCOMES: 

By employing a discipline-based exploration and information event, students will learn more about 
their chosen discipline and discover whether or not it discipline is the correct choice for them.  
Online discipline-based resource libraries will be available to connect students to resources about 
transfer opportunities, career information, and job outlook.  Students will have access to relevant 
and accurate resources in online libraries, so they can learn more about their chosen disciplines 
and make informed decisions about major selection and career choice.  By advising students into 
the appropriate Digital Literacy course(s) in their first year of study, students will acquire the 
needed Digital Literacy early in their academic careers. Overall retention will increase by 
enhancing academic support programming within Departments, the Learning Lab, and the Library.  
The College will provide more holistic academic support experiences for students, resulting in 
increased self-confidence, preparedness, and academic success. 
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GOAL 5: Increase overall retention rate (2 percentage points annually), by enhancing student academic support programming. 
Overall Goal Owner: Dr. Tiffany Evans 
 

 
GOAL 5: Build-Out 

 

 
2016-2017: Complete initial phase of best practices research regarding academic support services (ongoing); Embed best practices in 
Departmental support service programs, Learning Lab programs, Distance Learning, and Library programs. Departments will partner with the 
Library, Learning Lab, one another, with transfer institutions, and business and industry partners to create holistic academic support services for 
students. 25% of all Departments will offer at least one academic support service or event each semester (ongoing). 25% of Departments will offer 
at least one discipline-specific exploration event each semester (ongoing). 25% of all majors have discipline-specific Information Literacy 
programming and learning resources (ongoing). programming and resources reviewed and refreshed annually (ongoing); 100% of all new students 
will participate in mandatory BlackBoard Orientation during New Student Orientation. Launch a “one-stop-shop” for Faculty, featuring resources, 
documentation, and teaching tools for the contemporary instructor. 25% of Faculty will be trained in the use of the “One-Stop-Shop” resources. A 
credit-bearing FYE course will be developed and launched. A marketing campaign will be developed to motivate students to enroll in the FYE 
course. An FYE online resource library will be developed and launched to evaluate effectiveness of strategies and action steps related to 
academic support services annually. 
 

 
2017-2018: 50% of all Departments will offer at least one academic support service or event each semester (ongoing). 50% of Departments will 
offer at least one discipline-specific exploration event each semester (ongoing). 50% of all majors have discipline-specific Information Literacy 
programming and learning resources (ongoing). 50% of Faculty will be trained in the use of the “One-Stop-Shop” resources. programming and 
resources reviewed and refreshed annually (ongoing); The FYE course will be reviewed and refreshed annually (ongoing). The FYE marketing 
campaign will be reviewed and refreshed annually (ongoing). The FYE online resource library will be reviewed and refreshed annually (ongoing). 
 

 
2018-2019: 75% of all Departments will offer at least one academic support service or event each semester (ongoing). 75% of Departments will 
offer at least one discipline-specific exploration event each semester (ongoing). 75% of all majors have discipline-specific Information Literacy 
programming and learning resources (ongoing). 75% of Faculty will be trained in the use of the “One-Stop-Shop” resources. programming and 
resources reviewed and refreshed annually (ongoing). 
 

 
2019-2020: 100% of all Departments will offer at least one academic support service or event each semester (ongoing). 100% of Departments will 
offer at least one discipline-specific exploration event each semester (ongoing). 100% of all majors have discipline-specific Information Literacy 
programming and learning resources (ongoing). programming and resources reviewed and refreshed annually (ongoing); An in-depth evaluation of 
effectiveness of academic support programming will be conducted. An in-depth evaluation of the effectiveness of the FYE course and program will 
be conducted. 
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STRATEGY 5.1: Implement program and/or discipline-specific exploration events.  These events can include: career fairs, career exploration, 
majors exploration, transfer visits, transfer fairs, visits to business and industry, field trips, specialized Library programs, Learning Communities, 
discipline-specific Supplemental Instruction, and participation in professional clubs and organizations. 
 
Overall Strategy Owner: Division Chairs 
 

 
STRATEGY5.1 Build-Out 

 

 
2016-2017: 25% of Departments will offer at least one discipline-specific exploration event each semester (ongoing). 25% of all Departments will 
build and maintain a discipline-specific online resource library (ongoing). develop internal and external partnerships to enhance content (ongoing); 
100% of all Departments will identify which course(s) best meet the Digital Literacy requirement (ongoing). Division Chairs and Coordinators will 
work with Faculty and Student Affairs advisors to communicate the new requirement to students (ongoing). Students will be advised to take the 
course(s) which meet the requirement within their first year of study (ongoing). 
 

