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About Southeast Kentucky Community and Technical College 

Southeast Kentucky Community and Technical College (SKCTC) is a two-year public institution 

located in Bell County, Harlan County and Letcher County, serving also the neighboring county of Knox 

County, Ky. It serves the cities of Cumberland, Harlan, Letcher, Middlesboro and Pineville, as well as the 

outlying cities of Wise, VA and Harrogate, TN. SKCTC was established in 1960 as the Southeast Center, 

an extension of the University of Kentucky.  In 1964 SKCTC became one of the seven charter members of 

the newly formed University of Kentucky Community College System.  With the passage of the Kentucky 

Postsecondary Education Improvement Act (House Bill 1) in 1997, the college became part of the 

Kentucky Community and Technical College System (KCTCS). In the fall of 2015, the enrollment was 

3,111 and the student population consisted of 63 percent females and 36 percent males, with 25 

percent of the students over 21 years of age.  More than 90 percent of SKCTC students received financial 

assistance in the form of grants, loans, or scholarships in 2015-16 academic year. Feeder high schools, 

educational level of our students’ parents and the total family household income in our service area are 

illustrated on the charts below.  
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SKCTC Feeder High Schools

Harlan County High School 22.8% Letcher Central 14.2%

Other 12.8% Bell County High School 11.6%

Middlesboro 9.7% GED graduate 8.9%

Harlan Independent 4.2% Pineville Independent 3.10%

Knox Central 3.10% Jenkins 3.0%

Cumberland Gap 2.8% Claiborne County 1.5%

Thomas Walker 1.3% Barbourville 0.9%

Whitley County 0.3%

Education Level of Parents

One or both parents/guardians earned a BS degree 18.5%

One or both parents/guardians earned an associate degree 15.6%

One or both parents/guardians attended college but no degree 20.6%

I am the first person in my immediate family to go to college 45.3%
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SKCTC is accredited by the SACSCOC and offers a wide range of classroom and online course 

options through each of our five campuses in Cumberland, Harlan, Middlesboro, Pineville and 

Whitesburg.  The college is currently in the process of re-affirmation by SACSCOC, along with 

establishing the new QEP on Advising.   The current Mission Statement was developed in the 2010-2015 

Strategic Plan.  The college is currently undergoing a five-year strategic planning and development cycle 

aligned with the Kentucky Community and Technical College (KCTCS) 2016-22 Strategic Plan Goals.    The 

development of the SKCTC Strategic Enrollment Management (SEM) plan will be grounded in the 

institutional mission, goals and the Strategic Plan of the college and will continue the commitment to 

excellence and service to the community. 

As we consider the issues related to developing a SEM plan for the college, student success must 

be at the forefront of this endeavor.  We have set bold standards for ourselves as a college, and identify 

strategic areas that hold promise to help us achieve these standards. These areas are intended to assist 

Total Family Household Income

Less than $20,000 48.0% Greater than $50,000  18.7% $20,000 - $29,000 15.4%

$30,000 - $39,000  9.8% $40,000 - $49,000 8.2%
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the Academic, Student Affairs and Marketing with their design and implementation of strategies to 

measure success and completion of proposed targets and measure to ensure not only success, but more 

importantly, student success.  

Students must achieve and succeed their educational goals at SKCTC and we attribute teamwork 

as the key to “Student Success.” As a community college we define “Student Success” to encompass 

student responsibility while in college as the lead factor, as indicated in the Retention section of the 

SEM plan.  The success of our students is dependent upon many factors, and as an institution we strive 

to make SKCTC students recognize that they are accountable for their own education. The success of 

students is the primary function of any educational institution however, here at SKCTC, we assume not 

only this responsibility but also a personal accountability that is set forth within the context of our 

mission, goals and Strategic Planning goals. We value education first and set goals for the college that 

encompass the needs of our students.  This accountability allows us, as an institution, to concentrate on 

the success of all students. 

Executive Summary 

A Strategic Enrollment Management (SEM) Plan is a formal plan having a set of clear and 

reasonable goals with associated action plans that, when implemented lead to the achievement of 

projected enrollment growth, increased retention of students and gained recognition for the college.  

The plan establishes a unified direction for the Southeast Kentucky Community and Technical College 

(SKCTC) and KCTCS for increasing not only enrollment and retention, but awareness.  Further, it 

establishes responsibility, resources required, timetable and method of evaluation, thus facilitating 

control of progress.   
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SKCTC was one of the 16 KCTCS community colleges who was consulted by the American 

Association of Collegiate Registrars and Admission Officers (AACRAO) on developing a SEM plan.  The 

consultant offered guidance to the SKCTC Strategic Enrollment Management Committee before and 

during the development of the SKCTC SEM Plan.  The committee established that the SKCTC plan will 

define the college’s recruitment, retention and marketing goals.  Also provide a baseline for measuring 

effectiveness, identify key personnel and provide strategies in order to effectively reach those audiences 

during the 2016-2021 academic years.  The plan will be aligned with the Kentucky Community and 

Technical College System’s goals for recruitment, retention and marketing and support the SKCTC 

Strategic Plan. 

  The SKCTC SEM plan will be an ongoing, flexible plan for now and the future.  This is the third 

plan for the college.  This plan was compiled for understanding with immediate strategies for the 

regions the College serve.  The action plans will be performed annually and will be focused on the 

specific academic year’s performance needs.  The SEM plan is very detailed in strategies so that the 

outcomes will be more likely accomplished.  The SEM plan will be reviewed on an annual basis and 

modified as appropriate. 

SKCTC Situation Analysis 

The most significant impact in higher education in Kentucky and in the Kentucky community and 

Technical College System has been the decline in state funding.  Due to the overwhelming financial 

shortage, KCTCS was forced to either vacate positions due to retirement, eliminate positions or not 

replace.  SKCTC was part of this major staff and budget reduction.  Due to this overwhelming impact felt 

among the KCTCS colleges, recruitment, retention and marketing came even more to the forefront. 

Along with the severe budget impact, SKCTC, along with many other higher education institutions, are 

beginning to be impacted by high student loan default rates. 
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In September 2015, in response to the KCTCS’s external auditor, Dean Dorton Allen Ford, FY 

2014-15 audit finding of an A-133 compliance deficiency in the area of student financial aid, the SKCTC 

had to develop a Default Management Program.  The A-133 finding was the result of the 2012 Draft 

Cohort Default Rate (CDR) exceeding 30%.  In February 2015, the Draft 2012 CDR was reported as 32.6%.  

The finding required a corrective action plan and a management response to be submitted to Vice 

President, Wendell Followell and Vice President, Dr. Gloria McCall.  In compliance with U.S. Department 

of Education regulations, SKCTC submitted a Default Prevention Plan and approval was granted for the 

plan by the Department of Education. These are two of the major internal factors but there are also 

several outside factors to take into consideration while developing the SEM plan. 

SKCTC, which is located in the Fifth Congressional District, continues to have a high percentage 

of adults 18 and over without a high school diploma or GED:  Bell – 43%, Harlan – 40%, Knox – 45%, 

Letcher – 41%.  According to the KY Department of Education only 25.9% of Kentuckians have less than a 

high school diploma compared to 19.6% nationwide.  4.9% of Kentuckians have an associate’s degree 

compared to 6.3% nationwide.  17.1% of Kentuckians have a bachelor’s degree compared to 24.4% 

nationwide. Only 11.3% of Kentuckians have a bachelor’s degree in our non-metro areas.  60 of our 

Kentucky counties have 25% or more of residents who have neither a high school diploma or GED.   

The fall 2015 enrollment figures were used as the base year for determining future enrollment 

increases.  The SKCTC district experienced a 59% decrease in enrollment from fall 2011 enrollment 

(5,216) to fall 2015 (3,111) enrollment.  SKCTC service area is still experiencing an out-migration of 

people and job loss that have resulted in continuous loss of population in all three counties of our 

service area.  According to energy.gov publication “Kentucky Coal facts, 2014 edition”, Kentucky coal 

production decreased in 2013 by more than 11.8 percent from 2012, to 80.5 million tons, the lowest 

level since 1963. Eastern Kentucky coal production decreased in 2013 by 19 percent from 2012 to 39.8 

million tons—the lowest level since 1962. Eastern Kentucky production has declined by 63 percent since 
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the year 2000, and by 70 percent since peak production at 131 million tons in 1990. 56 of Kentucky’s 

120 counties have at some time registered some coal production since coal mining records began 

tracking coal mining in 1790, but over the past five years, no more than 29 counties have produced coal 

(64).  The article illustrates in 2013 coal production was effected in Bell County by -1.2%, Harlan -34.7%, 

Knox by -40.1% and Letcher -27.5% with all four counties showing a loss in coal production.  The direct 

result meant loss of coal employment in Bell at -18.8%, Harlan -34.5%, Knox -28% and Letcher -34.8%.   

Bell county has experienced from 2010 to 2014 a loss of -3.2%, Harlan -3.8%, Knox -.3% and Letcher 

at -4.7% in population.  One method SKCTC combats the population loss throughout the service area is 

to provide educational opportunities for students in nearby Tennessee and Virginia.  Students are 

eligible to enroll and pay in-state tuition rates, or reciprocity.  However, our penetration rates in high 

schools in TN and VA have been low and may continue to drop with other post-secondary institutions 

moving closer to the Kentucky border in TN.  Although there is a negative impact on population, the 

latest data on high school graduation rates show an opportunity for our service area with the 

Commonwealth of Kentucky graduation rate being 87%, and the Southeast district’s service area (Bell, 

Harlan, Knox, Letcher) graduation rate being 88%.  The latest data does show SKCTC service area high 

school graduates enrolling in college as 57%.  

  Although data shows a positive outlook for graduation rates, the Southeast District (Bell-

Harlan-Knox-Letcher), continues to have a high percentage of adults 18 and over without a high school 

diploma or GED:  Bell – 31.7%, Harlan – 29%, Knox -31% and Letcher – 25.2%.   Also, only 4.9% of 

Kentuckians have an associate’s degree compared to 6.3% nationwide and 17.1% of Kentuckians have a 

bachelor’s degree compared to 24.4% nationwide.  Our three service area counties have low 

percentages for citizens with a BS degree or higher.  Bell is at 10.8%, Harlan 10.6%, Knox 10% and 

Letcher at 11.5% of the population with a BS degree or higher.    
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Facing outside and internal barriers and/or opportunities, SKCTC is continually focusing on 

strategies to improve the college and more importantly, student success.  Even though there are 

obstacles to overcome internally and district wide concerning job and population loss, SKCTC has many 

opportunities to increase the number of citizens obtaining an associate’s degree and training for a 

technical career.  With the positive high school graduation rate and loss of jobs in our area, the 

enrollment situation is inevitable and a seamless SEM plan for the college is a much needed tool for 

student recruitment, retention and the college marketing efforts.  For the SKCTC SEM Plan to succeed, it 

will take college wide support and commitment to provide resources, seamless transitions and 

continuing guidance and support.    

SKCTC Mission 

Founded in 1960, Southeast Kentucky Community and Technical College is a public, comprehensive 

community and technical college under the governance of the Kentucky Community and Technical 

College System (KCTCS). The college serves the southeastern Kentucky region and provides: 

 Associate in Arts and Associate in Science degree programs and courses designed to prepare 

individuals to succeed in baccalaureate programs at senior colleges and universities  

 Associate in Applied Science degree programs, certificates programs, diploma programs and 

courses designed to prepare individuals to succeed in today’s technological workforce  

 Continuing education, training activities and services designed to expand life skills and 

knowledge of our citizens, strengthen the existing workforce, and enhance community and 

business development  

 Academic support and developmental education courses and experiences designed to prepare 

individuals for success in transfer, technical, and continuing education programs and courses  
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 Resources to promote the preservation of Appalachian culture by stimulating artistic 

expressions, serving as a depository for the region’s history and cultural traditions, providing a 

forum for the arts through cross-cultural experiences, and promoting the arts in education 

SKCTC Goals 

 Advance excellence and innovation in teaching, learning and service 

 Increase student access, transfer and success 

 Cultural diversity, multiculturalism and inclusion. 

 Enhance the economic and workforce development of the Commonwealth 

 Promote the recognition and value of Southeast Kentucky Community & Technical College and 

the Kentucky Community & Technical College System 

2016-22 SKCTC Strategic Plan Goals 

 Raise the level of educational attainment in the Commonwealth by positioning SKCTC as the 

accessible, affordable, and relevant postsecondary education choice for Southeast Kentucky. 

 Increase access and success for all SKCTC students, particularly among traditionally underserved 

populations. 

 Develop clear pathways through all levels of postsecondary education with an emphasis on 

experiential learning that lead to successful employment outcomes for SKCTC graduates. 

 Improve student engagement, support, experiences, and success with the best-in-class 

academic and student services. 

 Align programs and curricula with the needs of employers that enhance the employability, job 

placement, and career development of SKCTC graduates. 
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AACRAO Executive Summary 

Unlike most institutions in the Kentucky Community and Technical College System (KCTCS), 

Southeast did not peak in enrollment in 2011 and lose enrollment since then. However, a drop in 

enrollment of almost thirty percent from Fall 2013 to 2014 has grabbed everyone’ attention. An 

additional concern, voiced by the staff, is that with the decline in the extraction economy of eastern 

Kentucky and the higher wages that are no longer prevalent with laid off miners, unemployed workers 

will leave the area rather than be retrained for positions that will not pay at the level they previously 

enjoyed. This will be a marketing challenge. 

Much work has already been done in developing plans to enhance enrollment and President 

Moore and Dr. Parrott have already provided very good leadership in preparing the campus for this SEM 

project. Teamwork and collaboration seem to be quite good in most areas and the few that need 

improvement are moving in the right direction. 

There are areas that will need attention as the project moves forward. Communication with new 

students needs to be more automatic rather than staff controlled. Software needs to provide more 

specific information according to the codes in the student profile. The telephone system provides good 

service but is dependent on the skill of individual operators who require constant training and 

supervision.  

The website needs attention. Some information is badly out of date and attention needs to be 

given to adding items that will stress why students should enroll and continue to enroll rather 

than just how to enroll. 

Marketing is an area of real concern. Well-crafted, specific, and detailed marketing messages 

currently are not part of a comprehensive enrollment plan. The delivery system to provide the messages 

does not exist and the training to develop the marketing campaign is not yet available.  This will be a 
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primary need as the project moves forward.  Communication with returning students also needs work. 

Administration, staff and faculty are aware of the need to improve persistence and completion rates and 

improvements in these areas are already under discussion. Advisors are particularly interested in 

activities that may offer meaningful improvements. A current difficulty is the lack of regular 

communication with the advising group other than information on the next registration activity. All in 

all, the campus seems to recognize the need for this project, the possible positive outcomes from the 

project, and shows a willingness to participate in the project. 

AACRAO Current Status & Performance Against SEM Standards 

Evaluation of the SEM environment for SCTC was conducted to understand its strengths and 

challenges. To develop and implement a successful SEM plan, the College must position itself to 

leverage its current strengths and shore up areas of challenge. Using Bontrager’s seven purposes of 

SEM, the current position of the College was evaluated. 

 

 The College has established clear goals for the number and types of students needed 

to fulfill the institutional mission. 

Since enrollment has been relatively stable in the years 2010 – 2013 and only began to fall in 

2014, SCTC has not adopted specific enrollment goals other than to indicate a belief that growth of 

approximately one percent could reasonably be expected over the next five years. This low growth 

figure is due to the belief that job losses in the mining arena will result in loss of population in the 

service area rather than retraining for positions which will not pay as well as the positions terminated. 

 The College promotes students’ academic success by improving access, transition, 

persistence, and graduation. 
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Access to SCTC is appropriate for a community college setting. The multiple locations provide 

the defined service area with adequate coverage and programs and services are readily available. 

Transition to baccalaureate institutions and the world of employment can be easily accomplished but 

persistence and completion in college needs to be improved. Academic support to facilitate this 

improvement is in place but students generally do not take advantage of the available services. Faculty, 

staff, and administration are aware of the need to improve retention but these improvements are not 

yet part of a formal plan. 

 

 The College promotes institutional success by enabling effective strategic and financial 

planning. 

With both declining enrollment and budgets, SCTC is not yet matching strategic enrollment 

management with desired outcomes. As the project proceeds and enrollment targets are met, 

confidence in the process will lead to better results. This will likely not be a part of the initial project but 

an outgrowth from the results. 

 

 The College creates a data-rich environment to inform decisions and evaluate 

strategies. 

The College does not yet use all the data available to them. Data that could be useful in student 

success is provided from the system office but is not widely shared on the campus. This can be improved 

and needs to be included in the SEM process. Better data needs to be assembled for use in the 

recruiting process. Funnel data should be available on a weekly basis along with other data collected 

from recruiting activities. Data could then be used in targeted follow – up activities to determine the 

effectiveness of messages in the markets. 
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 The College Improves process, organizational and financial efficiency and outcomes. 

The college has developed numerous processes that serve its students in an adequate manner. 

In many cases, this involves the assistance of staff who could be better used in other areas if software 

could be programmed to do more, and if steps in the process could be made more automatic. This may 

require help from the system office but needs to be a consideration in the planning for the project. 

 

 The College has strengthened communications and marketing with internal and 

external stakeholders. 

Communication with internal stakeholders has definitely been improved and there is the 

indication of a common purpose beginning to show across the campus. Though there was some 

resistance at first, a commitment to improved sharing of information and concerns is starting to be 

evident. Outside communication is a different story. The website needs a great deal of work both in 

functionality and appearance. More attention should be given to the “why” and not just the “how to”. 

The communication plan for new students has some good features but is much too staff dependent. 

Marketing messages need to be added in all communication plans. Social media is a good idea but 

should be a part of an overall plan, not a stand-alone or add on task. 

