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Measures of Success

Goal FY24

Goal FY25

Goal FY26

Goal FY27

Goal FY28

Marietta Forward KPls Jan 72024
I

511 through SI 5: MUST

SI- MUST: Fully Implement Student-
Ready College Ini

A) 4yr graduation rate, B) Increased retention, C) NSSE satisfaction data,
|D) Completer satisfaction - alumni survey

Faculty engagement with Worthington Center workshops.
-3

Center Director Lower DFW rates C) More engaged teachinj

A) % of faculty participating in Worthington Center workshops; B) % DFW
rates in gateway courses; C) NSSE scores on effective teaching practices (data
every 3 years); D) student evaluations

A)30% B)under 50% C} to peers

A)40% B) <40% D)100% course eval collection and evidence of increase in

AJ50% B}<30% C) significantly higher than our peers and an increased score.
D) 100% course evaluation collection and evidence of increase in

|A)65% B)<25% C) significantly higher than our peers and an increased score
D) 100% course evaluation collection and evidence of increase in

A)75% B)<20% C) significantly higher than our peers and an increased score
D) 100% course evaluation collection and evidence of increase in

A) Increase retention for students with HS gpa 3.0-3.3; B)
faster staff response time to Navigate alerts C) Student

ARC staffing: 2 pt ith/to Navigate outreach increases

A) % retention of FY students with HS gpa 3.0-3.3 increases; B) % of Navigate
alerts that are responded to by staff within 48 hrs increases; C) % of students
ith Navigate alerts
& TGOy o

who respond to/engage creases.

Increase in % of

3
mandatory online training on individual leadership, belonging, and inclusion.
€)% of students completing additional optional training on indi
leadership, belonging, and inclusion. D) % of employees completing
additional optional training ual leadership, belonging, and
inclusion. E) Fall-to-Fall retention of First-Year students from a variety of
categories meets or exceeds overall First-Year student retention. F) FA-to-FA
Sophomare-to-Junior persistence rate for students from a variety of
cateories meets or exceeds overall Sophomore-to-Junior persistence. G)

training and other programming orchestrated by the COILIB.
Retention and perslshence of students from a variety of
ateg et: for the full student

for students fom a variety of categories
e ol persistence. H)

persistence rate for students from a variety of categories meets or exceeds
overall Senior-to-graduation rate. ) Number and percentage of students

population. Increases in
from a variety of d

a variety of in FY cohort i time. J) Number and
of FY stude hoosing to live in themed housing increases over

number/percentage of employees from a variety of
backgrounds and experiences, and students joining themed
Chief Officer for Individual Leadership, housing ities and affinity

Inclusion, and Belonging (COILIB) izati

time. K) Number and pe f students joining affinity-based student

A) 50%; B) 50%; C) 25%

A) 60%; B) 100%; C) 30%

A) 100% student completion rate of mandatory online training; B) 100%
employee completion rate of mandatory online training; C) 40% of students
complete optional training; D) 40% of employees complete optional training;
€) FA-to-FA retention of First-Year students from a variety of categories lags
behind overall FA-to-FA retention of First-Year students by no more than 20
percentage points; F) FA-to-FA Sophomore-to-Junior persistence of students
from a variety of categories lags behind overall FA-to-FA persistence of
Sophomore-to-Junior students by no more than 20 percentage points; G) FA-
to-FA persistence of Junior-to-Senior students from a variety of categories
lags behind overall FA-to-FA persistence of Junior-to-Senior students by no
more than 10 percentage points; H) FA-to-graduation success for students
from a variety of categories lags behind overall FA-to-graduation success for
students by no more than 5 percentage points; I) 5% year over year increase
in enroliment of from a variety of categories; J) 2% year
over year increase in FY students selecting to live in themed housing