 
2017-2018: 50% of all Departments will offer at least one discipline-specific exploration event each semester (ongoing). 50% of all Departments 
will build and maintain a discipline-specific online resource library (ongoing). 
 

 
2018-2019: 75% of all Departments will offer at least one discipline-specific exploration event each semester (ongoing). 75% of all Departments 
will build and maintain a discipline-specific online resource library (ongoing). 
 

 
2019-2020: 100% of all Departments will offer at least one discipline-specific exploration event each semester (ongoing). 100% of all Departments 
will build and maintain a discipline-specific online resource library (ongoing). An in-depth evaluation of effectiveness of discipline-specific 
exploration events will be conducted. 
 

 
STRATEGY 5.1 METRICS: 100% of all Departments will offer at least one discipline-specific exploration event each semester.   
 
 

 
STRATEGY 5.1 EXPECTED OUTCOMES: Students will have the opportunity to interact with faculty outside of class to learn more about majors, 
career opportunities, and transfer opportunities and be able to make better informed choices about their course of study.  
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ACTION STEPS ACTION STEPS Build-Out 

 
5.1.1: Each Department will 
hold at least one discipline-
specific exploration event 
each semester. 
 

 
2016-2017: 25% of all Departments will offer at least one discipline-specific exploration event each semester 
(ongoing). develop internal and external partnerships to enhance event content (ongoing); market events to 
students (ongoing). 
 
2017-2018: 50% of all Departments will offer at least one discipline-specific exploration event each semester 
(ongoing). 
 
2018-2019: 75% of all Departments will offer at least one discipline-specific exploration event each semester 
(ongoing). 
 
2019-2020: 100% of all Departments will offer at least one discipline-specific exploration event each semester 
(ongoing). An in-depth evaluation of the effectiveness of discipline-specific exploration events will be conducted. 
 

 
ACTION STEP 5.1.1 
METRICS: 
 

 
Increased retention and persistence; reduced time to completion; increase in transfer; increase in student 
satisfaction. 

 
ACTION STEP 5.1.1 
EXPECTED OUTCOMES: 
 

 
Students will have the opportunity to interact with faculty outside of class to learn more about majors, career 
opportunities, and transfer opportunities and be able to make better informed choices about their course of study. 

 
5.1.2: Each Department will 
build and maintain a 
discipline-specific online 
resource library to help 
inform students about 
transfer opportunities, career 
information, and job outlook. 
 
 

 
2016-2017: 25% of all Departments will build and maintain a discipline-specific online resource library (ongoing). 
develop internal and external partnerships to enhance content (ongoing); market resources to students (ongoing). 
  
2017-2018: 50% of all Departments will build and maintain a discipline-specific online resource library (ongoing). 
 
2018-2019: 75% of all Departments will build and maintain a discipline-specific online resource library (ongoing). 
 
2019-2020: 100% of all Departments will build and maintain a discipline-specific online resource library (ongoing). 
An in-depth evaluation of the effectiveness of discipline-specific exploration activities will be conducted. 
 
 

 
ACTION STEP 5.1.2 
METRICS: 
 
 

 
Increased retention and persistence; reduced time to completion; increase in transfer; increase in student 
satisfaction. 
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ACTION STEP 5.1.2 
EXPECTED OUTCOMES: 
 

 
Students will have access to current and relevant learning resources to support their program of study, transfer 
decisions, and career choices.  As a result, students will be better able make informed decisions about their 
programmatic and career choices. 
 

 
5.1.3: Each Department will 
determine in which course(s) 
the Digital Literacy 
requirement is met.  
Advisors will guide students 
into these courses within the 
first year of their study. 
 

 
2016-2017: 100% of all Departments will identify which course(s) best meet the Digital Literacy requirement. 
Division Chairs and Coordinators will work with Faculty and Student Affairs advisors to communicate the new 
requirement to students (ongoing). Students will be advised to take the course(s) which meet(s) the requirement 
within their first year of study (ongoing). 
 