 

 The College has increased collaboration among departments across the campus to 

support the enrollment program 

Overall, collaboration appears to be very good. While there was some initial concern regarding 

the understanding of the requirements of this project, very favorable comments were evident after the 
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campus level SEM presentation. The campus seems ready to forge ahead with both commitment and 

confidence. 

AACRAO Recommendations 

Use of Technology 

A lack of training is very apparent in many areas of the system supplied software. This causes 

the development of shadow systems that provide functionality but on a relatively short-term basis. The 

needed upgrades to provide complete, user-friendly, computer generated functionality would not be 

possible with present staff and training levels. 

The website needs much improvement. In addition to being quite “texty” in many areas, there 

needs to be a change in theme so that more resources are spent to convince the prospect to 

enroll instead of just information on how to enroll. 

1. The system office should provide more serviceability for its colleges in purchased 

       software programs. 

2. Local IT staff should receive more training on system purchased software. 

3. Increase the interaction between users and IT staff. 

 

4. Continue to review and amend the college website for attraction, ease of use, and  

    functionality. 

AACRAO Recommendations - Recruitment 

A recruitment plan must have specific goals, communication and activities, and evaluation 

criteria. A written document with these attributes was not presented. Recruiters are trained on 



16 
 

generalities related to the college and how to use the software. Providing targeted messages is not 

addressed. Data to analyze outreach efforts is not readily available. Attendance at on-campus events is 

collated but effectiveness of advertising messages and program contents are not evaluated. Information 

collected and tracked is not sufficient for effective research into the effectiveness of the overall process. 

 

1. Develop a true recruitment plan with goals, targeted marketing messages, milestones,  

        and evaluation criteria. 

2.    Provide training for recruiting staff on how to create specific messages for groups and 

                      individuals that trigger the desire to enroll. 

3.   Collect and analyze more data (which may require more help from KCTCS) on the 

       effectiveness of recruiting messages and activities. 

Admissions 

The college has done a good job of making the provided software do as much as possible in the 

admissions process. This is not to say that a true admissions funnel exists with adequate, automated 

communication flows that provide targeted information based on where a prospect is in the process and 

how they are coded in the student information system. There are not programmed ties with financial 

aid, orientation, advising, and registration. 

A major successful effort has been made, using the telephone system, to provide on-demand 

information throughout the admission process, as well as calling services that provide proactive 

recruiting messages. A printed communication plan is in place but it requires a good deal of human 

intervention to manage it and the delivery methods are somewhat mixed. 

Since all the needed software (i.e., Radius to capture and communicate with prospects, tied to 

applicant and enrollment data) is not presently activated, reports are not available that would be most 
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helpful in monitoring and managing the admissions funnel. Workflow, while available through several 

systems, is not installed as a functioning and efficient solution. 

1.   KCTCS should activate and deliver more of the available software modules in the SIS 

        Software. 

2. Once delivered, the additions should be installed on campus. This will require 

 Additional training for IT staff. 

3.    When the needed software is installed, appropriate reports should be created for the 

    entire campus including a weekly funnel report to be shared with a wide audience on    

    a regular basis. 

Use of Data/Research 

Because Southeast has yet to settle on target groups for specific marketing messages, data has 

not been collated into its most usable format. This makes getting a total picture of enrollment difficult. 

As the SEM project proceeds, the likelihood of success can be maximized if better funnel information (by 

step) is collected and used to determine if marketing messages are reaching their intended targets. 

Much of the available work force information is very useful. If non-work-force areas could use 

some of these as models, additional practices could be monitored and improved. 

Retention information is collected but not shared, except with advisors. More effort should be 

made to connect “cause and effect” matrices with the idea of improving persistence, success, and 

retention. 

1. Data formats should be standardized and distribution patterns established. 

2. Reports for the various steps of the enrollment funnel should be created (produced 

    weekly) and use percentages to compare the success of activities and communications. 

3. Using work-force information as a guide or model to create environmental reports,  
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which will provide better evidence of overall market needs. 

 

Enrollment Infrastructure 

As Southeast prepares for additional prospects as a result of the SEM project, recruiting 

resources will need to be increased. Marketing messages will need integration into communication 

flows, more automation will be needed in prospect interaction, and tighter supervision will be needed 

throughout the enrollment funnel. Current resources in these areas are not robust enough to be 

successful. 

With the additional requirements forthcoming in software, marketing, and communication, 

current training and professional development is not satisfactory. Greater and more consistent training 

will be needed to familiarize staff with the new functions that will be added to current business 

processes. 

The college in general needs to know more about the enrollment efforts for the campuses. Prior 

to the beginning of the SEM project, there was little sharing of activities or techniques. This makes the 

changes that need to be made more difficult due to the lack of understanding of the problems. 

1. KCTCS should develop existing technologies to better support the colleges in the   

areas of: 

a. Transfer 

b. Training and support for marketing campaigns 

c. Workflow technologies 

2. Assign additional resources to recruiting: 

a. Add one or two more recruiting positions to more thoroughly canvass service 

    area schools, agencies and businesses. 

3. Assign marketing responsibility to a specific person/office. 
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4. Provide more training and professional development to staff: 

a. Create a professional development plan for each staff member. 

b. Create and implement a training calendar for each enrollment unit. 

5. Consider the development of more cross-functional teams for on-going enrollment 

    interaction. 

AACRAO Recommendations - Retention 

Retention information is collected but not shared, except with advisors. More effort should be 

made to connect “cause and effect” matrices with the idea of improving persistence, success, and 

retention. 

1.  Retention activities could benefit from a more formal organizational structure with 

 scheduled reports, activities and identified supervisory responsibility. 

 

Records and Registration 

Comments from most groups, including students, indicated generally favorable perceptions of 

the registrar functions although they felt the posting of transfer credit to the permanent record took too 

long. All transfer credit is posted manually and the articulation rules available in PeopleSoft have not 

been programmed. Implementing this functionality of the software would increase efficiency for staff 

and expedite transfer credits appearing on student academic history and making transfer credit reports 

available to new students. This increases student satisfaction, a retention factor, and demonstrates to 

prospective students how they may leverage their previously earned credits, a recruitment factor. 

1. Continue to activate the transfer module within PeopleSoft: 

a. This will need to be centrally managed by the System Office, as the course  
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    catalog for the System is manager there. 

b. There may be local articulation decisions that need to be made for area feeder 

                            institutions or common transfer credit institutions for Southeast. 

AACRAO Recommendations - Marketing 

Since most marketing efforts come from the system office, specific marketing messages 

targeting identified local groups are not active. Marketing staff indicate that they are not trained in 

developing such messages and current software does not provide easy methodology for scheduling 

separate communications based on codes in the system.  The website is mostly text and while generally 

positive about the college, it does not “grab” the prospect and provide clear reasons for enrollment. 

Some areas of the website are out of date.  For example, financial aid FAQ’s reference data from 2008 – 

2010. 

The institution’s communication plan for new students uses a good deal of telephone time due 

to limitations of the provided software (both in-calls and scheduled out-calls). Most 

communications with continuing students is in reference to advising and course selection with 

little emphasis on continuing interest in desired outcomes. Presently, there does not appear to be a 

comprehensive advertising plan which would include print, electronic, and spoken and/or in person 

contacts. 

1. Develop and install designed marketing messages for targeted groups, the software  

to deliver these messages, and train staff in their use. 

2. Review the website for accuracy, attractiveness, ease of use, and how it enhances the 

     desire to enroll. 

3. Establish communication plans that use more automatic communication in addition 
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 to current telephone contacts. 

4. Develop communication plans for returning students that emphasize persistence and 

    completion rather than just how to register. 

5. Develop a complete advertising/marketing plan to cover all facets of the community. 

The SKCTC SEM Plan will benefit the college by: 

 Provide a systematic assessment of institutional strengths, weaknesses, community and 

economic threats, and the recruiting, retention and marketing strategies. 

 Continue to establish alignment with SKCTC and KCTCS Strategic Goals and Objectives. 

 Encourage even more service area support and commitment. 

 Provide an opportunity to change and improve from the results of the assessment. 

 Coordinate and unify staff effort, work and accountability. 

 Ensuring more effective use of existing resources and identify the need for additional resources. 

 Promote and discover new activities for student involvement on campus. 

 Provide a basis for future planning and enrollment management. 

SKCTC SEM Plan Overall Outcomes 

 Create an overall Recruitment, Retention and Marketing plan for the college. 

 Campus-wide recruiting, retention and marketing efforts increase. 

 Accurate, high quality marketing material, via electronic or paper distributed to the community.  

 Accurate, high quality college publications, brochures and ads for recruiting purposes. 

 Enrollment and retention growth. 

 Increased awareness of college’s programs and services. 
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SKCTC SEM Goals: 

Goal 1 – Recruitment 
1% Enrollment Growth - Identify, recruit and enroll a diverse student body, 
guided by SKCTC enrollment targets. 
 
Goal 2 – Retention 
Increase undergraduate/graduate retention and graduation rates by 
restructuring the Advising process.  
 
Goal 3 – Marketing 
Create an integrated Branding, Marketing and Communications Plan. 
 
 

SEM Planning Assumptions 

 SKCTC will continue to be a premier provider of technical and transfer education in the 

district, as well as a major partner in development of the community and workforce 

training. 

 The continued low cost of SKCTC will help with the competitive environment of other 

colleges and universities, along with the economic issues students face today.   

 SKCTC will continue to provide adequate resources to fund recruitment, retention and 

marketing efforts at the college. 

 The number of high school students’ enrolled in dual credit will be utilized for enrollment 

growth. 

 There have been major changes in a more integrated and cooperative approach with 

admissions, financial aid, recruiting, registration, retention and marketing that will continue 
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to collaborate in all activities, and an equal continued commitment to recruitment and 

retention from faculty and staff. 

 The marketplace will continue to become more competitive with regard to the recruitment 

of college students, especially with online programs and additional campuses in the area 

from four year institutions.  SKCTC will continue to change and adapt to the ever growing 

changes and needs of the population. 

 New academic programs will be looked at and introduced for the upcoming academic 

years. 

 There will be an increase of individual high school visits and college day/night activities 

outside of SKCTC’s primary recruiting duties. Examples: Workforce registration dates set for 

industry or business training, high school requests for additional help, external registration 

tables for industry employees.  

 There may not be a major impact or change with regard to local economies.   Employment 

may remain low and the unemployment rate may remain high. 

 The number of high school graduates in our service area will continue to decrease. 

 The process of capturing, storing and contacting all inquiries will be more seamless through 

Radius. 

 The population of the district will continue to decline. 

 The college will continue to recruit minority, diverse and dis-advantaged students in our 

service area. 

 The strategies and activities contained in the plan are designed to impact first-time, 

tradition, non-traditional, minority, transfer, workforce, high school and continuing 

students. 
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 The college will continue to provide adequate, up to date materials and information to all 

students and members of the community. 

 The opportunities with transfer agreements among SKCTC and four-year institutions will 

grow and be maintained.  

 The college will maintain KCTCS branding guidelines to promote a unified KCTCS system. 

 Scholarships: scholarships are used and will continue to be used as retention and recruiting 

tools. 

 Marketing: A detailed marketing budget will make it easier to utilize resources to compete 

with local colleges and universities in the service area. 

 Course Offerings: courses must be offered when students need them, or they will go 

somewhere else to fulfill requirements.  This has to be recognized as evening, weekend, on-

line and short-term classes. 

 New construction plans for the Middlesboro campus will be utilized for enrollment growth. 
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PURPOSE OF RECRUITMENT 

Recruiting identifies and provides information in a personal atmosphere to high school students, 

parents, faculty, and the community to better educate and promote the benefits of attending SKCTC, 

and to recognize the College as one of the most valuable educational options in the Southeast region. 

Recruiting ensures the enrollment process is clearly communicated and prospective students know 

about admissions, financial aid, advising and registration.  Prospective students are also provided 

information on when, where and how to enroll at SKCTC. 

The College Recruiter is the face of SKCTC in many aspects and is the facilitator for coordinating 

events and campus tours. Several other common responsibilities are: visiting all area high schools; 

attend college fairs; target non-traditional; as well as traditional students; develop relationships with 

high school counselors; speak at public events, students and families; provide follow-up 

communications. 

The College is dedicated to ensure the communities we serve know why we are the best choice 

in the region and provide efficient student access by providing support and information for the 

transition to college regardless of age and background. Our goals are to: 
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Goals for SKCTC Recruiting Include: 

1. Provide support, assistance, guidance and resources for potential students to 
meet their higher education needs. 
 

2. Provide timely information about the college, its policies, procedures for 
admissions and enrollment. 

 

3. Educate the community about the College and its programs and benefits through 
presentations, personal contact, visits, mailings and on campus events. 

 

4. Foster awareness, promote, and support a culture of higher education in the 
College’s service area through outreach and recruiting activities including: 
college fairs, business fairs, community fairs, career fairs, local mall activities, 
community outreach events and high school visits. 

 

5. Work as a team with SKCTC faculty, staff, students and former students to attract new 
students. 
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Goal 1 - 1% Enrollment Growth - Identify, recruit and enroll a diverse student 

body, guided by SKCTC enrollment targets. 

RECRUITMENT 

                                                          1% Enrollment Growth 

Identify, recruit and enroll a diverse student body, guided by SKCTC enrollment targets 

                                                                       Strategies 

1. Use all available market and institutional research resources to identify 

prospective students within the service area of the college (ACT, HS graduation 

list, previous students who did not complete, students who have applied and not 

registered, students who have applied and not completed FAFSA, etc.). 

 

2. Incorporate the strategic use of faculty in our recruiting efforts.   

 

3. Identify the number of high school students who have applied with SKCTC each 

semester. 

 

4. Identify the persistence/completion rate of previous students and if 

unsuccessful, place them in the Second Chance pool for recruitment. 

 

5. Identify key areas for non-traditional students. 

 

6. Identify specific challenges/opportunities for each target category: traditional, 

transfer, adult, workforce (corporate), military, international and technical. 

 

7. Refine the scholarship process and timelines. 

 

8. Identify higher education institutions in our service area and how they target 

students and best practices. 

 

9. Identify all local businesses, community outreach partners, churches, 

educational institutions to establish partners for recruiting throughout each 

community. 

 

10. Identify campus activities to include high school students engaging with current 

college students (spring/fall flings, program days, etc.). 
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PURPOSE OF RETENTION 

Retention is defined as the percentage of first-time degree/certificate-seeking students 

from the previous fall who either re-enrolled or successfully completed their program by the 

current fall.  Retention is far more than that at SKCTC.  Retention is student success by means of 

proactive advising and streamlined communication throughout the College.  The College has 

shifted focus towards advising and student accountability as the primary means for retention.  

By providing a campus environment where students can successfully complete their academic, 

transfer and career goals that lead to successful completion of their academic 

program/certificate/diploma or transfer to another institution. 

SKCTC is committed to providing all students an educational learning experience in a 

supportive environment designed to prepare them to the meet the challenges and 

opportunities in today’s time and economy.  Support not only comes from the governance and 

administration of the college, but more importantly from the faculty.  The faculty role extends 

far beyond the classroom and teaching with a wider emphasis on the importance of the role as 

an advisor.  Faculty members have acknowledged the need for a restructured advising model 

and have been pivotal in the design and reorganization of the advising model for SKCTC.   A key 

to successful retention for higher education institutions is an advising model that can produce 

accountability for not only the students, but for the institution also.  
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Goals for SKCTC Retention Include: 

 

1. The college will advance the quality and management of the student advising process 

2. To establish a successful transition process from secondary education, transfer, readmits or 

first-time college students to SKCTC by means of a Student Success Center. 

3. Systematically develop students’ Individual Graduation Plan ensuring academic, transfer and 

career success.   
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Goal 2 - Increase undergraduate/graduate retention and graduation 

rates – Restructure the Advising Process. 

RETENTION   

             Increase undergraduate/graduate retention and graduation rates - 

                                           Restructure the Advising process 

                                                                Strategies 

 

1. Restructure current Transfer centers into Student Success Centers.  

2. Develop an advising syllabus. 

3. Develop goal-based Individual Graduation Plan template. 

4. Develop a two-year to three-year schedule of classes.  

5. Revise faculty, staff and advisor counselor training. 

6. Revise Advising Manual and advising webpage. 

7. Complete revision in how advisors are assigned and transferred. 

8. Redesign of the Orientation to include Anchor overview. 

9. Assign full-time staff to monitor daily Starfish Early Alert System. 

10. Include the advising role of faculty in evaluation and promotion. 

11. Redesign of the GEN 100/102 courses to include IGP development.  

12. Ensure all new students are registered for GEN 100 or 102. 

13. Appoint a Director of Advising. 

14. Reassigning staff to Student Success Coaches. 

15. Develop evaluation on advising and advisors. 
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Since 2011, the College has been involved in a campus wide dialogue about changing 

the culture of advising at SKCTC.  The awareness began with the Survey of New Student 

Engagement (SENSE) results on advising and again in 2012 with a Foundations of Excellence 

(FoE) study which lead to a long list of changes that needed to be made with advising in 

general. The Community College Survey of Student Engagement (CCSSE) followed in 2014 with 

results proving even more that advising was an issue at the College.  

 In 2015 a faculty survey of potential topics for the Quality Enhancement Plan resulted in 

identifying advising as a primary focus.  Advising was then chosen out of the seven topics for 

the SKCTC QEP plan and emerged as a widely-supported, well researched and carefully 

designed course of action to revitalize the academic advising process by empowering faculty 

and staff advisors to be more equipped, active and accountable for students at SKCTC.  More 

importantly, it will enable students to take an active role in planning their own academic 

pathway while ultimately taking control of their own success.   