A) 65%; B) 100%; C) 40%

A) 100% student completion rate of mandatory online training; B) 100%
employee completion rate of mandatory online training; C) 50% of students
complete optional training; D) 50% of employees complete optional training;
E) FA-to-FA retention of First-Year students from a variety of categories lags
behind overall FA-to-FA retention of First-Year students by no more than 15
percentage points; F) FA-to-FA Sophomore-to-Junior persistence of students
from a variety of categories lags behind overall FA-to-FA persistence of
Sophomore-to-Junior students by no more than 15 percentage points; G) FA-
to-FA persistence of Junior-to-Senior students from a variety of categories
lags behind overall FA-to-FA persistence of Junior-to-Senior students by no
more than 7 percentage points; H) FA-to-graduation success for students
from a variety of categories lags behind overall FA-to-graduation success for
students by no more than 4 percentage points; 1) 5% year over year increase
in enrollment of domestic students from a variety of categories; J) 2% year
over year increase in FY students selecting to live in themed housing
K) 5% year over year of students joining affinity-based

organizations increases over time. L) Number and percentage of employees
from a variety of categories inreases over time. M) Number ofbias-
motivated acts of di time.

K) 5% increase year over year of students joining affinity-b
student organizations; L) 5% year over year increase in number of employees
from a variety of categories; M) zero bias-motivated acts of discrimination on
campus.

student organizations; L) 5% year over year increase in number of employees
from a variety of categories; M) zero bias-motivated acts of discrimination on
campus.

|A) 70%; B) 100%; C) 50%

A) 100% student completion rate of mandatory online training; B) 100%
employee completion rate of mandatory online training; C) 60% of students
complete optional training; D) 60% of employees complete optional training;
E) FA-to-FA retention of First-Year students from a variety of categories lags
behind overall FA-to-FA retention of First-Year students by no more than 10
percentage points; F) FA-to-FA Sophomore-to-Junior persistence of students.
from a variety of categories lags behind overall FA-to-FA persistence of
Sophomore-to-Junior students by no more than 10 percentage points; G) FA-
to-FA persistence of Junior-to-Senior students from a variety of categories
lags behind overall FA-to-FA persistence of Junior-to-Senior students by no
more than 5 percentage points; H) FA-to-graduation success for students
from a variety of categories lags behind overall FA-to-graduation success for
students by no more than 3 percentage points; I) 5% year over year increase
in enrollment of domestic students from a variety of categories; J) 2% year
over year increase in FY students selecting to live in themed housing
communities; K) 5% increase year over year of students joining affinity-based
student organizations; L) 5% year over year increase in number of employees
from a variety of categories; M) zero bias-motivated acts of discrimination on
campus.

A) 75%; B) 100%; C) 60%

A) 100% student completion rate of mandatory online training; 8) 100%
employee completion rate of mandatory online training; C) 70% of students
complete optional training; D) 70% of employees complete optional training;
E) FA-to-FA retention of First-Year students from a variety of categories lags
behind overall FA-to-FA retention of First-Year students by no more than 5
percentage points; F) FA-to-FA Sophomore-to-Junior persistence of students
from a variety of categories lags behind overall FA-to-FA persistence of
Sophomore-to-Junior students by no more than 5 percentage points; G) FA-to
FA persistence of Junior-to-Senior students from a variety of categories lags
behind overall FA-to-FA persistence of Junior-to-Senior students by no more
than 3 percentage points; H) FA-to-graduation success for students from a
variety of categories lags behind overall FA-to-graduation success for students
by no more than 2 percentage points; ) 5% year over year increase in
enrollment of domestic students from a variety of categories; J) 2% year over
year increase in FY students selecting to live in themed housing communities;
K) 5% increase year over year of students joining affinity-based student
organizations; L) 5% year over year increase in number of employees from a
variety of categories; M) zero bias-motivated acts of discrimination on
campus.