2017-2018: Digital Literacy content will be evaluated for effectiveness annually (ongoing).  
 
2018-2019: Digital Literacy content will be updated and refreshed annually (ongoing). 
 
2019-2020: An in-depth evaluation of the effectiveness of Digital Literacy advising will be conducted. 
 

 
ACTION STEP 5.1.3 
METRICS: 
 

 
Increased retention and persistence; reduced time to completion; increase in transfer; increase in student 
satisfaction. 

 
ACTION STEP 5.1.3 
EXPECTED OUTCOMES: 
 

 
Students will be more academically successful because they will gain Digital Literacy proficiency early in their 
program of study, and be better able to navigate technology and digital content.  
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GOAL 5: Increase overall retention rate (2 percentage points annually) by enhancing academic support programming. 
Overall Goal Owner: Dr. Tiffany Evans 
 

 
STRATEGY 5.2: Expand student access to academic support services and resources. 
Overall Strategy Owner: Division Chairs, Distance Learning, Library, and Learning Lab 
 

ACTION STEPS TIMELINES LEAD CONTRIBUTORS 

5.2.1: Expand Information Literacy 
programming to include interactive online 
modules (LibGuides) and regularly 
scheduled discipline-specific Information 
Literacy activities. 

 
Short Term: Fall 2016. 
 
Long Term: Ongoing; Information Literacy curricula will be 
evaluated, revised, and updated annually, based on student 
needs.  

 
Library, Learning Lab, Division 
Chairs, and Faculty. 

 
5.2.2: Mandatory New Student BlackBoard 
training during Orientation.  

 
Short Term: Spring 2016. 
 
Long Term: Ongoing; BlackBoard orientation will be 
evaluated, revised, and updated annually.  
 

 
Gwyn Sutherland, Distance 
Learning Committee, Division 
Chairs, Faculty, and Student 
Affairs. 

 
5.2.3: Launch a “one-stop-shop” for 
faculty, featuring resources, 
documentation, and teaching tools for the 
contemporary instructor.  Resources 
focused on online instruction will be 
emphasized.  
 

 
Short Term: Soft launch, fall 2016;  full launch spring 2017. 
 
Long Term: Ongoing; resources will be evaluated, revised, 
and updated annually. 

 
Gwyn Sutherland, Distance 
Learning Committee, Division 
Chairs, and Faculty. 

 
5.2.4: Train Faculty on the use of the 
resources in the “one-stop-shop.” 
 

 
Short Term: Summer 2016. 
 
Long Term: Ongoing; formal training occurs annually, and by 
request. 
 
 
 
 
 

 
Gwyn Sutherland, the Distance 
Learning Committee, Division 
Chairs, and Faculty. 
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5.2.5: Revise and rebuild the ECTC Online 
Training and Certification Course (for 
Faculty) in BlackBoard. 
 

 
Short Term: Summer 2016. 
 
Long Term: Ongoing; formal training occurs annually, and by 
request.  
 

 
System Office; Gwyn Sutherland, 
Distance Learning Committee, 
Division Chairs, and Faculty 

STRATEGY 5.2 METRICS:  
Increased enrollment, retention, and persistence; reduced time to completion; increase in student 
satisfaction. 

STRATEGY 5.2 MILESTONES: 
Enhanced Information Literacy training; BlackBoard training; one-stop-shop; Online Training and 
Certificate course. 

STRATEGY 5.2 EXPECTED 
OUTCOMES: 

ECTC has an Information Literacy program, and will enhance it through increased Information 
Literacy activities and through the development of discipline-specific LibGuides (available online) 
and discipline-specific Information Literacy programming. Greater exposure to Information Literacy 
instruction and resources helps to ensure student success.  ECTC has instituted a mandatory 
BlackBoard orientation, taken before students begin their studies.  This practice will help students 
determine whether or not distance learning is right for them.  If it is, students will have a working 
knowledge of how to use BlackBoard before they take an online class.  Acquiring this skill early will 
help ensure student success.  Faculty will have access to a “one-stop-shop” to gain further training 
and information about academic technology.  Faculty with this knowledge and training will be able to 
enhance their pedagogy, and be better able to keep students engaged with their coursework.  
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GOAL 5: Increase overall retention rate (2 percentage points annually), by enhancing student academic support programming. 
Overall Goal Owner: Dr. Tiffany Evans 
 

 
STRATEGY 5.2: Expand student access to academic support services and resources. 
Overall Strategy Owner(s): Division Chairs, Distance Learning, Library, and Learning Lab 
 

 
STRATEGY5.2 Build-Out 

 

 
2016-2017: 25% of all majors have discipline-specific Information Literacy programming and learning resources (ongoing); programming and 
resources reviewed and refreshed annually (ongoing). 
 