SKCTC faculty, staff, administration and students came to the agreement that this QEP 

will result in significant improvements in the quality of student advising and learning.  

Supported by the research literature, the College believes students supported with goal-based 

advising will be able to develop meaningful IGPs, set academic, transfer and career goals and 

achieve them with increased persistence and success rates.  This focus reflects our mission, 

goals and Strategic Plan as a college that values each individual student, and since advising is a 

critical component of retention, learning and success, this focus will increase our objective to 

improve student learning.   
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As a result of careful review and discussion of the previous and current institutional 

data, faculty, staff and student concerns, relevant to effective advising practices and improving 

academic, career and transfer advising at SKCTC, the Quality Enhancement Plan, known as 

Anchor: Firmly Anchored by Consistent and Continuous Advising, was developed.  This plan was 

designed to engage students in creating a seamless roadmap for their educational, transfer and 

career goals all while building accountability for their own personal success.   

The project will be assessed formally and informally on many levels, including advisor 

competence, student and faculty satisfaction with advising and student ability to develop and 

follow a goal-based IGP.  Assessment of Anchor and the measurements by which we will 

evaluate its impact on the quality of student learning at SKCTC will be from the following 

means: 

(a) Direct assessment of pre-data and post-data of student knowledge on advising.  

(b) Number of students who have successfully completed the IGP. 

(c) Results of the internal evaluations on advising from faculty and students.   

(d) CCSSE (Community College Survey of Student Engagement) and SENSE. 

Indirect assessment of Anchor will be shown through increased year-to-year retention, 

improved completion rates and decreased number of students who are undecided as to their 

program of study. 
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ANCHOR Organizational Structure 

  As with any formal plan, the success of Anchor depends on the commitment and participation 

of all faculty and administration within the College.  Anchor must be a collaborative effort with a clearly 

defined structure that is future driven and flexible for changes as the plan progresses. With the QEP 

Organizational Structure we will explain how all departments within the College were active and fully 

invested in the development of Anchor.  The faculty and staff on the QEP team ensured that an advising 

plan was developed solely for the purpose of improving student learning. Reasonable procedures, 

timelines, and processes were taken into careful consideration so that the plan would be implemented 

and sustained non only during the first year, but for the lifetime of the College.  

 The QEP chair, with the help of the QEP team, director of academic advising and VP for 

Institutional Effectiveness will oversee the assessment and implementation of Anchor.  Findings will be 

reported to the College’s leadership team.  The QEP chair is a member of the SKCTC Cabinet and will be 

responsible for the end of the first-year assessment and progress reporting of Anchor, as well as the 

five-year report of the plan. The director of advising will be responsible for annual reports thereafter to 

the SKCTC Cabinet and quarterly reports to the vice President of student Affairs and vice president of 

academic affairs.   

 The director of advising will be a position already established within the college and the 

employee will be reassigned.  The position will be appointed by the College president in spring 2017.  

The position will assist the QEP team in carrying out the implementation of Anchor.  The position will be 

appointed from faculty or staff currently working at the College and will assume the new duties as a part 

of their regularly assigned responsibilities.  The link to advising as teaching will be maintained as the 

director of advising will teach a section of GEN 100 or 102. 
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 The director of advising, with the assistance of the office of institutional effectiveness, will be 

responsible for facilitating the development and implementation of advisor training and working with 

faculty advisors to implement the new approach.  The director of advising will work with GEN 100/102 

faculty in incorporating goal setting and career decision-making aspects of Anchor.  The director will 

coordinate the development of all new advising/advisor evaluation tools and processes with the VP for 

institutional effectiveness.  The director of advising will also assist in professional development activities 

to promote the campus culture of advising and work with faculty to implement the new advising model. 

There are specific actions that will have oversight from different departments within the 

College.  The actions for implementation and oversight with specific departments, positions, and/or 

College personnel charged with overseeing the action.  Listed are the departments with oversight of 

Anchor development and implementation, the QEP committee, whose members include:  

(1) President/CEO (2) Vice President of Student Affairs (3) Vice President of Academic Affairs (4) 

Counseling (5) Vice President for Diversity and Inclusion (6) Office of Public Relations and Marketing (7) 

Vice President for Institutional Effectiveness (8) QEP Chair & Co-Chair (9) faculty representative(s) (10) 

Vice President of Business Affairs (11) staff representative(s) and (12) student representative(s). The 

organizational structure for specific action items will be as follows:  

Advising:  VP of Student Affairs & VP of Academic Affairs 

Registration: Registrar  

Advising syllabus: VP of Academic Affairs, Academic Advising Committee members, Faculty committee, 

Director of Advising 

Advising handbook: Faculty committee, Counselors, Director of Advising, Academic Advising Committee 

members, Registrar’s office representative, Student Success Coaches  
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Annual outstanding academic advisor award(s): Vice President of Academic Affairs and Vice President 

of Student Affairs  

Mandatory academic advisor training: Academic Advising Committee, QEP chair, Counselors, IT 

department, Office of the Registrar, Director of Advising, Admissions and Financial Aid  

Institutional membership in NACADA (National Academic Advising Association): Vice President of 

Academic Affairs & Vice President of Student Affairs 

Representatives from the VP of Academic Affairs, VP of Student Affairs and faculty attend NACADA 

conference or institute: Faculty, Student Success Coaches, Counselors and Director of Advising, VP of 

Student Affairs and VP of Academic Affairs 

Develop training modules, resources and handbooks on academic advising for faculty advisors and 

students: Academic Advising Committee, Faculty committee, IT department, Director of Advising, 

Counselors, faculty members and student representatives.  

Create Student Success Centers: Office of the President, Vice President of Academic Affairs & Vice 

President of Student Affairs 

Develop IGP for advising “undecided” students: Academic Advising Committee, Faculty committee, IT 

department, Counselors, faculty members, Director of Advising and student representatives.  

Designate one Student Success Coach for each campus: Office of the President, Vice President of 

Academic Affairs & Vice President of Student Affairs   

Develop a system for student evaluation of advisors: Faculty Committee, Academic Advising 

Committee, Director of Advising, Vice President for Institutional Effectiveness, Counselor  
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Display, review, and revise advising program annually: Vice President of Academic Affairs, Vice 

President of Student Affairs, Academic Advising Committee, Director of Advising, Counselor 

Marketing and Communications Plan: Marketing and Communications Staff, Vice President of Student 

Affairs, Advising Committee, Faculty Committee, Student designees 

Supporting Data 

Data collected regarding SKCTC supported the selection of an advising topic. This data revealed 

that advising was important to the campus community, but was in desperate need of improvement, and 

that students needed career and goal setting discussions as a part of their advising experience. 

CCSSE Results 

The CCSSE was administered in 2014.  The results again reflected the need to improve academic 

advising, transfer advising and career advising.  79.4% of faculty reported that assistance with transfer 

credit is high, but only 30.6% reported that they referred students often to this service.  74.3% Students 

reported rarely using the transfer credit assistance at the College.  Faculty reported that the importance 

of academic advising and planning and career counseling was 92.1% and 84.1%, respectively.  However, 

they only referred students to academic advising often 51.6% of the time and to career counseling often 

only 29.0%.  Students felt that academic advising was very or somewhat important 90.7% of the time 

and career counseling very/somewhat important 81%.  However, 17.3% of students reported using 

academic advising often and career counseling often at 10%. This same CCSEE showed that 63.6% of the 

College faculty talked to students about career plans, but only 43.8% of the students said they spoke to 

a faculty/advisor about career plans.   
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  Selected CCSSE Results Related to Advising and Planning 

Item Measure Faculty Student  

Academic advising/planning 

     

How important do you believe transfer 
credit assistance is to students 

%Very 79.4 43.2  

How often do you refer students to 
transfer credit assistance 

% Often 30.6   

How often do you use transfer credit 
assistance at the college 

% Rarely/Never/Don’t 
know 

 74.3  

Importance of academic advising and 
planning 

%Very 92.1   

Importance of academic advising and 
planning 

%Very/somewhat  90.7  

How often do you use advising assistance 
at the college 

% Often  17.3  

How often do you refer students to 
academic assistance 

% Often 51.6   

  

Career Counseling 

How important is career counseling   % Very  84.1   

How important is career counseling   % Very  81  

How often do you use career counseling   % Often  10  

How often do you refer students to career 
counseling assistance 

% Often 29   

 

During the current school year, how often have you . . . 

Discussed career plans with an instructor 
or advisor 

%Often/Very Often  43.8  

Discussed career plans with a student %Often/Very Often 63.6   

SENSE Results 

Results of the SENSE in 2011 showed 58.3% of students surveyed understood a need for having 

a clear plan and pathway to their degree.  Yet, only 67.2% reported seeing an advisor before registering 

for classes.  28.6% strongly agreed that their advisor helped select a course of study, program and 

major.  Only 48.8% reported that they were neutral or disagreed their advisor helped establish goals and 

a plan for reaching those goals.  Only 33.3% said their advisor discussed outside distractions that could 

hamper their education.  19.6 % reported that they could not find a convenient time to meet with their 

advisor.  While 80% and 90% of students felt that advising/planning and career counseling are important 
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at this College, faculty reported that they often referred students to their advisor only 20% of the time 

and that they often referred students to career counseling only 10% of the time. Likewise, nearly half of 

students indicated that career counseling was very important to them, yet only slightly more than a 

quarter of students reported using career counseling services “frequently” or “sometimes”. In fact, more 

than a third of students reported that they had never discussed career plans with an instructor or 

advisor.  

2011 Sense Survey Results for Advising 
 

SENSE Survey % 

  

The student understood a need for having a clear plan and pathway to their 
degree 

58.3 

Students reported seeing an advisor before registering for classes 67.2 

Strongly agreed that their advisor helped select a course of study 28.6 

Students advisor helped establish goals and a plan for reaching those goals 48.8 

advisor discussed outside distractions that could hamper their education 33.3 

Could not find a convenient time to meet with their advisor 19.6 

Students felt that advising/planning and career counseling are important at 
this college 

90 

Faculty referred students to their advisor 20 

Faculty referred students to career counseling 10 

 

Other Survey Results 

In 2012, the College undertook the Foundations of Excellence study.  The results were reported 

on a 5.0 scale with the low end of the target range being a 3.5.  The overall academic advising quality 

was rated at 3.61.  However, academic advising for transfer was only rated at a 3.15. Part-time students 

reported even lower numbers with 3.17 for quality of academic advising and 3.08 for academic planning 

for transfer.  Students reported a 3.39 for help with courses that transfer; 3.38 for advisors discuss 

academic program; 3.35 for advisors helped with career and higher education goals and 3.13 for 

advisors being able to find transfer information on a website.  Students also reported that their advisor 

discussed the pros/cons of transferring without an associate degree as only 3.05; discussed the transfer 
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process only 3.04 and helped select the transfer institution at only 2.88.  Students reported that the 

College ensures they receive career counseling related to their major at only 2.72.  Faculty reported that 

the College encourages career counseling at 3.07, but students only reported it at 2.76.  Faculty 

reported that the College acknowledges and rewards academic advising at only a 2.93. 

2012 Foundations of Excellence Survey Results for Advising 

FoE Survey High End Low End SKCTC Score 

Overall academic advising quality  5.0    3.5 3.61 

Overall academic advising for transfer 5.0 3.5 3.15 

Course assistance for transfer selection 5.0 3.5 3.39 

Advisors discussed academic programs 5.0 3.5 3.38 

Advisors helped with career and educational 
goals 

5.0 3.5 
3.35 

Advisors locating transfer information on the 
web 

5.0 3.5 
3.13 

Advisor discussed the pros/cons of transferring 
without an associate degree 

5.0 3.5 
3.05 

Advisor discussed the transfer process only 5.0 3.5 3.04 

College insures they receive career counseling 
related to their major 

5.0 3.5 
2.72 

Faculty reported that the college encourages 
career counseling 

5.0 3.5 
3.07 

Students reported that the college encourages 
career counseling 

5.0 3.5 
2.76 

Faculty reported that the college acknowledges 
and rewards academic advising 

5.0 3.5 
2.93 

 

General Studies Advising 

Every student entering SKCTC is assigned an academic advisor. The assignment is made on the 

basis of the student's interests and achievements. The advisor must be consulted before the student 

registers and before any changes are made in the schedule of classes the student is taking.  Students 

enrolling at SKCTC for the purpose of earning credit applicable toward an educational credential 

(certificate, diploma, associate degree) must demonstrate through the submission of scores on specified 

assessment instruments that they possess the minimum academic skills essential for success. Students 
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who do not demonstrate these academic skills must remedy the identified skill deficiencies prior to 

enrolling in entry-level courses for which those skills are essential.  Based on the placement of the 

assessment is when either a non-developmental advisor was assigned or a developmental advisor was 

assigned.  Transfer students are assigned academic advisors based on program of study or a general 

studies advisor.  This occurs during the admissions process after the student’s file is complete and ready 

to register for courses.  No formal assignment is performed based on the number of advisees the advisor 

has or checked by any member of the College thereafter.   

Developmental Course Advising 

SKCTC’s prior QEP focused on the improvement of developmental course success rate.  Advising 

was a huge component for the success of the plan.  Developmental advising at the College provides 

accessible, personalized and supportive academic advising and developmental instruction for students 

who test into Developmental Reading, Writing and/or Math (below 100-level college courses). 

Developmental advisors encourage and coach students while fostering a “college readiness” mindset 

that focuses on personal, educational and career goals. This was SKCTC’s last attempt to change advising 

to at least help students who were not college ready.  These advisors were to work with the students as 

long as they remained in developmental courses and uses a combination of intrusive and developmental 

advising.   The outcome was mixed.  The largest population of students in developmental advising 

formed a relationship with a specific advisor and had become familiar with a set location and would not 

transfer to a non-developmental faculty advisor. This lead to a very heavy load for almost all of the 

developmental advisors.  The counselors on the Middlesboro and Whitesburg campuses especially had a 

large number of students to advise.  Students had better access with more time availability to the 

counselors than to the non-developmental and general education faculty advisors.  
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Course Success Rates 

Student educational success is impacted by course success rates. Course failures and 

withdrawals waste student resources of money, time and mental focus and can have severe 

repercussions for financial aid. During the fall 2014 semester, there were 668 students enrolled in one 

or more of SKCTC’s non-developmental gatekeeper courses with a grade of D, E, or I. During the fall 

2013 semester, there were 632 students enrolled in one or more of SKCTC’s non-developmental 

gatekeeper courses with a grade of D, E, or I. During the fall 2012 semester, there were 632 students 

enrolled in one or more of SKCTC’s non-developmental gatekeeper courses with a grade of D, E, or I. 

With appropriate advising, students may be more likely to take courses in accordance with their 

interests and abilities, leading to greater course success rates and greater student success overall. 
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Rate of Persistence  

SKCTC uses fall-to-fall retention rates as its primary measurement of student persistence. These 

retention rates for credential-seeking students have remained steadily around 60% over the past several 

years and are the KCTCS overall retention rates. However, while the current rate of persistence of 

around 60% may be acceptable, it is not optimal for students, particularly in an era of economic 

hardships and increasing educational costs.  

Increasing the rate of persistence for degree-seeking students is an important part of improving 

academic success. Rate of persistence data will also be used to measure the success of Anchor.  The 

college will use the 60% as the baseline and show an increase of 1% each year during the five-year initial 

plan of Anchor.  Using the fall 2015 credential total number of 1913 as the baseline year for the 1% 

growth beginning fall 2017.  Appropriate advising with emphasis on educational goals, academic 

planning, and individual responsibility should lead to increased rates of persistence, as demonstrated 

through fall-to-fall retention rates.  

Fall to Fall Retention Rates 
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Current Advising Conditions 

SKCTC currently has faculty advisors who meet with students one on one and who have been 

assigned by the admissions office at the time of registration. Staff advisors also meet with students 

when a faculty advisor is not present.  As stated previously, dependent on the student’s entry test 

scores determines whether the student is assigned a general admissions advisor or a developmental 

advisor.  Transfer students are considered general studies students.  There is no formal structure, 

assignment, oversight or one-stop location for advising. Through Anchor these advisors will still be called 

Faculty Advisors, as will the Staff Advisors but the current Transfer and Career Services Offices will 

become the student success centers; therefore, the terms Faculty Advisors, Staff Advisors, and student 

success centers are used in this document for consistency. 
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Anchor Goals and Student Learning Outcomes 

 
ANCHOR Goal #1:  The college will advance the quality and management of the student advising 
process. 
 

 
Student Learning Outcome 1 – Students will understand policies, procedures and requirements for 
successful completion of their program. 
 

Strategies Method of 
Assessment 

Standard Target Responsible 
Party 

Students will 
understand policies, 
procedures and 
requirements for 
completing the 
advising process 

GEN 100/102 
Course 
component on 
the advising 
process and 
knowledge of 
resources 

85% of students 
enrolled in GEN 
100/102 will pass 
with a C or better 

100% of students 
enrolled in GEN 
100/102 will pass 
with a C or better 

GEN 100/102 
Faculty member 

Students will 
successfully develop a 
structured Individual 
Graduation Plan that 
support their 
academic, career and 
transfer goals 

GEN 100/102 
Course 
component on 
the IGP 
development 

100% of students 
enrolled in GEN 
100/102 will 
complete the IGP 

100% of students 
enrolled in GEN 
100/102 will 
complete the IGP 

GEN 100/102 
Faculty 
member, 
Student Success 
Coach 

Student Learning Outcome 2 – Students will become self-directed in planning and reaching short and 
long term-academic, transfer and career goals. 

During the registration 
period, students will 
prepare a preliminary 
course schedule based 
on the IGP  

Number of 
students with a 
prepared 
course schedule  

80% of students 
on the advisor 
list as advisee 

100% of students 
on the advisor list 
as advisee 

Advisor, Student 
Success Coach 

After the first 
registration period, 
students will register 
themselves for 
courses through their 
PeopleSoft self-service  

Registration 
verified by 
advisor 

10% of students 
on the advisor 
list as advisee 

40% of students 
on the advisor list 
as advisee 

Advisor, Student 
Success Coach 
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ANCHOR Goal #2: Establish a successful transition process from secondary education, transfer, re-
admits or first time college students to SKCTC by means of a Student Success Center. 
 

 
Student Learning Outcome 1 – Students will utilize the resources and Student Success Coaches to 
meet their IGP goals.  
 

Strategies Method of 
Assessment 

Standard Target Responsible Party 

First-time college 
students will utilize the 
Student Success Centers 
for continued planning 
after the IGP is 
developed during GEN 
100/102. 

Number of first-
time college 
students with a 
complete IGP who 
visits the Student 
Success Centers. 

90% of first – 
time college 
students with 
a complete 
IGP 

100% of first 
– time 
college 
students 
with a 
complete 
IGP, 
including 
late admits 

Vice President of 
Student Affairs 

Dual credit/High school, 
re-admit & transfer 
students will utilize the 
Student Success Centers 
for advanced planning 
and develop an IGP.  
 
 

Number of IGP’s 
created after 
meeting with 
assigned advisor to 
enroll in college 
courses.   

Verify all 
students in 
categories 
have an IGP 
developed. 

100% of all 
readmit/dual 
credit, 
transfer 
students will 
have an IGP 
in place.  

Student Success 
Coach 

     

Student Learning Outcome 2 - Through faculty in class relationships, students will utilize Starfish early 
alert system to enhance communication for successful class completion. 

Strategies Method of 
Assessment 

Standard Target Responsible Party 

Faculty will utilize the 
Starfish Early Alert 
System for positive 
reinforcement and/or 
intervention flags 

Full-time staff 
member housed in 
the Student success 
Center will keep 
reports of flags, the 
communication and 
the result 

85% of all 
student issue 
flags resolved 

100% of all 
student 
issue flags 
resolved 

Starfish Full-time 
employee, Student 
Success Coach 
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ANCHOR Goal #3 -  Systematically develop students’ Individual Graduation Plan ensuring academic, 
transfer and career success. 
 

Student Learning Outcome 1 – Students will know the requirements to successfully develop academic, 
transfer and career goals. 

Strategies Method of 
Assessment 

Standard Target Responsible Party 

Students will develop 
a structured 
Individual Graduation 
Plan that support 
their academic, 
career and transfer 
goals 

Completion of 
the IGP of all 
students 

100% of all IGP’s 
completed 

100% of all 
IGP’s 
completed 

Advisor, Vice 
President of 
Student Affairs, 
Director of Advisor 

Students will utilize 
FOCUS II for career 
assessment and goal 
setting 

Career reports 
be included in 
the IGP 

All students have a 
career report 
included in the IGP 

100% of IGP 
include a 
career 
assessment 
and goal 
component  

Student Success 
Coach, Advisors 

     

Student Learning Outcome 2 – Students will utilize their IGP to meet their academic, transfer and 
career goals. 

After each semester, 
students will review 
the IGP with the 
advisor for accuracy 
and possible needed 
modifications 

IGP’s 
reviewed and 
marked as on 
target 

100% of students on 
the advisor list as 
advisee 

100% of 
students on 
the advisor list 
as advisee 

Faculty, Student 
Success Coach 
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Expected Advisor Outcomes  

a. The advisors and student success coaches will develop skills, identify and use 

resources to support student goal development. 

b. The Advisors will participate in professional development to develop and improve 

academic, transfer and career advising skills. 

c. The College will provide professional development opportunities to develop and 

improve academic, transfer and career advising skills. 

d. The advisors and student success coaches will identify and use resources to support 

academic, transfer and career advising. 

e. To improve advising communication throughout the College. 

f. The faculty will use the Starfish Early Alert System.  

g. The advisor will assist the student in developing academic, transfer and career goals. 

h. The advisor and student will develop an IGP based on assessment of abilities (test 

results), goals and requirements. 

Advising Syllabus 

 The initial introduction to goal-based advising will come through the advising syllabus.  The 

design of the draft advising syllabus (Appendix K) was based on a review of literature.  This instrument 

will be introduced to faculty during advising workshops in the spring semester of 2017 and provided to 

students during the fall 2017 semester.  The syllabus will clearly establish an agreement between the 

advisor and the advisee as to each other’s role in the process, including the importance of setting goals.   
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 The advising syllabus is the basis for the revised advising process and follows guidelines put out 

in CAS Standards and Guidelines, which state, “Specific advisor responsibilities must be clearly 

delineated, published and disseminated to both advisors and advisees (p. 42).” 

 An advising syllabus should include expectations for the advisor and the advisee.  This allows the 

College to hold both the advisor and advisee responsible to the advising relationship and outcomes.  The 

faculty expressed concerns that students did not know their responsibilities in the advising relationship.  

They also expressed that students did not take enough responsibility.  The surveys showed that faculty 

limited their responsibility to course selection and scheduling, leaving out the important elements of 

goal setting and career exploration.  The advising syllabus will document the student’s responsibility for 

being prepared for each advisor meeting and clarify the responsibilities of the advisor. 

The advising syllabus will be introduced to the students at orientation.  Faculty will begin initial 

awareness to students about Anchor during the fall 2016 semester as a heading on their normal 

syllabus.  Advisors will provide the syllabus to students who register late and miss the in-person group 

orientation.  At the advising session the advisor and advisee explore the student’s academic history, 

transfer and career, along with the expectations for the upcoming semester.  Together the advisor and 

advisee formulate a two to three-year schedule of potential classes for successful completion within a 

specific timeline.  The schedule will be an outline for the student to use during the formal planning in 

GEN 100/102.  Transfer students will work with their specific advisor and then develop their formal plan 

in the Student Success Center with the student success coach.  Transfer students who have not had a 

GEN 100/102 equivalent course will be enrolled during registration.  Resources available on campus to 

support the student will be discussed and a tour given by the advisor or representative. 
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The final syllabus will: 

 Be relevant to the College’s advising philosophy 

 Follow the same guidelines used to develop class syllabi 

 Include SKCTC’s advising mission statement 

 Include student expectations and/or responsibilities 

 Include advisor expectations and/or responsibilities 

 Include student learning outcomes for advising 

 Include a list of campus resources for students 

The advising syllabus will be developed with input from faculty during the spring 2017 semester 

with implementation during orientations after the fall 2017 term.  The effectiveness of the advising 

syllabus will be measured by faculty responses related to the student learning outcome.  Since 

development of goals and the IGP will be part of the advising syllabus, an indirect measure will be 

faculty input as to how many students are completing the development of goals and coming to the 

advising session prepared.   

A new evaluation tool and process will be developed during the spring 2017 semester and 

implemented during the evaluation process of fall 2017. 

Individual Graduation Plan (IGP) 

Student responsibilities in the advising syllabus will include developing goals and completing an 

IGP.  First time students will work with their advisor to develop their first semester schedule and from 

there they will develop the next four to five semester schedules during GEN 100/102.  Transfer students 

who have not previously had GEN 100/102 or equivalent will be enrolled during registration.  If the 
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transfer student has had an introductory college course, then they will develop their formal IGP with the 

student success coach in the Student Success Center after schedule approval from advisor.  Students 

who have chosen a major will take courses to meet general education and program requirements for 

completion or transfer.  Undecided students will develop a schedule based on core general education 

courses and may take a course to explore a possible major.  Students needing developmental course 

work will develop a schedule to begin making up their academic deficiencies along with taking general 

education or program courses.   

Beginning the fall 2017 semester, students will work with their advisor and the GEN 100/102 

course to develop their goals and IGP.  The student will establish two to three year goals for their 

education and also goals for their desired career.  The IGP will be a proposed two to three-year set of 

courses to lead toward the completion of their degree.  Those undecided on a career will be referred to 

the FOCUS II career decision program available free of charge on the College’s web page.  FOCUS II 

evaluates the student’s interests, values, ability and work goals to develop a list of potential career areas 

for the student to explore.  The student will work with their advisor or a counselor using the FOCUS II 

results to come to a decision about a career and major. 

The student, after their first semester, will demonstrate self-reliance by developing a tentative 

registration card prior to registration sessions. The advisor will check for accuracy and that the schedule 

coincides with the IGP before registration can occur.  After the first initial registration, the student 

success coach will be monitoring and submitting reports to the director of advising.   

Advisors will facilitate the learning process.  Prescriptive advising will still be part of the model.  

Students needing developmental courses to bring their skills in English, reading and mathematics up to 

the College level will still be assigned to a developmental advisor.  This advisor will be prescriptive in 

directing the student to the courses they need for remediation while also working with the student on 
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goals and an IGP.  Students on Satisfactory Academic Progress (SAP) warning for financial aid, on 

probation with the College, and on second chance status after being suspended from college will still be 

in a prescriptive advising process.  However, they will also develop goals and an IGP in conjunction with 

their advisor. 

Students will be provided training in using their PeopleSoft student self-service account during 

GEN 100/102.  This provides the student access to their academic records, class search for registration 

and a degree planner function all of which can be used to implement their IGP.  Additional computer 

resources available to the advisor and student include: 

 Advising transcripts 

 Visual Schedule Builder 

 Degree check sheets 

 Prerequisite lists 

All advisors and students using the same planning tools should make advising more consistent 

and allow for students to be served better by counselors in the absence of meeting with their assigned 

advisor.  This should lead to more accurate information being delivered to all advisees.  These goals can 

be related to the CAS standards which include, “Both student and advisors must assume shared 

responsibility in the advising process.  {Academic advising programs} must assist students to make the 

best academic decisions possible by encouraging identification and assessment of alternatives and 

consideration of the consequences of their decisions” (CAS Standards and Guidelines, 008, p. 38). 

 The effectiveness of this advising strategy will be measured by the following student learning 

outcome:  Students will develop IGPs based on assessment of abilities, goals, interests and 

requirements. 
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Students should develop their goals, IGP and a trial schedule during their first semester and 

have it available for advising when enrolling in their second semester of classes.  Students have until 

they reach 30 credit hours to be undecided or undeclared.  While the goal is to have a career and major 

chosen during the first semester of college, some students may require more time to make an informed 

decision.  Advisors will keep assisting the student in choosing courses that meet general education 

requirements and explore potential careers fields until the student makes a career decision.  It is 

important that a career/major decision be made early to assure that students are taking the general 

education and prerequisite courses for either transfer or for entry into selective admissions programs 

offered through the College.  

 In addition to choosing a career and major, students planning to transfer to a senior institution 

to complete their major need to be making a decision on the transfer institution.  Advisors will work 

with the student, counselors, and the transfer advisor to assist students in making that decision.  It is 

critical that this decision be made early in a student’s college career so that prerequisite courses for the 

student’s major can be included in general education and elective courses taken.  The advisor will know 

how to access information on transfer institutions either through 2+2 agreements or the transfer 

institutions web page to determine specific courses that the student needs to take as part of their 

general education or elective courses.  These resources for transfer institutions and program 

requirements will be available in the student success centers.  The student success coach will be 

available for assistance and guidance.   

 Students will meet with their advisor each semester to review the IGP and make sure the 

student is making progress toward their degree and/or meeting requirements for admission to selective 

programs.  After the trial registration card is approved, we recommend that the advisor or student enter 

the student’s schedule to eliminate the student having to come back a second time if a chosen course 

has closed.  Students may also be released by their advisor to register themselves online or go to the 
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College’s registration department for schedule entry.  Some advisors may choose to release students to 

self-register each semester after the IGP is approved. 

 Advisors will be given training on the advising process, student success centers, student success 

coach role, the advising resources, goal setting, IGP development and using technology during the spring 

2017 semester and during in-service in August 2017.  Students will receive training beginning in fall 2017 

as part of GEN 100/102 course requirements. 

 The effectiveness of the IGP will be evaluated in several ways.  We will survey advisors to see 

what percentage of their advisees come to the preregistration session with a draft schedule.  We will 

also survey students about the value of the goal based approach as well as the value and usefulness of 

the approach. A formal evaluation and questions of the IGP will be included in all assessment measures 

implemented for Anchor. 

Student Success Center and Student Success Coach 

Advising is an important part of SKCTC’s commitment to helping students attain educational 

goals. Advising serves an important role in creating an environment that is supportive of student 

learning and career development.  The creation of the student success centers and the availability 

offered by having student success coaches will ensure an environment for success.   

SKCTC student success centers will offer resources and assistance to students and advisors in the 

development of IGPs that are supportive and compatible with educational, transfer and career goals. 

The center will promote and facilitate individual advisement for advisor to advisee, along with career 

exploration that aims to meet the unique goals of each student. The student success centers will be a 

central location to help educate and empower students to take responsibility in making informed 

decisions that help clarify academic, career and transfer goals. 
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The student success coaches will be located in the student success centers for availability and 

convenience.  The student success coach will assist students in planning course schedules and ensuring 

that general education and major course requirements are met. The will be responsible for the 

development of the IGPs of all transfer students who have not had the introductory college course.  The 

advisor will be the one to approve courses and scheduling for the two to three- year schedule of 

courses. To this end, students will be assessed by the student success coach on their particular campus 

for accuracy of their IGP as it relates to the College curriculum.  This will help ensure that reliable 

information is available for courses and degree programs. 

Advisors and student success coaches will provide information regarding degree programs, 

courses, resources, College policies/procedures and career information, with the student success 

centers being a seamless resource for the student. Although advisors may assist students with decisions 

throughout their academic career, students are responsible for making decisions regarding educational, 

career and transfer goals. Students are ultimately responsible for satisfying all graduation requirements, 

so it is vital they take an active role but also have as many resources available in their academic 

planning.  

Advisor Training and Development 

 As stated above in the IGP process, advisors will begin training during the spring 2017 semester 

and during in-service in August 2017.  Students will then begin IGP goal and plan development beginning 

in fall 2017 as part of GEN 100/102 course requirement and an overview during orientation.   Advisor 

training and development will begin with Advising 101 (Appendix A) and this will serve as the foundation 

of the advising program.  The learning outcomes will be the basis for the training as will NACADA and 

CAS guidelines for advising.  The training will refresh the skills of experienced advisors, keep technology 

training up-to-date and inform all advisors of changes to programs and processes.  The training and 
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support of senior administration will make the culture change needed for advising and, ultimately, 

student success. The shared responsibility of the advisors and students must be supported by the 

training offered by the College.  Attention will be given to both the training in technical skills and the 

soft skills in relating to the student 

Based on CAS guidelines and a review of the literature, the advisor training and development 

programs will include advising mission and philosophy, student development theory, roles of advisor 

and advisee, informational components, student development of the goals and graduation plan, 

academic policies and procedures, resources and referral processes, communication skills and 

motivational strategies. 

The director of advising, along with counselors, will facilitate the advisor training during the 

initial implementation.  Workshops will be provided by a counselor, director of advising and the vice 

president of institutional effectiveness and outside speakers.  Activities will include needs assessment, 

planning, delivery and evaluation of activities and development outcomes. 

We see three types of training and development: 

1) Overall visions of advising will be provided campus wide to establish the culture of advising.  

This will emphasize the role of each member of the College community in the importance of 

day-to-day interactions with students and potential students. 

2) Professional development workshops offered to new advisors and all faculty on the basics of 

advising, supporting students, communication and motivation. 

3) Workshops on goal setting, IGPs, using technology, updates to processes and procedures, 

and updates to transfer information. 
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Resources used in the development and training of advisors will include: 

 Outside speakers 

 NACADA Scenes for Learning and Reflection, DVD Volumes 1 & 2 

 NACADA print resources 

 Council for the Advancement of Standards in Higher Education (CAS) guidelines 

 Southeast faculty and staff master advisors 

 Online Advisor Training Modules 

Advisor training and development will involve three strategies: 

1) Advisor training. 

2) Expert advisor training (Attended NACADA). 

3) Master advisor development (Attended NACADA and led advising training). 

Advisor training will be required of all first-time advisors beginning in spring 2017.  It will cover 

definitions, role description, advising goals, expectation of advisors, student responsibilities, use of 

technology, processes and procedures, goal setting and developing the IGP.  Conference registration and 

attendance for the NACADA fall conference will be expected to move to expert advisor. 

Expert advisor training will begin in spring 2017.  It will include: developing a positive relationship with 

advisees, student development theory, campus resources and referral, PeopleSoft skills for advising, 

Starfish, Visual Schedule Builder, Planner, legal and ethical issues.  Conference registration and 

attendance to one NACADA fall conference is required for expert advisor.  
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Master advisor development will be implemented for the spring of 2017.  It will include 

emphasis on advising as a teaching and mentoring strategy, refining the advising interview and 

intervention strategies, transfer advising, encouraging student problem-solving skills, alternate delivery 

strategies, and student advocacy and ethical issues.  Conference registration and attendance to one 

NACADA fall conference is required for master advisor. 

Decisions will be made as to how master advisors will be recognized including looking into some 

form of certification; how completion of the expert and master advisor training will play into evaluation 

and promotion/tenure processes will be determined.  

Timeline 

 Having successfully identified the specific action plans SKCTC will initiate to enhance the advising 

process and improve student learning, the College must ensure that a reasonable timeline for the 

implementation of the action items is in place.   

 In year one (2017-2018), beginning in the spring of 2017, the most critical action items include 

developing an advising syllabus, enhancing the advisor handbook and web resources, reassigning staff to 

student success coaches, along with designating or reassigning a staff member to be the director of 

advising and launching our new advisor training sessions.   