 
2017-2018: 50% of all majors have discipline-specific Information Literacy programming and learning resources (ongoing). 
 

 
2018-2019: 75% of all majors have discipline-specific Information Literacy programming and learning resources (ongoing). 
 

 
2019-2020: 100% of all majors have discipline-specific Information Literacy programming and learning resources (ongoing). An in-depth evaluation 
of the effectiveness of academic support services and resources will be conducted. 
 

 
STRATEGY 5.2 METRICS: The Library will create discipline-specific Information Literacy programming and learning resources for all disciplines. 
 

 
STRATEGY 5.2 EXPECTED OUTCOMES: Students will have a better understanding of knowing when they need information; where to go to find 
information; how to find the needed information; how to evaluate the information; and how to use the information. 
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ACTION STEPS ACTION STEPS Build-Out 

 
5.2.1: Expand Information 
Literacy programming to 
include interactive online 
modules (LibGuides) and 
regularly scheduled 
discipline-specific 
Information Literacy 
activities. 
 

 
2016-2017: 25% of all majors have discipline-specific Information Literacy programming and learning resources 
(LibGuides) (ongoing).  
 
2017-2018: 50% of all majors have discipline-specific Information Literacy programming and learning resources 
(LibGuides) (ongoing). 
 
2018-2019: 75% of all majors have discipline-specific Information Literacy programming and learning resources 
(LibGuides) (ongoing). 
 
2019-2020: 100% of all majors have discipline-specific Information Literacy programming and learning resources 
(LibGuides) (ongoing). An in-depth evaluation of the effectiveness of Information Literacy programming and 
resources will be conducted. 
 

 
ACTION STEP 5.2.1 
METRICS: 
 

 
LibGuides for each major will be housed within the Library website.  The LibGuides will be reviewed and updated 
annually. 

 
ACTION STEP 5.2.1 
EXPECTED OUTCOMES: 
 

 
Students will have a better understanding of knowing when they need information; where to go to find information; 
how to find the needed information; how to evaluate the information; and how to use the information. 

5.2.2: Mandatory student 
BlackBoard training during 
Orientation. 
 

 
2016-2017: The mandatory New Student BlackBoard Orientation was built and completed in spring 2016, and 
launched in fall 2016.   
 
2017-2018: The BlackBoard Orientation will be evaluated annually (ongoing). 
 
2018-2019: The BlackBoard Orientation will be updated annually (ongoing). 
 
2019-2020: An in-depth evaluation of the effectiveness of mandatory BlackBoard training will be conducted. 
 

 
ACTION STEP 5.2.2 
METRICS: 
 
 
 
 

 
Students will take the New Student BlackBoard Orientation as part of the ECTC onboarding process. 
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ACTION STEP 5.2.2 
EXPECTED OUTCOMES: 
 

 
Because students are required to take a BlackBoard orientation as part of the mandatory New Student Orientation, 
they will have a basic knowledge of how to navigate BlackBoard before they sit for class.   

 
5.2.3: Launch a “One-Stop-
Shop” for Faculty, featuring 
resources, documentation, 
and teaching tools for the 
contemporary instructor.  
Resources focused on online 
instruction will be 
emphasized. 
 

 
2016-2017: Planning sessions to develop framework for the online resource area will be held. Documentation and 
resource material will be gathered. Review existing resource area framework in BlackBoard. Review and verify 
existing documentation and resource material. The resource area will be built in BlackBoard and submitted to each 
College’s Distance Learning Committee and to KCTCS System Distance Learning personnel for review and 
feedback. 25% of Faculty will be trained in the use of the resource area. 
 
2017-2018: 50% of Faculty will be trained in the use of the resource area.  
 
2018-2019: 75% of Faculty will be trained in the use of the resource area. 
 
2019-2020: 100% of Faculty will be trained in the use of the resource area. An in-depth evaluation of the 
effectiveness of the Faculty One-Stop-Shop and resources will be conducted. 
 