The College will continue advisor training sessions in year two (2018-2019) with an additional 

training session led by a faculty member who attended the NACADA conference the first year. In 

addition, different faculty representatives will continue participating in the NACADA conference or 

institute and continue as each year progresses.  An assessment instrument for student evaluation of 

advisors will be developed and implemented, with the information from the results included in faculty 

evaluations and also during in-service for further improvement and best practices. 
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In year three (2019-2020), SKCTC faculty and staff members who have attended the NACADA 

conference and the College required advising training sessions will facilitate training sessions for all new 

advisors. In addition, we will introduce advising and academic components into the freshman 

orientation program and GEN 100/102 (the required course for all first-year students), implement a IGP 

for advising “undecided” students and after develop a recurring budget for the student success centers.  

As Anchor progresses and each action is performed, an overall assessment and any revisions based on 

the assessment results will be ongoing and built upon each year.  

In year four (2020-2021) of Anchor, the framework for all advising processes and procedures at 

SKCTC should be well in place.  With four years of growth, assessment and learning curves, the student 

success centers and the new advising procedures should be an integral part of the College culture.  In 

addition to ongoing assessment, review, and revision of each and every action item, we will continue to 

adapt to the changes to best suit and benefit the student and the learning process.   

Year five (2021-2022) of Anchor will focus primarily on program assessment with all necessary 

changes being fully made and implemented.  New action items may be needed and additional services 

may need to be incorporated to fit any changes within the KCTCS system and/or the College.  A new 

updated five-year plan will be adapted for continued growth. The three basic initiatives – Advising 

Processes, Advising Training, and student success centers and coaches should be fully in place and a part 

of the culture of the College. 
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Budget Development 

A financial committee consisting of the President/CEO, the vice president of student affairs, and 

the vice president of finances first met in May of 2015. Using the outline draft of Anchor, the committee 

created a draft list of the personnel, IT, resources, facilities, and salary needs in order to implement 

Anchor. 

This list was presented to the QEP team in fall 2015. The purpose of the list was to make sure 

that there was a clear understanding of budget must-haves, wants, and constraints. The QEP team 

reviewed the draft list and provided input and additions. The following semester, the financial 

committee met again to include additions that had come forth during the planning and exact costs 

associated with each item in preparation for preparing the financial section of Anchor.  Working closely 

with the vice president of finances, the final budget plan was taken to the SKCTC President and Cabinet 

for approval in July 2016.  The budget plan was reviewed and approved by the QEP committee, the 

President and Cabinet. The final proposed budget plan will be submitted through the College’s budget 

process in April 2017 and be fully funded in the College’s 2017-2018 budget. The Anchor budget 

spreadsheet is provided below. 

The Anchor budget includes costs for personnel, office equipment and supplies, professional 

development, new and proposed technology, marketing efforts and other resource costs.  In addition to 

allocating new funding, SKCTC has identified funding across the College and several departments that 

can be re-assigned toward Anchor. These opportunities are noted within the budget plan and identified 

as “College reallocation.” The rationale behind this approach is to build a budget plan that is sustainable 

over time and clearly demonstrates the College’s commitment to Anchor in terms of re-allocating 

funding. Additionally, it makes it clear to all faculty, staff and students that Anchor is a college-wide 
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initiative that will take the College working together in every department and must be of high priority 

for everyone.  

Budget Oversight 

The director of advising, the vice president of student affairs, vice president of academic affairs, 

along with the advising committee, will work closely with the vice president of finances to ensure 

adequate resources are maintained and are provided in support of Anchor throughout the five-year 

planning stage.  The College fully supports an ongoing, integrated budget process that requires the 

current five-year budget plan to be adjusted and updated in January of each spring in anticipation of 

funding in the College’s established budget cycle. 
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SKCTC – Anchor Budget  

Budget Categories Year 1 Year 2 Year 3 Year 4 Year 5  Notes 

Personnel   

Student Success Coach 
(Director of Advising) 
Cumberland campus 

57,710 58,287 58,870 59,459 60,053  Reassignment 

Student Success Coach 
Harlan campus 

34,000 34,340 34,683 35,030 35,381   Reassignment 

Student Success Coach 
Whitesburg campus 

37,000 37,370 37,744 38,121 38,502   Reassignment 

Student Success Coach 
Middlesboro campus 

28,000 28,000 28,000 28,000 28,000   KHEAA Grant Funded – New position 

Student Success Coach 
Middlesboro campus 

42,400 42,824 43,252 43,685 44,122   Reassignment 

Director of Advising 
(Student Success 
Coach) 
Cumberland Campus 

     
Provide oversight to Student Success Coaches and all 
operations  

Administrative Support 
( Part-time) 

27,156 27,428 27,702 27,980 28,260 Shared Support through Division Offices 

Faculty Overload 
Assignment/QEP  

3,000 3,000 3,000 3,000 3,000 
Academic Faculty Budget - Existing Faculty Positions 
advising outside of normal hours, as in summer 
semester 

Vice President of 
Student & Academic 
Affairs Oversight 

0 0 0 0 0  

Counselor Oversight 0 0 0 0 0  

Personnel Subtotal 201,266 203,249 205,251 207,275 209,318   
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Budget Categories Year 1 Year 2 Year 3 Year 4 Year 5  Total Reallocation Notes 

Travel     

Faculty & staff to 
NACADA conference, 
etc. (including 
local/regional travel) 

8,000 8,000 8,000 8,000 8,000 40,000  
Funded through the College's 
Professional Development Budget 

Equipment: 4 for each campus     

Desktop + printer 6,862.50 6,000 6,000 6,000 6,000 32,862.50  
Provided from Perkins, KHEAA Grant 
and/or existing resources 

Desk, Chair, phone 4,000 0 0 0 0 0 4,000 Provided from existing resources 

Supplies     

Office/Informational 
resources & printing 

2,500.00 2,500.00 2,500.00 2,500.00 2,500.00 12,500.00 
$3,000Cafeteria 
Plan resources 

from KCTCS 

Office supplies, transfer brochures, 
IGP resources, USB drives 

Contractual     

Copier 0 0 0 0 0 0 0 College support and funding 

Software 964.00 964.00 964.00 964.00 964.00 4,820 0 KHEAA Grant  
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Budget Categories Year 1 Year 2 Year 3 Year 4 Year 5  Total Reallocation Notes 

Other     

QEP Evaluator  0 0 0 0 0 0 1,500.00 College Funds 

Guest Speaker for 
In-Service 

1,000 1,000 1,000 1,000 1,000 5,000  
Funded from the 
Professional 
Development Budget  

FOCUS & NACADA 
Membership 

1,050 1,050 1,050 1,050 1,050 5,250  
Student Affairs 
Budget 

Faculty 
Stipends/Master 
Advisor Awards 

500 500 500 500 500 2,500  

$1,000 Awards 
funded through 
Professional 
Development 

Staff time to 
complete People 
Soft activities 

0 0 0 0 0 0  Reassignment 

PeopleSoft System 0 0 0 0 0 0  
System already in 
place 

Marketing 5,000 5,000 5,000 5,000 5,000 25,000  

Marketing/College 
budget - Flyers, 
banners, QEP 
brochures, Social 
Media, Signage 

SENSE and CCSSE 
Fees 

4,000 4,000 4,000 4,000 4,000 20,000  
CCSSE is provided by 
KCTCS.   

Server and IT 
Support 

0 0 0 0 0 0  Reassignment 

Total Operating          

GRAND TOTAL 11,550 11,550 11,550 11,550 11,550 37,750 1,500   
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Assessment 

 Evaluating the success of Anchor and the specific means and measurements by which we will 

assess the impact on the quality of student learning at SKCTC is critical for success and continuous 

improvement.  With the assistance of our vice president of institutional effectiveness we reviewed 

several assessment strategies, including a variety of quantitative and qualitative and internal and 

external instruments that will ensure we have the best data for improvement.  Success of Anchor and 

what effect it has had on SKCTC’s advising culture will be data driven.   

As a first step, we will continue to work closely with the vice president for institutional 

effectiveness in order to gather as much baseline data as is currently available and that pertains to 

student perceptions of advising at SKCTC. The College has used the SENSE and CCSSE on several 

occasions and has baseline data from those administrations.  Evaluations of advising are included in the 

College’s evaluation process and data from those and exit interviews are available for baseline 

comparisons.  Rubrics will be developed to use in evaluating the student learning outcomes and 

adjustments will be made to the evaluation process as research suggests.   

Evaluating previous data was extremely helpful in determining the focus of our QEP, which 

assisted both in establishing a point of reference from which we began setting goals that can be easily 

measured. The data will most likely be tied to results from the student learning outcomes data and 

student opinion surveys. As indicated already, the counselors, director of advising, advising and faculty 

committees, along with the vice president of student affairs and vice president of academic affairs, will 

be charged with developing surveys designed to measure student and faculty advisor perceptions of and 

satisfaction with the various components of SKCTC’s advising program.  

The office of institutional effectiveness, along with the director of advising, will be responsible 

for establishing an assessment schedule for collecting and interpreting the data as well as making 
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specific recommendations based on the results.  All surveys will be given at the end of each semester 

and will be administered by the vice president of institutional effectiveness and housed in the offices of 

academic affairs, office of the vice president of student affairs. The internal surveys will be modified on 

an annual basis to reflect any changes made to the advising process, with the goal of continued 

improvement of the overall effectiveness of our advising program. 

The appointing of the faculty and advising committees are necessary for developing the surveys 

with possible in-class student input.  Involving the faculty as a specific committee, along with a 

designated advising committee, allows for greater faculty, staff, and student involvement which will help 

create the culture of advising at SKCTC. Essential to the implementation process is the recognition that 

Anchor is a living, ever-changing document wherein a commitment to continuous improvement is a 

must, with the best interests of our students and student learning always in mind. 

SKCTC will utilize PeopleSoft and the new degree audit program, Planner. Planner has the ability 

to generate a variety of reports that will prove helpful and instructive in assessing various components 

of our advising program. Based on the results of the internal and external assessment instruments, 

along with the various academic requirements, the College can modify existing goals and standards for 

improvement and the overall effectiveness of academic, transfer and career advising.  

Continued use of the SENSE and CCSSE, internally generated student and faculty surveys, and 

inventories currently used by Career Services such as FOCUS, will be used to evaluate the Anchor 

services and advisors.  There will be three internal surveys for data collection and assessment also.  They 

are titled end of term evaluation (Appendix D), graduation of evaluation (Appendix E) and a survey 

during registration titled registration evaluation (Appendix F). The counselors, director of advising, 

advising and faculty committees, along with the vice president of student affairs and vice president of 
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academic affairs will develop a more comprehensive advising program survey after all first year data is 

received concerning Anchor.   

The two tables illustrated below – Anchor Assessment and Advisor Training Program Outcome – 

provide a more detailed look for other critical components of Anchor. 
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 Anchor Assessment      
Initiative Specific Indicators Assessment 

Instruments 
Responsible 

Parties 
Data for 

Modification 

Advising Processes  Evaluate advising & registration 

 Refine advising & registration  

 Evaluate advising syllabus  

 Assess advisors within 
PeopleSoft 

 Appoint committee to develop 
instrument for student 
evaluation of advisors 

 Evaluate faculty and staff 
advisors 
 

The SENSE, Internal 
Instruments and 
CCSSE will be used 
each year during 
the project with the 
advising 
component 
included in the 
evaluation 

VP of 
Institutional 
Effectiveness, 
VP of Student 
Affairs, 
Director of 
Advising, VP 
of Academic 
Affairs 

SENSE, CCSSE 
and Internal 
survey results at 
the end of the 
Spring semester 

Advisor Training  Evaluate the advising manual 
and web resources 

 Establish faculty committee on 
advising for assessment 

 Launch mandatory advisor 
training 

 Begin initial advising model 
assessment and evaluation 

 

The SENSE, Internal 
Instruments and 
CCSSE will be used 
each year during 
the project with the 
advising 
component 
included in the 
evaluation 

Advising 
Committee, 
VP of 
Institutional 
Effectiveness, 
Director of 
Advising, VP 
of Academic 
Affairs 

SENSE, CCSSE 
and Internal 
survey results at 
the end of the 
Spring 
semester. 
 
 

Advising Center & 
Staff 

 Evaluate Student Success 
Centers on each campus 

 Evaluate Student Success 
coaches 

 Evaluate Director of Advising 

 Assess and evaluate quality of 
computers, resources and 
software for Student Success 
Centers 
 

The SENSE, Internal 
Instruments and 
CCSSE will be used 
each year during 
the project with the 
advising 
component 
included in the 
evaluation 

VP of 
Institutional 
Effectiveness, 
VP of Student 
Affairs, 
Director of 
Advising, VP 
of Academic 
Affairs 

SENSE, CCSSE 
and Internal 
survey results at 
the end of the 
Spring semester 

Individual 
Graduation Plan 

 Evaluate and assess the IGP plan 
and process 

 Evaluate usefulness of the 2-3 
year academic schedules 

 
 
 
 
 
 
 

The SENSE, Internal 
Instruments and 
CCSSE will be used 
each year during 
the project with the 
advising 
component 
included in the 
evaluation 

VP of 
Institutional 
Effectiveness, 
VP of Student 
Affairs, 
Director of 
Advising,  

SENSE, CCSSE 
and Internal 
survey results at 
the end of the 
Spring semester 
 
Logs and 
attendance of 
IGP planning 
sessions and 
plans   
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Anchor Assessment – Advisor Training Program Outcome   
Advisor Training 

Program Outcome 
Specific Indicators Assessment 

Instruments 
Responsible 

Parties 
Data for 

Modification 

Advisors will 
participate in 
ongoing advisor 
training through 
SKCTC’s advisor 
training program 

 Theories of student 
development, student learning, 
career development, and other 
relevant theories 

 Advisors will participate in 
faculty development and 
training opportunities 

 Advisors will learn about 
institutional advising policies, 
practices, and procedures  

 Advisors will become acquainted 
with current research on 
advising and will acquire 
resources for updating their 
knowledge by attending 
conferences 

 Advisors will understand culture 
and gender differences that may 
affect communication with 
advisees 

 Advisors will understand ethical 
and legal aspects of advising 

 Advisors will acquire current 
information about curriculum 
requirements, including general 
education core, major 
requirements, and course 
sequencing 

 Advisors will receive training in 
the use of technologies needed 
for advising 

 Advisors will learn about 
academic resources and student 
services available to students 

 Advisors will become familiar 
with the Student Success 
Centers and resources available 

 Advisors will acquire information 
about student opportunities for 
academic, career, and personal 
development 

 Academic policies and 
procedures, including 
institutional transfer policies and 
curricular changes 

 Legal issues (FERPA) 

 Technology and software 
training (degree audit, self-
registration) 

 Institutional resources (career 
services, counselling, tutorial 
services) 

 ADA compliance issues 
 

The SENSE, Internal 
Instruments and 
CCSSE will be used 
each year during 
the project with the 
advising 
component 
included in the 
evaluation 
 
 
Faculty survey to 
evaluate advising 
completion of the 
IGP process 

Director of 
Advising, VP 
of Academic 
Affairs, VP of 
Institutional 
Effectiveness 

SENSE, CCSSE 
and Internal 
survey results at 
the end of the 
Spring semester 
 
Training logs 
and attendance 
sign in sheets.   
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PURPOSE OF MARKETING 

 The purpose of the SKCTC Marketing and Communications Plan is to support the College 

mission by enhancing public awareness and participation in the colleges programs, services and 

activities.  The plan seeks to increase the overall visibility of the college and reinforce its brand 

and reputation within the community. 

 The Office of Marketing and Communications at the College is dedicated to developing 

an integrated, customer-focused marketing plan that supports both the 2016-2022 KCTCS 

Strategic Plan, KCTCS Transformation and SKCTC’s SEM plan.  The plan is to increase visibility of 

the College through coordinated efforts and consistent messaging, thereby enhancing the 

College’s reputation and increasing enrollment each year.  These efforts also focus on 

communicating within the College community and forging relationships with donors, alumni 

and business partners. 

Goals for SKCTC Marketing Include: 

 

1. Provide marketing leadership, service and support to each of SKCTC’s 

five campuses. 

2. Advocate and champion SKCTC at the local and state level. 

3. Improve and support the entire student experience from recruitment to 

graduation day by embracing and supporting a strategic enrollment 

management approach. 
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4. Enhance digital communication services to engage current and 

prospective students to start and complete their education. 
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Goal 3 - Create an integrated Branding, Marketing and Communications Plan  

MARKETING  

Create an integrated Branding, Marketing and Communications Plan 

                                                                       Strategies 

 

1. Establish a Marketing Plan to be incorporated into the SEM plan (Appendix A). 

 

2. Establish a master calendar incorporating branding, marketing and recruiting efforts by 

month, target audience and budget. 

 

2. Establish specific duties and descriptions for Marketing and Branding. 

 

3. Identify best practices in print, electronic, web, tele-counseling, chat, social media 

outlined and defined for primary, secondary and territory specific markets. 

 

4. Include STARFISH, KNECT, 24/7 Call center & RADIUS efforts on monthly calendar. 

 

5. Ensure marketing materials are up to date for the College Recruiter. 

 

6. Place emphasis on student success stories. 

 

7. Increase web presence for SKCTC. 

 

8. Support Workforce Solutions’ efforts in building relationships with business and 

industry. 

 

9. Assist with promotion of programs. 

 

10. Target marketing and communications for adult and non-traditional prospective   

students. 
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Master Recruiting, Diversity & Inclusion and Marketing Calendar 

 JULY 
 

AUG SEPT OCT NOV DEC JAN FEB MAR APR MAY JUNE 
 
 

ACADEMIC PROGRAMS             

Program Videos             

Program Brochure Updates             

ADVANCEMENT/COMMUNITY 
RELATIONS  

            

BuildSmart Campaign             

SKCTC Golf Classic  Aug 
20 

          

SKCTC Glow Run   Sept 
30 

         

SKCTC Ugly Sweater Run      Dec 
2 

      

Empty Stocking Fund Auction             

Kentucky Coal Museum Promotion             

Southeast TV Programming             

COLLEGE CAFETERIA PLAN              

HomeTeam Marketing             

Purl Direct Mail             

Digital Campaign              

Direct Mail              

COLLEGE INITIATIVES             

Quality Enhancement Plan (QEP)- 
ANCHOR 

  visit          

Strategic Enrollment Management 
(SEM) 

            

CRISIS COMMUNICATION             

Update SKCTC Crisis Binder             

Mock Disaster             

DIVERSITY & INCLUSION ACTIVITIES             

Training & Cookout  Aug 5           

Ice Cream Social-Whitesburg  Aug 
23-
24 

          

SSS Meet N’ Greet- Cumberland   Sept 
14 

         

Patriot Day Service   Sept 
9 

         

Fall Fling-Whitesburg    Oct 
6 

        

College Health Fair- Whitesburg    Oct 
11 

        

International Entertainment & Food 
Festival-Cumberland 

   Oct 
14 
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JULY AUG SEPT OCT NOV DEC JAN FEB MAR APR MAY JUNE 
 

DIVERSITY & INCLUSION 
(CONTINUED) 

            

Wear Pink Day    Oct 
25 

        

Veteran’s Day-Wear Red, 
White, Blue 

    Nov 
10 

       

Community Diversity 
Breakfast- BSI 

      Jan  
14 

     

Wear Red Day        Feb 
3 

    

Black History Month-
Cumberland 

       Feb 
9 

    

Black History Month-
Harlan 

       Feb 
14 

    

Black History Month-
Whitesburg 

       Feb 
21 

    

Black History Month-
Middlesboro 

       Feb 
28 

    

Wellness Lunch-
Cumberland 

         Apr 
20 

  

Super Sunday along with  
follow-up Saturday Event 

          May 
20 

 

ENROLLMENT              

Fall Registration  Aug  
8-12 

          

Fall Bi-Term  
(12 Week & 8 Week) 

  Sept  
12 

Oct 
10 

        

Spring Pre-Registration             

Spring Registration       Jan 
2-7 

     

Spring Bi-Term 
(8 Week) 

        Mar 
13 

   

April Advantage             

Summer Registration             

Pre-Admission 
Conferences 

            

New Student Orientation             

FACULTY & STAFF              

Faculty & Staff In-Service  Aug 
3-4 

          

Integrated Marketing 
Committee 

            

Faculty Spotlight Video             
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 JULY 
 
 

AUG SEPT OCT NOV DEC JAN FEB MAR APR MAY JUNE 
 

INTERNAL 
COMMUNICATIONS  

            

Welcome Back  Aug 
15 

          

Branding Guidelines 
Refresher 

            

Training & Learning Center             

Emergency Preparedness             

             

RECRUITMENT              

Guidance Counselor Blitz             

Photoshoots    Oct 
5-6 

        

Southeast College Fair- 
Cumberland 

   Oct 
19 

        

Senior Preview Day/Fall 
Fling Middlesboro 

   Oct 
25 

        

College Preview Day- 
Pineville  

    Dec 
1 

       

Junior Preview Day/ Spring 
Fling- Middlesboro 

         Apr 
25 

  

District Tournament             

Student Testimonials             

             

SPECIAL EVENTS             

Swappin’ Meetin’   Sept 
30 

Oct 
1 

        

AHEC Health Career Expo             

Super Bowl              

Media Appreciation 
Luncheon 

            

             

STATEWIDE CAMPAIGNS             

Marketing & 
Communication 
Workshop 

            

I Love Southeast 
Campaign 

        Feb 
1-28 

   

Ask Me About MY College 
Campaign 

            

Employee Appreciation              
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Enrollment Blitz/ Express 
Enrollment  

            

Spring Enrollment             

College Colors Day   Sept 
2 

         

Constitution Day   Sept 
17 

         

Advocacy             

Graduation             

Community College Month             

Transfer Madness             

             

STUDENT LIFE             

Mascot Rollout             

Student Club Day             

Miss Southeast             

Graduation             

             

WEBSITE              

Content Review/Audit             

Content Update             
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SKCTC Recruitment, 

Retention and 

Marketing Action Plans 
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Recruitment 
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Strategic Enrollment Management Plan 

Goal and Strategy Implementation and Accountability Map 

Goal # 1: 1% Enrollment Growth - Recruitment 

Strategy # 1: Use all available market and institutional research resources to identify prospective 

students. 

Lead Person: Rebecca Parrott 

Action Steps 
 

Step # Action Step Description Time line for 

implementation 

Person responsible 

for outcomes 

1 Compile, contact, communicate, 

document and do follow up of all 

area ACT participants list. 

January 2017 Kim Maynard 

2 Compile, contact, communicate, 

document and do follow up of all HS 

graduation list. 

January 2017 Kim Maynard 

3 Compile, contact, communicate, 

document and do follow up of all 

previous students who did not 

complete a degree. 

October 2016 Kim Maynard 

Felicia Carroll 

4 Compile, contact, communicate, 

document and do follow up of all 

students who have applied and not 

registered. 

October 2016 Felicia Carroll 

5 Compile, contact, communicate, 

document and do follow up of all 

students who have applied and not 

completed FAFSA.  

Monthly - January 

2017 – July 31st       

Barbara Gent 
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6 Compile, contact, communicate, 

document and do follow up of all 

students who have completed a 

FAFSA but did not enroll. 

Monthly - January 

2017 – July 31st       

Barbara Gent 

7 Compile, contact, communicate, 

document and do follow up of all 

students on the prospect list in 

Radius. 

September 2016 and 

ongoing monthly 

Kim Maynard 

8    

9    

10    

 

Measurement 
 

Metric Frequency of 

Measurement 

Reported to 

Whom 

Expected 

Outcome 

Data used for 

measurement 

Location of 

data/system 

      

      

 

Note below any resources required beyond what is already available through current or reconfigured 

resources: 
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Strategic Enrollment Management Plan 

Goal and Strategy Implementation and Accountability Map 

Goal # 1: 1% Enrollment Growth - Recruiting 

Strategy # 2: Have faculty members attend area High School recruiting events. 

Lead Person: Rebecca Parrott  

Action Steps 
 

Step # Action Step Description Time line for 

implementation 

Person responsible 

for outcomes 

1 Have faculty members to attend 

High School recruiting events such 

as Career Affairs, Program 

promotion activities, etc.  

October 2016 – April 

2017 

Kim Maynard 

2    

3    

 

Measurement 
 

Metric Frequency of 

Measurement 

Reported to 

Whom 

Expected 

Outcome 

Data used for 

measurement 

Location of 

data/system 

Faculty 

participation 

Every event Kim 

Maynard 

5 program 

participation 

Attendance  
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Strategic Enrollment Management Plan 

Goal and Strategy Implementation and Accountability Map 

Goal # 1: 1% Enrollment Growth - Recruiting 

Strategy # 3: Identify how many high school students have applied for SKCTC for the fall. 

Lead Person: Rebecca Parrott 

Action Steps 
 

Step # Action Step Description Time line for 

implementation 

Person responsible 

for outcomes 

1 Analyze reports from Admissions 

Dept., RADIUS and PeopleSoft to 

compile list of potential high school 

students that have completed 

admissions application.  

September 2016 – 

July 2017 

Felicia Carroll 

2    

3    

 

Measurement 
 

Metric Frequency of 

Measurement 

Reported to 

Whom 

Expected 

Outcome 

Data used for 

measurement 

Location of 

data/system 

      

      

Note below any resources required beyond what is already available through current or reconfigured 

resources: 
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Strategic Enrollment Management Plan 

Goal and Strategy Implementation and Accountability Map 

Goal # 1: 1% Enrollment Growth - Recruiting 

Strategy # 4: Identify the persistence/completion of unsuccessful previous students & place them in 

Second Chance pool for recruitment. 

Lead Person:  Rebecca Parrott 

Action Steps 
 

Step # Action Step Description Time line for 

implementation 

Person responsible 

for outcomes 

1 Contact previous students who were 

unsuccessful and if interested in 

enrollment, do an Individual 

Graduation Plan to see if they could 

complete successfully.  

October and again in 

February 

Anita Barnhill 

Rechelle Sampson 

2    

3    

 

Measurement 
 

Metric Frequency of 

Measurement 

Reported to 

Whom 

Expected 

Outcome 

Data used for 

measurement 

Location of 

data/system 

      

      

Note below any resources required beyond what is already available through current or reconfigured 

resources: 
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Strategic Enrollment Management Plan 

Goal and Strategy Implementation and Accountability Map 

Goal # 1: 1% Enrollment Growth - Recruiting 

Strategy # 5: Identify where we would find non-traditional students. 

Lead Person: Rebecca Parrott 

Action Steps 
 

Step # Action Step Description Time line for 

implementation 

Person responsible 

for outcomes 

1 Utilize recruitment efforts in local 

malls, section 8 housing authorities, 

CCM, Goodwill, Lighthouse Mission 

area unemployment and welfare 

offices.   

October & November 

January & March 

Kim Maynard 

2 Set up recruitment and admissions 

tables in local area businesses. 

October, November, 

February, March 

Kim Maynard & all 5 

campus admissions 

staff 

3    

 

Measurement 
Metric Frequency of 

Measurement 

Reported to 

Whom 

Expected 

Outcome 

Data used for 

measurement 

Location of 

data/system 

      

      

 

Note below any resources required beyond what is already available through current or reconfigured 

resources: 
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Strategic Enrollment Management Plan 

Goal and Strategy Implementation and Accountability Map 

Goal # 1: 1% Enrollment Growth - Recruiting 

Strategy # 7: Refine the scholarship process and timelines. 

Lead Person: Rebecca Parrott 

Action Steps 
 

Step # Action Step Description Time line for 

implementation 

Person responsible for 

outcomes 

1 Convene scholarship committee by 

April 1st, 2017.  

March 2017 Rebecca Parrott 

2 Have all recipients chosen by April 

15th 

April 15, 2017 Patty Skolowski 

3 Send letters out by April 30th, 2017 to 

recipients. Post scholarships by July 

1st, 2017 

April 30th, 2017 Leslie Carmack 

 

Measurement 
 

Metric Frequency of 

Measurement 

Reported to 

Whom 

Expected 

Outcome 

Data used for 

measurement 

Location of 

data/system 

      

      

 

Note below any resources required beyond what is already available through current or reconfigured 

resources: 
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Strategic Enrollment Management Plan 

Goal and Strategy Implementation and Accountability Map 

Goal # 1: 1% Enrollment Growth - Recruiting 

Strategy # 8: Identify higher education institutions in our service area and identify best practices. 

Lead Person (responsible for coordination and execution of the tactical work plan):  

Action Steps 
 

Step # Action Step Description Time line for 

implementation 

Person responsible for 

outcomes 

1 Lincoln Memorial University, Eastern 

Kentucky University and Union 

College and identify best practices 

and recruiting strategies. 

November and 

December 2016 

Kim Maynard 

2    

3    

 

Measurement 
 

Metric Frequency of 

Measurement 

Reported to 

Whom 

Expected 

Outcome 

Data used for 

measurement 

Location of 

data/system 

      

      

 

Note below any resources required beyond what is already available through current or reconfigured 

resources: 
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Strategic Enrollment Management Plan 

Goal and Strategy Implementation and Accountability Map 

Goal # 1: 1% Enrollment Growth - Recruiting 

Strategy # 10: Identify campus activities to include high schools’ students engaging with current college 

students.  

Lead Person:  Rebecca Parrott 

Action Steps 
 

Step # Action Step Description Time line for 

implementation 

Person responsible for 

outcomes 

1 Annual spring/fall flings-let high 

schools students come on campus 

and get a “feel” for college life 

August 2016 

January 2017 

Student Activities 

coordinator at each 

campus 

2    

3    

 

Measurement 
 

Metric Frequency of 

Measurement 

Reported to 

Whom 

Expected 

Outcome 

Data used for 

measurement 

Location of 

data/system 

      

      

Note below any resources required beyond what is already available through current or reconfigured 

resources: 
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Strategic Enrollment Management Plan 

Goal and Strategy Implementation and Accountability Map 

Goal # 1: 1% Enrollment Growth - Recruiting 

Strategy #8: Workforce non-credit list entered into prospects in PeopleSoft, application and enrollment. 

Lead Person:  

Action Steps 
 

Step # Action Step Description Time line for 

implementation 

Person responsible for 

outcomes 

1 Enter all workforce list into prospect 

Admissions 

August and ongoing Felicia Carroll 

2 Follow up with list to encourage 

enrollment of college credit classes 

August and ongoing Sherri Clark 

3    

 

Measurement 
 

Metric Frequency of 

Measurement 

Reported to 

Whom 

Expected 

Outcome 

Data used for 

measurement 

Location of 

data/system 

      

      

 

Note below any resources required beyond what is already available through current or reconfigured 

resources: 
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Retention 
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Strategic Enrollment Management Plan 

Goal and Strategy Implementation and Accountability Map 

Goal 2 – Retention 

Increase undergraduate/graduate retention and graduation rates – Restructure the Advising Process.  

Strategy – Advising Processes 

Lead Person: Rebecca Parrott 

Action Steps 
Step # Action Step Description Time line for 

implementation 

Person responsible for 

outcomes 

1 Evaluate advising & registration  Rick Mason  

2 Refine advising & registration   Rebecca Parrott 

3 Evaluate advising syllabus  Rick Mason 

4 Assess advisors within PeopleSoft  Rebecca Parrott 

5 Appoint committee to develop 

instrument for student, evaluation of 

advisors 

 Rick Mason 

6 Evaluate faculty and staff advisors   Rick Mason 

7 Develop advising syllabus for 

upcoming fall semster 

 Lige Buell 

8 Reassign advisors within Peoplesoft  Rebecca Parrott 

9 Appoint committee to develop 

procedures on advising undecided 

students  

 Lige Buell 

10 Develop and incorporate advising 

process in GEN 100/102 

 Lige Buell 

11 Assign full-time staff to monitor daily 

Starfish Early Alert System 

 Rebecca Parrott 
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Measurement 
Metric Frequency of 

Measurement 

Reported to 

Whom 

Expected 

Outcome 

Data used for 

measurement 

Location of 

data/system 

      

      

 

Note below any resources required beyond what is already available through current or reconfigured 

resources: 
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Strategic Enrollment Management Plan 

Goal and Strategy Implementation and Accountability Map 

Goal 2 – Retention 

Increase undergraduate/graduate retention and graduation rates – Restructure the Advising Process.  

Strategy – Individual Graduation Plan  

Lead Person: Rebecca Parrott 

Action Steps 
Step # Action Step Description Time line for 

implementation 

Person responsible for 

outcomes 

1 Evaluate, Assess IGP December 2017 Rick Mason 

2 Order USB drives for Orientation  August 2016 Rebecca Parrott 

3 Develop and include 2-3 year 

academic schedules  

January 2017 Lige Buell 

4 Revise orientation to include IGP 

preparation  

January 2017 Rebecca Parrott 

5 Develop IGP in GEN 100/102 January 2017 Faculty and Lige Buell 

 

Measurement 
Metric Frequency of 

Measurement 

Reported to 

Whom 

Expected 

Outcome 

Data used for 

measurement 

Location of 

data/system 

      

      

 

Note below any resources required beyond what is already available through current or reconfigured 

resources: 
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Strategic Enrollment Management Plan 

Goal and Strategy Implementation and Accountability Map 

Goal 2 – Retention 

Increase undergraduate/graduate retention and graduation rates – Restructure the Advising Process.  

Strategy – Advisors will participate in ongoing advisor training through SKCTC’s advisor training program  

Lead Person: Rebecca Parrott 

Action Steps 
Step # Action Step Description Time line for 

implementation 

Person responsible for 

outcomes 

1 Advisors will participate in faculty 

development and training 

opportunities  

January 2017 Joe Sutton & Ron 

Brunty 

2 Advisors will learn about institutional 

advising policies, practices, and 

procedures 

January 2017 Joe Sutton & Ron 

Brunty 

3 Advisors will acquire current 

information about curriculum 

requirements, including general 

education core, major requirements, 

and course sequencing 

January 2017 Joe Sutton & Ron 

Brunty 

4 Advisors will receive training in the 

use of technologies needed for 

advising  

January 2017 Joe Sutton & Ron 

Brunty 

5 Advisors will learn about academic 

resources and student services 

available to students 

January 2017 Joe Sutton & Ron 

Brunty 

6 Advisors will become familiar with the 

Student Success Centers and 

resources available  

January 2017 Joe Sutton & Ron 

Brunty 
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Measurement 
 

Metric Frequency of 

Measurement 

Reported to 

Whom 

Expected 

Outcome 

Data used for 

measurement 

Location of 

data/system 

      

      

 

Note below any resources required beyond what is already available through current or reconfigured 

resources: 
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Strategic Enrollment Management Plan 

Goal and Strategy Implementation and Accountability Map 

Goal 2 – Retention 

 Increase undergraduate/graduate retention and graduation rates – Restructure the Advising Process.  

Strategy – Students will understand policies, procedures and requirements for successful completion of 

their program  

Lead Person: Rebecca Parrott 

Action Steps 
Step # Action Step Description Time line for 

implementation 

Person responsible for 

outcomes 

1 Students will understand policies, 

procedures and requirements for 

completing the advising process. 