 
ACTION STEP 5.2.3 
METRICS: 
 

 
An easily accessible resource area will be available to Faculty.  Use of the site will be measured by producing 
BlackBoard reports at the conclusion of each semester.  Usefulness of the site will be measured by analyzing user 
feedback and through a brief survey to users. 
 

 
ACTION STEP 5.2.3 
EXPECTED OUTCOMES: 
 

 
Faculty will become more proficient using online technology. 

 
5.2.4: Train faculty on the 
use of the resources in the 
“One-Stop-Shop.” 
 

 
2016-2017: 25% of Faculty will be trained in the use of the “One-Stop-Shop” resources. 
 
2017-2018: 50% of Faculty will be trained in the use of the “One-Stop-Shop” resources. 
 
2018-2019: 75% of Faculty will be trained in the use of the “One-Stop-Shop” resources. 
 
2019-2020: 100% of Faculty will be trained in the use of the “One-Stop-Shop” resources. An in-depth evaluation of 
the effectiveness of the Faculty One-Stop-Shop training will be conducted. 
 

 
ACTION STEP 5.2.4 
METRICS: 
 

 
Faculty will receive training on how to use the resource area. 
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ACTION STEP 5.2.4 
EXPECTED OUTCOMES: 
 

 
Faculty will be trained in the use of the “One-Stop-Shop” resources, and will become more proficient using online 
technology. 

 
5.2.5: Revise and rebuild the 
ECTC Online Training and 
Certification Course (for 
Faculty) in BlackBoard. 
 

 
2016-2017: The ECTC Online Training and BlackBoard Certification will be revised and updated (ongoing). 25% of 
the Faculty will take the course. 
 
2017-2018: 50% of the Faculty will take the course. 
 
2018-2019: 75% of the Faculty will take the course. 
 
2019-2020: 100% of the Faculty will take the course. An in-depth evaluation of the effectiveness of the revised 
ECTC Online Training and Certification BlackBoard Course will be conducted. 
 

 
ACTION STEP 5.2.5 
METRICS: 
 

 
The ECTC Online Training and BlackBoard Certification will be revised and updated. Faculty will take the course. 

 
ACTION STEP 5.2.5 
EXPECTED OUTCOMES: 
 

 
Faculty will become more proficient and comfortable using BlackBoard. 
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GOAL 5: Increase overall retention rate (2 percentage points annually), by enhancing student academic support programming. 
Overall Goal Owner: Dr. Tiffany Evans 
 

 
STRATEGY 5.3: Offer new credit-bearing First Year Experience (FYE) course. 
Overall Strategy Owner: Jan Nemes and FYE Committee 

 

ACTION STEPS TIMELINES LEAD CONTRIBUTORS 

5.3.1: Develop and offer a 
credit-bearing FYE course. 

 
Short Term: Soft launch, spring 2017; full launch, fall 2017. 
 
Long Term: Ongoing; evaluate, revise, and update course 
annually, based on student needs.  

 
Jan Nemes, FYE Committee, Faculty, and 
Student Affairs. 

 
5.3.2: Market FYE course to 
students, as part of an 
institutional culture focused 
on student success.  A 
strategic messaging 
campaign focused on the 
value of FYE (demonstrated 
through student data) will be 
employed.  

 
Short Term: Fall 2016. 
 
Long Term: Ongoing.  

 
Jan Nemes, FYE Committee, Division Chairs, 
Faculty, Student Affairs, and Mary Jo King. 
 

 
5.3.3: Develop online 
resource library for first year 
students.  

 
Short Term: Fall 2016. 
 
Long Term: Ongoing; evaluate, revise and update the resource 
library annually.  
 

 
Jan Nemes, FYE Committee, and Library. 

METRICS:  Increased retention, and persistence; reduced time to completion; increase in student satisfaction. 

MILESTONES: 

Credit bearing FYE course; marketing the course; FYE resource library. 
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EXPECTED OUTCOMES: 
Students will be able to register for a credit-bearing FYE course, which can also be used as an elective in their 
program of study.  ECTC has designed the FYE course, using best practice research.  The FYE program will also 
develop an online resource library specifically aimed at FYE students, but that can be used by any student.  
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GOAL 5: Increase overall retention rate (2 percentage points annually), by enhancing student academic support programming. 
Overall Goal Owner: Dr. Tiffany Evans 
 

 
STRATEGY 5.3: Offer new credit-bearing First Year Experience (FYE) course. 
Overall Strategy Owner: Jan Nemes and FYE Committee 
 

 
STRATEGY5.3 Build-Out 

 

 
2016-2017: Develop and launch a credit-bearing FYE course; a marketing campaign will be developed to motivate students to enroll in the FYE 
course; an FYE online resource library will be developed and launched. 
 