 Student Advisor 

2 Students will successfully develop a 

structured individual Graduation Plan 

that support their academic, career 

and transfer goals  

 Student Advisor and 

faculty member of 

GEN 100/102 

3    

 

Measurement 
 

Metric Frequency of 

Measurement 

Reported to 

Whom 

Expected 

Outcome 

Data used for 

measurement 

Location of 

data/system 

      

      

 

Note below any resources required beyond what is already available through current or reconfigured 

resources: 
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Strategic Enrollment Management Plan 

Goal and Strategy Implementation and Accountability Map 

Goal 2 – Retention 

Increase undergraduate/graduate retention and graduation rates – Restructure the Advising Process.  

Strategy – Students will become self-directed in planning and reaching short and long term-academic, 

transfer and career goals  

Lead Person: Rebecca Parrott 

Action Steps 
 

Step # Action Step Description Time line for 

implementation 

Person responsible 

for outcomes 

1 During the registration period, 

students will prepare a preliminary 

course schedule based on the IGP  

Pre-registration 

period 

Student and Advisor 

2 After the first registration period, 

students will register themselves for 

courses through their PeopleSoft 

self-service  

Pre-registration 

period 

Student and Advisor 

 

Measurement 
 

Metric Frequency of 

Measurement 

Reported to 

Whom 

Expected 

Outcome 

Data used for 

measurement 

Location of 

data/system 

      

      

 

Note below any resources required beyond what is already available through current or reconfigured 

resources: 
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Strategic Enrollment Management Plan 

Goal and Strategy Implementation and Accountability Map 

Goal 2 – Retention 

 Increase undergraduate/graduate retention and graduation rates – Restructure the Advising Process.  

Strategy – Students will utilize the resources and Student Success Coaches to meet their IGP goals  

Lead Person: Rebecca Parrott 

Action Steps 
Step # Action Step Description Time line for 

implementation 

Person responsible 

for outcomes 

1 First-time college students will 

utilize the Student Success Centers 

for continued planning after the IGP 

is developed during GEN 100/102 

August 2017 Student Success 

Coach 

2 Dual credit/High school, re-admit & 

transfer students will utilize the 

Student Success Centers for 

advanced planning and develop an 

IGP 

May 2017 and 

ongoing 

Student Success 

Coach 

 

Measurement 
Metric Frequency of 

Measurement 

Reported to 

Whom 

Expected 

Outcome 

Data used for 

measurement 

Location of 

data/system 

      

      

 

Note below any resources required beyond what is already available through current or reconfigured 

resources: 
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Strategic Enrollment Management Plan 

Goal and Strategy Implementation and Accountability Map 

Goal 2 – Retention 

Increase undergraduate/graduate retention and graduation rates – Restructure the Advising Process.  

Strategy – Through faculty in class relationships, students will utilize Starfish early alert system to enhance 

communication for successful class completion. 

Lead Person: Rebecca Parrott 

Action Steps 
Step # Action Step Description Time line for 

implementation 

Person responsible 

for outcomes 

1 Faculty will utilize the Starfish Early 

Alert System for positive 

reinforcement and/or intervention 

flags  

August 2016 Georginia Billings 

 

Measurement 
Metric Frequency of 

Measurement 

Reported to 

Whom 

Expected 

Outcome 

Data used for 

measurement 

Location of 

data/system 

      

      

 

Note below any resources required beyond what is already available through current or reconfigured 

resources: 

 

 

 



98 
 

 

 

Strategic Enrollment Management Plan 

Goal and Strategy Implementation and Accountability Map 

Goal 2 – Retention 

 Increase undergraduate/graduate retention and graduation rates – Restructure the Advising Process.  

Strategy – Advisor Training  

Lead Person: Rebecca Parrott 

Action Steps 
Step # Action Step Description Time line for 

implementation 

Person responsible for 

outcomes 

1 Evaluate the advising manual and web 

resources  

January 2017 Rick Mason  

2 Establish faculty committee on 

advising for assessment  

January 2017 Lige Buell 

3 Launch mandatory advisor training  January 2017 Joe Sutton and Ron 

Brunty 

4 Begin initial advising model 

assessment and evaluation  

January 2017 Rick Mason 

5 Restructure the advising manual and 

web resources  

January 2017 Joe Sutton and Ron 

Brunty 

6 Establish institutional membership in 

NACADA 

August 2016 Rebecca Parrott 

7 Send representatives to NACADA 

conference  

October 2016 Rebecca Parrott 

8 Develop Trainer, Master trainer and 

Expert Trainer certificates  

May 2017 Joe Sutton and Ron 

Brunty 

9 GEN 100/102 faculty training  January 2017 Joe Sutton and Ron 

Brunty 
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Measurement 
 

Metric Frequency of 

Measurement 

Reported to 

Whom 

Expected 

Outcome 

Data used for 

measurement 

Location of 

data/system 

      

      

 

Note below any resources required beyond what is already available through current or reconfigured 

resources: 
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Strategic Enrollment Management Plan 

Goal and Strategy Implementation and Accountability Map 

Goal 2 – Retention 

 Increase undergraduate/graduate retention and graduation rates – Restructure the Advising Process.  

Strategy – Advising Center & Staff Assessment and reassignment 

Lead Person: Rebecca Parrott 

Action Steps 
Step # Action Step Description Time line for 

implementation 

Person responsible 

for outcomes 

1 Evaluate Student Success Centers 

on each campus 

 Rick Mason  

2 Evaluate Student Success coaches  Rick Mason 

3 Evaluate Director of Advising   Rick Mason 

4 Assess and evaluate quality of 

computers, resources and software 

for Student Success Centers 

 Rebecca Parrott, 

Director of Advising 

5 Reassign staff to success coaches 

and Director of Advising  

 SKCTC President/CEO 

7 Order new computers and software 

for Student Success Centers  

 Rebecca Parrott 

8 Stock Student Success Centers with 

all materials and resources  

 Rebecca Parrott 

Measurement 
Metric Frequency of 

Measurement 

Reported to 

Whom 

Expected 

Outcome 

Data used for 

measurement 

Location of 

data/system 
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Strategic Enrollment Management Plan 

Goal and Strategy Implementation and Accountability Map 

Goal 2 – Retention 

 Increase undergraduate/graduate retention and graduation rates – Restructure the Advising Process.  

 

Strategy – Students will know the requirements to successfully develop academic, transfer and career goals  

Lead Person: Rebecca Parrott 

Action Steps 
 

Step # Action Step Description Time line for 

implementation 

Person responsible 

for outcomes 

1 Students will utilize FOCUS II for 

career assessment and goal setting 

August 2017 Student Success 

Coach 

2    

 

Measurement 
 

Metric Frequency of 

Measurement 

Reported to 

Whom 

Expected 

Outcome 

Data used for 

measurement 

Location of 

data/system 

      

      

 

Note below any resources required beyond what is already available through current or reconfigured 

resources: 
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Strategic Enrollment Management Plan 

Goal and Strategy Implementation and Accountability Map 

Goal 2 – Retention 

 Increase undergraduate/graduate retention and graduation rates – Restructure the Advising Process.  

Strategy –Students will utilize their IGP to meet their academic, transfer and career goals   

Lead Person: Rebecca Parrott 

Action Steps 
Step # Action Step Description Time line for 

implementation 

Person responsible 

for outcomes 

1 After each semester, students will 

review the IGP with the advisor for 

accuracy and possible needed 

modifications  

Pre-registration and 

end of the semester 

Student Success 

Coach and Advisor 

 

Measurement 
Metric Frequency of 

Measurement 

Reported to 

Whom 

Expected 

Outcome 

Data used for 

measurement 

Location of 

data/system 

      

      

 

Note below any resources required beyond what is already available through current or reconfigured 

resources: 
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Strategic Enrollment Management Plan 

Goal and Strategy Implementation and Accountability Map 

Goal 2 – Retention 

 Increase undergraduate/graduate retention and graduation rates – Restructure the Advising Process.  

Strategy – To improve the culture of advising, Anchor will consist of several immediate actions 

Lead Person: Rebecca Parrott 

Action Steps 
Step # Action Step Description Time line for 

implementation 

Person responsible for 

outcomes 

1 Restructure current transfer centers 

into student success centers 

February 2017 Rebecca Parrott  

2 Develop the advising syllabus March – April 2017 Lige Buell 

3 Develop goal-based IGP template March – April 2017 Joe Sutton and Ron 

Brunty  

4 Develop a two-year to three-year 

schedule of classes 

January 2017 Lige Buell  

5 Revise faculty, staff and advisor 

counselor training 

March – April 2017 Joe Sutton and Ron 

Brunty 

6 Revise advising manual and advising 

webpage 

March – April 2017 Joe Sutton and Ron 

Brunty and IT dept 

7 Complete revision in how advisors are 

assigned and transferred 

March – April 2017 Rebecca Parrott 

8 Redesign of the Orientation to include 

Anchor overview 

December 2016 Rebecca Parrott 

9 Include the advising role of faculty in 

evaluation and promotion 

January 2017 Lige Buell 
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10 Redesign the GEN 100/102 courses to 

include IGP development  

January 2017 Joe Sutton,  Ron 

Brunty and Lige Buell 

11 Ensure all new students are 

registered for GEN 100/102 

August 2017 Student Success 

Coach 

 

Measurement 
 

Metric Frequency of 

Measurement 

Reported to 

Whom 

Expected 

Outcome 

Data used for 

measurement 

Location of 

data/system 

      

      

 

Note below any resources required beyond what is already available through current or reconfigured 

resources: 
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Marketing 
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Strategic Enrollment Management Plan 

Goal and Strategy Implementation and Accountability Map 

Goal 3 – Marketing 

Create an integrated Branding, Marketing and Communications Plan  

Strategy #1: Establish a Master Planning calendar incorporating branding, marketing and communications 

efforts by month, target audience and budget.  

Lead Person:  Tiffany Scott  

Action Steps 
 

Step # Action Step Description Time line for 

implementation 

Person responsible for 

outcomes 

1 Make sure all employees are 

informed of calendar and receive 

copy 

August 2016 Tiffany Scott 

2 Establish monthly meetings for 

updates/changes to calendar, 

motivation of effort, new events, etc. 

On-going Tiffany Scott and 

Brandon Robinson 

3    

Measurement 
 

Metric Frequency of 

Measurement 

Reported to 

Whom 

Expected 

Outcome 

Data used for 

measurement 

Location of 

data/system 

      

      

 

Note below any resources required beyond what is already available through current or reconfigured 

resources: 
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Strategic Enrollment Management Plan 

Goal and Strategy Implementation and Accountability Map 

Goal 3 – Marketing 

Create an integrated Branding, Marketing and Communications Plan  

Strategy #1: Establish specific duties and descriptions for Marketing and Branding  

Lead Person:   

Action Steps 
 

Step # Action Step Description Time line for 

implementation 

Person responsible for 

outcomes 

1 Create complete Marketing and 

Communications Plan 

August 2016 Tiffany Scott 

Measurement 
 

Metric Frequency of 

Measurement 

Reported to 

Whom 

Expected 

Outcome 

Data used for 

measurement 

Location of 

data/system 

      

      

 

Note below any resources required beyond what is already available through current or reconfigured 

resources: 
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Strategic Enrollment Management Plan 

Goal and Strategy Implementation and Accountability Map 

Goal 3 – Marketing 

Create an integrated Branding, Marketing and Communications Plan  

Strategy #2: Identify best practices in print, electronic, web, tele-counseling, chat, social media outlined and 

defined for primary, secondary and territory specific markets 

Lead Person:   

Action Steps 
 

Step # Action Step Description Time line for 

implementation 

Person responsible for 

outcomes 

1 Research other institutions to see 

best practices  

On-going Tiffany Scott and 

Brandon Robinson 

2    

3    

Measurement 
 

Metric Frequency of 

Measurement 

Reported to 

Whom 

Expected 

Outcome 

Data used for 

measurement 

Location of 

data/system 

      

      

 

Note below any resources required beyond what is already available through current or reconfigured 

resources: 
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Strategic Enrollment Management Plan 

Goal and Strategy Implementation and Accountability Map 

Goal 3 – Marketing 

Create an integrated Branding, Marketing and Communications Plan  

Strategy #3: Include STARFISH, KNECT, 24/7 Call Center & RADIUS efforts on monthly calendar 

Lead Person:   

Action Steps 
 

Step # Action Step Description Time line for 

implementation 

Person responsible for 

outcomes 

1 Ensure all outgoing efforts from the 

college meet all KCTCS guidelines 

On-going Tiffany Scott 

2    

3    

Measurement 
 

Metric Frequency of 

Measurement 

Reported to 

Whom 

Expected 

Outcome 

Data used for 

measurement 

Location of 

data/system 

      

      

 

Note below any resources required beyond what is already available through current or reconfigured 

resources: 
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Strategic Enrollment Management Plan 

Goal and Strategy Implementation and Accountability Map 

Goal 3 – Marketing 

Create an integrated Branding, Marketing and Communications Plan  

Strategy #4: Ensure marketing materials are up to date for the College Recruiter 

Lead Person:   

Action Steps 
 

Step # Action Step Description Time line for 

implementation 

Person responsible for 

outcomes 

1 Ensure any and all materials are up to 

date and accurate for the Recruiter 

June 2016 & 

December 2016 

Tiffany Scott  

2    

3    

Measurement 
 

Metric Frequency of 

Measurement 

Reported to 

Whom 

Expected 

Outcome 

Data used for 

measurement 

Location of 

data/system 

      

      

 

Note below any resources required beyond what is already available through current or reconfigured 

resources: 
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Strategic Enrollment Management Plan 

Goal and Strategy Implementation and Accountability Map 

Goal 3 – Marketing 

Create an integrated Branding, Marketing and Communications Plan  

Strategy #5: Place emphasis on student success stories 

Lead Person:   

Action Steps 
 

Step # Action Step Description Time line for 

implementation 

Person responsible for 

outcomes 

1 Include monthly student success 

stories on the web, social media and 

media 

On-going Tiffany Scott and 

Brandon Robinson 

2    

3    

Measurement 
 

Metric Frequency of 

Measurement 

Reported to 

Whom 

Expected 

Outcome 

Data used for 

measurement 

Location of 

data/system 

      

      

 

Note below any resources required beyond what is already available through current or reconfigured 

resources: 
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Strategic Enrollment Management Plan 

Goal and Strategy Implementation and Accountability Map 

Goal 3 – Marketing 

Create an integrated Branding, Marketing and Communications Plan  

Strategy #6: Increase web presence for SKCTC 

Lead Person:   

Action Steps 
 

Step # Action Step Description Time line for 

implementation 

Person responsible for 

outcomes 

1 New web design to be implemented January 2017 Josh Howard 

2 Increase social media and Media 

relations. 

On-going Tiffany Scott and 

Brandon Robinson 

3    

Measurement 
 

Metric Frequency of 

Measurement 

Reported to 

Whom 

Expected 

Outcome 

Data used for 

measurement 

Location of 

data/system 

      

      

 

Note below any resources required beyond what is already available through current or reconfigured 

resources: 
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Strategic Enrollment Management Plan 

Goal and Strategy Implementation and Accountability Map 

Goal 3 – Marketing 

Create an integrated Branding, Marketing and Communications Plan  

Strategy #7: Support Workforce Solutions’ efforts in building relationships with business and industry 

Lead Person:   

Action Steps 
 

Step # Action Step Description Time line for 

implementation 

Person responsible for 

outcomes 

1 Workforce activities and materials are 

to be included in marketing and 

public relations material, social media 

and to the communities 

On-going Tiffany Scott and 

Brandon Robinson 

2    

3    

Measurement 
 

Metric Frequency of 

Measurement 

Reported to 

Whom 

Expected 

Outcome 

Data used for 

measurement 

Location of 

data/system 

      

      

 

Note below any resources required beyond what is already available through current or reconfigured 

resources: 
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Strategic Enrollment Management Plan 

Goal and Strategy Implementation and Accountability Map 

Goal 3 – Marketing 

Create an integrated Branding, Marketing and Communications Plan  

Strategy #8: Assist with promotion of programs  

Lead Person:   

Action Steps 
 

Step # Action Step Description Time line for 

implementation 

Person responsible for 

outcomes 

1 Each program activity and awards 

ceremony to be published in the 

media and social media, as well as 

marketing materials. 

On-going Tiffany Scott and 

Brandon Robinson 

2    

3    

Measurement 
 

Metric Frequency of 

Measurement 

Reported to 

Whom 

Expected 

Outcome 

Data used for 

measurement 

Location of 

data/system 

      

      

 

Note below any resources required beyond what is already available through current or reconfigured 

resources: 
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Strategic Enrollment Management Plan 

Goal and Strategy Implementation and Accountability Map 

Goal 3 – Marketing 

Create an integrated Branding, Marketing and Communications Plan  

Strategy #9: Target marketing and communications for adult and non-traditional prospective students  

Lead Person:   

Action Steps 
 

Step # Action Step Description Time line for 

implementation 

Person responsible for 

outcomes 

1 Ensure social media and marketing 

materials are geared towards non-

traditional students.  They are also 

included in all pictures and 

publications. 

September 2016 – 

April 2017 

Tiffany Scott 

2    

3    

Measurement 
 

Metric Frequency of 

Measurement 

Reported to 

Whom 

Expected 

Outcome 

Data used for 

measurement 

Location of 

data/system 

      

      

 

Note below any resources required beyond what is already available through current or reconfigured 

resources: 
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Appendices 

(A) SKCTC Marketing and Communications Plan 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



2016 - 2017
MARKETING & COMMUNICATIONS PLAN



Tiffany B. Scott
Director of Marketing & Public Relations
tscott0024@kctcs.edu
Office:	606-589-3198
Cell:	 606-670-2469

Personal Expertise: Marketing & Advertising, Graphic Design, Publication Development 
   Digital  Marketing, Promotional Items, Display, In-House Photography,  
   Printing, Social Media, Signage, Special Events, Content Planning 

Brandon Robinson
Director of Media & Communications 
brobinson0002@kctcs.edu
Office:		606-589-3092
Cell:	 606-670-0484

Personal Expertise: Crisis Communication, Internal & External Communications, News 
   Releases, Media Relations, Social Media Manager, In-House Video, SETV

Angie Sturgill
Manager of Advancement & Marketing Administrative Assistant
angie.sturgill@kctcs.edu
Office:		606-589-3160
Cell:	 606-261-6616
Personal Expertise: Media Tracker, Accounts Payable

THE OFFICE OF MARKETING & COMMUNICATIONS 

The	Office	of	Marketing	and	Communications	at	Southeast	Kentucky	Community		and	Technical	College	supports	the	
College’s	faculty,	staff,	and	administrators	in	communicating	information	to	internal	and	external	audiences.	

2016 -2017 INTEGRATED MARKETING TEAM

OFFICE PERSONNEL

Josh Howard
Heather Lewis
Kim Maynard
Dr. Rebecca Parrott
Deborah Young	
	

Leslie Carmack
Lynn Cox
Travis Cox
David C. Dixon
Bobby Grubb

	 	

Tiffany B. Scott,	Chair		 	 	
Brandon Robinson,	Co-Chair	 	 	
Angie Sturgill, Secretary	 	 	
Robert Gipe, Faculty	Representative
Keisha Hunt-Eary,	Staff	Representative
TBD,	Student	Representative	



BRAND ASSETS
KCTCS	Brand	
Transfer	Education
Occupational	Programs
Workforce	Solutions
Learn	on	Demand
EPIC
Kentucky	Coal	Academy
Kentucky	Coal	Museum

TARGET AUDIENCES
Prospective	Students
Parents
Current	Students
Faculty/Staff
Board	of	Directors
Foundation	Board	Members
Policy	Makers
Educational	Partners
Business	Partners
Vendors
Job	Seekers

COMMUNICATION CHANNELS
Paid Channels
Radio
Television
Billboard
Digital	Campaign
GeoFencing
Direct	Mail
Newspaper

Earned Channels
Public	Relations	(News	Releases	&	Feature	Stories)
Community	Relations
Word	of	Mouth
Organic	Search
Advocacy
High	School	Visits
College	Fairs

Owned Channels
www.southeast.kctcs.edu
Southeast	TV
Real	Estate
Email
Recruitment	Materials

Shared Channels
Facebook	
Twitter
YouTube
Instagram

DEFINING MARKETING AND DIGITAL COMMUNICATIONS 

Marketing	at	SKCTC	communicates	the	value	of	our	entire	college	and	builds	an	ongoing	relationship	with	target	
audiences	through	paid,	earned,	owned,	and	shared	communication	channels.

Digital Communications	at	SKCTC	engages	our	target	audiences	in	communication	with	the	KCTCS	brand	and	services	
through	internet-connected	devices.

More	specifically,	the	communication	channels	utilized	to	engage	audiences	with	our	programs	and	services	include:

the process
When we began working on a mascot  

for KCTCS, we turned to Raymond  

Entertainment Group, the preeminent 

developer of college mascots. With more 

than 30 years experience and hundreds  

of mascots in their portfolio, no one was 

better suited to lead us in this endeavor.  

The process involved intensive investigation 

into the values we wanted our mascot  

to posses and project. Through exercises 

guided by the Raymond Group, our 

Marketing team took these values, created  

a narrative for our mascot, which led to the 

mascot that we felt best represented  

our ideas.

the back story
The old ones speak of the Pathfinder as  

a traveller of great wisdom and curiosity.  

They say he is a seeker, a giver of truth  

and a source of strength. His pioneer spirit 

runs through the blood of every Kentuckian 

and his timeless presence continues to guide 

and pave the way for any traveller journey-

ing to new and unfamiliar destinations.  

The Pathfinder has seen many changes over 

the decades.  The challenges facing the 

travellers he seeks to guide today are vastly 

different than those of the early settlers who 

came to this great land to seek fortune and  

a new way of life. While these explorers have 

the same goals as their forefathers, they face 

a very different journey… one requiring 

education and training. With the Pathfinder’s 

assistance they are able to focus on an 

educational destination, find a clear path  

to a degree or credential and have the 

confidence, endurance and strength needed 

to complete their journey. 



GOALS AND OBJECTIVES

The	purpose	of	the	Southeast	Kentucky	Community	and	Technical	College	Marketing	and	Communications	Plan	is	to	
support	the	college	mission	by	enhancing	public	awareness	and	participation	in	the	colleges	programs,	services	and	
activities.	The	plan	seeks	to	increase	the	overall	visibility	of	the	college	and	reinforce	its	brand	and	reputation	within	
the	community.

The	Office	of	Marketing	and	Communications	at	SKCTC	is	dedicated	to	developing	an	integrated,	customer-focused	
marketing	plan	that	supports	both	the	2016-2022	KCTCS	Strategic	Plan,	KCTCS	Transformation	and	SKCTC’s	Strategic	
Enrollment	Management	(SEM)	plan	and	to	increase	visibility	of	the	college	through	coordinated	efforts	and	consis-
tent	messaging,	thereby	enhancing	the	college’s	reputation	and	helping	to	grow	enrollment.	These	efforts	also	focus	
on	communicating	within	the	college	community,	and	forging	relationships	with	donors,	alumni	and	business	partners.		

Goals for the 2016-2017 Marketing and Communication Plan include:

1.			 Provide	marketing	leadership,	service,	and	support	to	each	of	SKCTC’s	five	campuses.

2.		 Advocate	and	champion	SKCTC	at	the	local	and	state	level.	

3.	 Improve	and	support	the	entire	student	experience	from	recruitment	to	graduation	day	by	embracing	and	
	 supporting	a	strategic	enrollment	management	approach.

4.		 Enhance	digital	communication	services	to	engage	current	and	prospective	students	to	start	and	complete		 	
	 their	education.	

This	marketing	and	communications	plan	is	a	guideline	to	assist	Southeast	Kentucky	Community	and	Technical	College	
to	strategically	market	and	promote	its	course	offerings	and	services.	
	

Objectives for the 2016 - 2017 Marketing and Communication Plan include:

•	 Continue	to	focus	on	integrating	marketing	communication	in	recruitment

•	 Support	enrollment	management	and	recruiting

•	 Support	Workforce	Solutions’	efforts	in	building	relationships	with	business	and	industry

•	 Assist	with	promotion	of	programs	(faculty/student	recognition,	service	learning,	etc.)

•	 Increase	web	presence	for	SKCTC

•	 Target	marketing	communications	for	adult	&	non-traditional	prospective	students

•	 Place	emphasis	on	student	success	stories	(particularly	during	registration/enrollment	periods)

•	 Continue	to	improve	institutional	identity	and	branding



MARKETING & COMMUNICATIONS OFFICE SITUATIONAL ANALYSIS

STRENGTHS
-		 Academic	quality	and	programs
-		 Small	class	sizes
-		 Close	to	home/convenient	location(s)
-		 Affordable/low	cost
-								 Experience	level	of	Marketing	and	Communications	Office	staff
-		 Development	of	Integrated	Marketing	Team
-		 Supportive	KCTCS	Marketing	Office
-		 Strong	media	relations	connections

WEAKNESSES
-		 Internal	communication
-		 Strategically	timing	marketing	efforts	to	maintain	high	visibility	throughout	the	year	and	compliment	KCTCS		 	
	 Marketing	Office	iniatitives
-		 Integrating	recruitment	efforts	with	marketing	efforts
-				 Limited	number	of	Marketing	and	Communications	Office	staff
-	 Reduced	marketing	budget
-	 College	website	not	meeting	the	needs	of	target	audience

OPPORTUNITIES
-	 With	our	service	area	experiencing	some	of	the	highest	unemployment	rates	in	the	state,	parents	are	seeking		 	
	 affordable	options	for	higher	education.	In	addition,	those	unemployed	are	looking	to	go	back	to	school	to		 	
	 learn	a	new	skill	or	trade.
-		 Partnership	with	grant	funded	programs	such	as	EPIC
-		 Collaborating	with	nearby	KCTCS	colleges	that	share	the	same	media	market	to	look	at	joint	advertising	and		 	
	 cross	marketing	programs
-		 Middlesboro	Campus	BuildSmart	Project
-		 SKCTC	along	with	other	KCTCS	colleges	have	become	a	proud	partner	of	the	SOAR	initiative
-	 The	launch	of	SETV	provides	a	platform	for	television	access	and	advertising	worldwide	through	LiveStream		 	
	 with	plans	to	expand	local	access	to	reach	outside	the	Tri-Cities
-	 With	the	upcoming	web	audit	and	new	content	management	plan	we	will	have	the	opportunity	to	restructure			
	 our	website	to	best	meet	the	needs	of	our	current	and	potential	students

THREATS 
-	 Reduction	of	population	in	service	area	due	to	economic	situation	and	closing	of	multiple	mining	industries.
-	 Increased	competition	from	all	higher	education	institutions	including	online,	for-profit	colleges
-	 The	financial	challenge	of	doing	more	with	less
-		 Dealing	with	the	perception	issue	of	community	colleges	providing	a	lesser	quality	education	than	four	year		 	
	 institutions

	



PRIMARY AUDIENCE

High Schools They Are Coming From

Age Group

Total Family Household Income

Education Level Of Their Parents

Data Collected from 2014-2016 Entering Student Survey

It	is	vital	for	SKCTC	to	know	and	understand	who	our	primary	audience	is.	Marketing	and	advertising	strategies	must	
be	relevant	to	these	student	populations.	However,	the	SKCTC	Office	of	Marketing	and	Communications	understands	
that	SKCTC	has	additional	special	target	audiences	that	must	be	reached	as	well.	It	is	important	for	multiple	media	
platforms	to	be	used	in	correlation	to	ensure	the	broadest	reach	possible.	

SPECIAL TARGET AUDIENCE
Non-Traditional	Adult	Learners,	Minorities,	Displaced	Miners	&	Workers,	High	School	Dual	Credit,	&	Workforce

Gender



2016-2017 MARKETING & COMMUNICATION BUDGET 
 

Prepared By: Tiffany B. Scott  

MEDIA PLATFORM DESCRIPTION INDIVIDUAL COST BUDGET ALLOTMENT 
  

NEWSPAPER   $3000.00 
 Fall Registration  $1500  
 Spring Registration $1500  
    
RADIO   $6500.00 
 WTUK Contract $100.00 Per Month  
 WXKQ Contract $150.00 Per Month  
 WRIL Contract $250.00  Per Month  
 Extra Spots $500.00   
    
TELEVISION   $4500.00 
 Fall Registration 

ViaMedia Cable 
$1000.00  

 Spring Registration 
ViaMedia Cable 

 
$500.00 

 

 Summer Registration 
ViaMedia Cable 

$500.00  

 New Commercial 
Creative 

$500.00  

 WYMT   $2000.00  
    
DIGITAL MARKETING   $6500.00 
 Fall Digital Campaign $3000.00  
 Spring Digital Campaign $3000.00  
 Social Media Ads & 

Boosted Post 
$500.00  

    
DIRECT MAIL   $1495.00 
 PURL Direct Mail Drop  $48.00  (After KCTCS)   
 Direct Mail $1447.00  
    
BILLBOARDS   $11,750.00 
 Billboard Contract (2) $950.00 Per Month  
 New Vinyl $350.00  
    
SPONSORSHIPS   $1500.00 
    
PROMOTIONAL   $4000.00 
    
OFFICE SUPPLIES   $5000.00 
    
TRAVEL    $4500.00 
    
CELL PHONE   $1255.00 

The	Office	of	Marketing	and	Communications		has	worked	diligently	to	develop	the	budget	to	best	meet	the	needs	
of	the	students,	faculty,	&	staff.	Like	each	and	every	other	college	department,	the	marketing	budget	has	had	to	deal	
with	a	tremendous	reduction	over	the	last	several	years.	The	main	charge	of	the	department	is	to	drive	student	
enrollment	and	boost	retention.	The	budget	has	been	aligned	accordingly	to	meet	those	objectives	and	to	insure	that	
each	major	media	platform	is	being	utilized.

SKCTC 
MARKETING

BUDGETS 

   2013/2014	
$79,000.00

   2014/2015	
$75,000.00

   2015/2016	
$60,000.00

   2016/2017 
$50,000.00

SKCTC MARKETING BUDGET PLAN 2016 -2017



NEWSPAPER
Even	though	we	feel	that	newspaper	print	advertising	isn’t	as	actively	read	by	our	prospective	traditional	students,	we	
still	do	want	to	maintain	a	positive	relationship	with	our	local	print	media.	We	rely	on	our	newspapers	to	run	our	press	
releases,	photographs,	and	community	announcements	and	therefore	it	is	important	to	continue	to	maintain	a	good		
working	relationship	with	them.

RADIO
Radio	advertising	is	an	intricate	part	of	our	marketing	plan.	We	currently	have	monthly	contracts	established	with	a	
major	market	provider	in	Bell,	Harlan,	and	Letcher	counties.	In	addition,	we	have	set	aside	funds	for	additional
	advertising	spots	with	other	stations	for	special	events	and	promotions.	

TELEVISION
Television	advertising	has	become	more	affordable	as	we	have	developed	partnerships	with	local	advertising	providers	
such	as	ViaMedia.	In	our	region,	we	are	able	to	now	run	commercials	that	target	cable	viewers	through	Harlan	
Community	Television,	Access	Cable	in	the	Tri-Cities,		TVS	in	Letcher	County,	and	Barbourville	Utiliities.	SKCTC	now	has	
commericals	running		at	a	low	cost	and	on	some	of	the	most	popular	channels	including,	but	not	limited	to,	TLC,	ESPN,	
USA,	A&E,	and	TBS.	In	addition,	we	have	joined	forces	with	Hazard	Community	&	Technical	College	and	Big	Sandy	
Community	&	Technical	College	to	purchase	a	stronger	media	buy	with	WYMT	since	we	share	the	same	media	market.	
SKCTC	is	also	fortunate	to	operate	SETV	on	the	Cumberland	Campus.	With	this	station,	Southeast	is	able	to	air	
commericals	and	program	information	at	will.

DIGITAL MARKETING
Digital	Marketing	is	one	of	the	fastest	growing	ways	to	advertise	and	get	our	message	out	to	targeted	groups.	We	work	
closely	with	the	KCTCS	Marketing	Office	to	develop	digital	marketing	campaigns	that	include	search	engine	
optimization,	display	ads,	geo-fencing,	Facebook,	and	re-targeting.	With	digital	advertising	we	are	able	to	specifically	
target	cities,	counties,	or	zip	codes.	

DIRECT MAIL
Direct	Mail	campaigns	target	a	specific	program	and/or	student	with	high-impact	direct	response	and	web	
engagement	tactics.		This	year,	we	will	work	with	KCTCS	Marketing	Office	to	create	a	PURL	Direct	Mail	piece	for	mid-
Fall.		PURLs	make	reach,	conversion	and	activation	easy	by	connecting	the	recipient	mailbox	to	the	inbox	and	to	the	
web	through	a	personalized	web	page.	In	addition,	we	will	have	a	customized	direct	mail	landing	page,	dashboard	
tracking,	email	follow	up,	and	all	prospective	student	leads	flowing	into	Radius	for	ongoing	engagement.	In	addition,	
each	respondent	will	receive	a	viewbook	and	a	promotional	item.	

BILLBOARDS
Billboards	continue	to	be	a	great	tool	to	get	a	focused	message	out	to	the	public.	SKCTC	has	drastically	reduced	the	
number	of	billboards	we	maintain	in	our	service	area.	However,	we	are	now	better	utilizing	the	spaces		we	have	by	
developing	specific,	targeted	messages		for	each	of	our	billboards.

SPONSORSHIPS
SKCTC	is	a	proud	supporter	of	many	community	events.	Event	sponsorships	are	a	way	for	our	college	to	have	a	
presence	in	our	local	communities.	With	many	sponsorships,	such	as	the	Boys	Basketball	District	tournament,we	
negotiate	packages	that	include	booth	space,	announcements,	and	advertising	in	publications.	

PROMOTIONAL/GUERILLA MARKETING
Promotional	media	is	utilized	in	several	guerilla	marketing	strategies	including	giveaway	items,	flyers,	table	tents,	
trayliners,	yard	signs,	coupons,	banners,	posters,	and	more.	

MEDIA PLATFORM EXPLANATION



SKCTC MARKETING & COMMUNICATIONS FLOW CHART
The	Office	of	Marketing	and	Communications		has	designed	this	Flow	Chart	to	serve	as	a	strategic	approach	to	the	
markerting,	recruitment,	and	advising	efforts	made	from	our	department.	By		mapping	out	events,	campaigns,	and	
peak	enrollment	periods,	we	have	the	opportunity	to	work	within	our	budget	to	prepare	the	most	cost	effective	
strategies	for	the	entire	2016-2017	Academic	Year.	



SKCTC MARKETING & COMMUNICATIONS FLOW CHART



Please	be	advised	the	2016-2017	Marketing	&	Communiction	Plan	maybe	revised	or	altered	to	meet	the	changing	
demands	of	our	college	and	our	students.



KCTCS does not discriminate based on race, color, religion, national origin, sex, disability, or age in its programs and activities. The following person has 
been designated to handle inquiries regarding non-discrimination policies: 

Director of Employment,Affirmative Action and Equal Opportunity, 
Kentucky Community and Technical College System 
300 North Main Street 
Versailles, KY 40383 

 OFFICE OF MARKETING & COMMUNICATIONS
700 College Road

Cumberland, KY  40823