 
2017-2018: The FYE course will be updated and refreshed annually (ongoing). The FYE marketing campaign will be updated and refreshed 
annually (ongoing). The FYE online resource library will be updated and refreshed annually (ongoing). 
 

 
2018-2019: The FYE course will be updated and refreshed annually (ongoing). The FYE marketing campaign will be updated and refreshed 
annually (ongoing). The FYE online resource library will be updated and refreshed annually (ongoing). 
 

 
2019-2020: An in-depth evaluation of the effectiveness of the FYE course and program will be conducted. 
 

 
STRATEGY 5.3 METRICS: A credit-bearing FYE course will be develop and offered. The FYE course will be evaluated and updated annually. The 
marketing campaign will be reviewed and refreshed annually. The FYE resource library is available for students and will be evaluated and updated 
annually. 
 

 
STRATEGY 5.3 EXPECTED OUTCOMES: Students will enroll into a credit-bearing FYE course. Students will be motivated to enroll in the FYE 
course. The FYE Committee will develop an online resource library specifically aimed at FYE students, but that can be used by any student. 
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ACTION STEPS ACTION STEPS Build-Out 

5.3.1: Develop and offer a 
credit-bearing FYE course. 
 

 
2016-2017: Six sections of the FYE course will be available for spring 2017. 
 
2017-2018: Twelve sections of the FYE course will be available for fall 2017. Six sections of the FYE course will be 
available for spring 2018. The FYE course will be evaluated annually (ongoing). 
 
2018-2019: Eighteen sections of the FYE course will be available for fall 2018. Six sections of the FYE course will 
be available for spring 2019; the FYE course will be updated annually (ongoing). 
 
2019-2020: Twenty four sections of the FYE course will be available for fall 2018. Six sections of the FYE course 
will be available for spring 2020. An in-depth evaluation of the effectiveness of the FYE course will be conducted. 
 

 
ACTION STEP 5.3.1 
METRICS: 
 

 
A credit-bearing FYE course will be develop and offered.  

 
ACTION STEP 5.3.1 
EXPECTED OUTCOMES: 
 

 
Students will enroll into a credit-bearing FYE course. 

 
5.3.2: Market FYE course to 
students, as part of an 
institutional culture focused 
on student success.  A 
strategic messaging 
campaign focused on the 
value of FYE (demonstrated 
through student data) will be 
employed. 
  

 
2016-2017: A marketing campaign will be developed to motivate students to enroll in the FYE course.  
 
2017-2018: The FYE marketing campaign is evaluated annually (ongoing).  
 
2018-2019: The FYE marketing campaign is updated annually (ongoing). 
 
2019-2020: An in-depth evaluation of the effectiveness of the FYE marketing will be conducted. 
 

 
ACTION STEP 5.3.2 
METRICS: 
 
 
 
 
 

 
A regularly reviewed and refreshed marketing campaign motivating students to participate in FYE exists. 
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ACTION STEP 5.3.2 
EXPECTED OUTCOMES: 
 

 
Students will be motivated to enroll in the FYE course. 

 
 
5.3.3: Develop online 
resource library for first year 
students. 
 

 
2016-2017: An online resource library will be developed. 
 
2017-2018: The online FYE resource library will be reviewed annually. 
 
2018-2019: The online FYE resource library will be updated annually. 
 
2019-2020: An in-depth evaluation of the effectiveness of the FYE resource library will be conducted. 
 

 
ACTION STEP 5.3.3 
METRICS: 
 

 
A regularly reviewed and refreshed FYE resource library is available for students. 

 
ACTION STEP 5.3.3 
EXPECTED OUTCOMES: 
 

 
The FYE Committee will develop an online resource library specifically aimed at FYE students, but that can be 
used by any student.  The online resource library will include College information and tools and resources students 
need to be successful in their first year of study, and throughout their course of study. 
 

 