A) 100% student completion rate of mandatory online training; B) 100%
employee completion rate of mandatory online training; C) 75% of students
complete optional training; D) 75% of employees complete optional training;
£) FA-to-FA retention of First-Year students from a variety of categories equals|
or exceeds overall FA-to-FA retention of First-Year students by no more than
5 percentage points; F) FA-to-FA Sophomore-to-Junior persistence of students
from a variety of categories equals or exceeds overall FA-to-FA persistence of
Sophomore-to-Junior students by no more than 5 percentage points; G) FA'to
FA persistence of Junlor.o-Serior students from  varity o categories equsls
or exceed: I FAto-F students by no
more than 3 percentage points; H) FA-to-graduation success for students
from a variety of categories equals or exceeds overall FA-to-graduation
success for students by no more than 2 percentage points; 1) 5% year over
year increase in enrollment of domestic students from a variety of categories;
1) 2% year over year increase in FY students selecting to live in themed
housing communities; K) 5% increase year over year of students joining
affinity-based student organizations; L) 5% year over year increase in number
of employees from a variety of categories; M) zero bias-motivated acts of

imi on campus.

A) Strong student affinity organizations (associated with
diverse identities, such as Global Connections, United

) Inreased numbers year over year inaffiiy-based student organizations

Women of Power, Brother2Brother, Black Student Union,
LGBTQ Activism, etc.. B) Growth in numbers of students
choosing to live in themed housing afo

. 8) Increased year over year of students choosing
tolive in upperclass themed housing communities focused on some facet of
ey, ) NSSE data Idicates mprovemerntn tudent' perception ofa
students from a variety of

on various facets of identity (Global Perspectives, Gender-
Inclusive, etc.). C) Strong student engagement. D) Strong
student satisfaction.

Assistant Director for Individual
Leadership, Inclusion, and Belonging

categories relative to trends among students overall. D) S data indicate
equal or greater levels of a sense of belonging among students from a varety
of categories relative to students overall

A) 5% increase in number of unique students listed on membership rolls of
affinity-based student organizations; B) 2% increase in number of students
choosing to live in an upper-class identity-focused themed housing
community; C) N/A; D) S5 gap < 1.5

) 5% increase in number of unique students lsed on membership rolls of
affinity-based student organiz ns; B) 2% increase in number of students
choosing to live in an upper-class identity-focused themed housing
community; C) NSSE gap < 1.5; D) N/A

A) 5% increase in number of unique students listed on membership rolls of
affinity-based student organizations; B) 2% increase in number of students
choosing to ive in an upper-class dentity-focused themed housing

 C) N/A; D) S5 gap < 1.0

A) 5% increase in number of unique students listed on membership rolls of
affinity-based student organiz ns; B) 2% increase in number of students
choosing to live in an upper-class identity-focused themed housing
community; C) NSSE gap < 0.75; D) N/A

A) 5% increase in number of unique students listed on membership rolls of
affinity-based student organizations; B) 2% increase in number of students
choosing to live in an upper-class identity-focused themed housing

C) N/A; D) $51 gap < 0.5

Programming for Individual

Leadership, Inclusion, and Belonging See rows 9 (COILIB) and 10 (ADILIB) above

See rows 9 and 10 above

See rows 9 and 10 above

See rows 9 and 10 above

See rows 9 and 10 above

See rows 9 and 10 above

See rows 9 and 10 above

Recruiter for Individual Leadership,
Inclusion and Belonging: Admissions

A) % growth in enrollment of new students from a variety of categories B) %
growth in enroliment of students with diverse interests re affinity groups and
themed housing communities. C) % growth in applications of new students
from a variety of categories D) % growth in applications of students aligned
with diverse affinity groups and themed housing

A) 0% growth in enrollment of new students from a variety of categories B) 0
% growth in enrollment of students with diverse interests re affinity groups
and themed housing communities. C) 0 % growth in applications of new
student from a variety of categories D) 0 % growth in applications of students
aligned with diverse affinity groups and themed housing

A) 2% year over year growth in enrollment of new students from a variety of
categories B) 2% year over year growth in enrollment of students with
diverse interests re affinity groups and themed housing communities. C) 2 %
year over year growth i applications of new student from a variety of
categories D) 2% year over year growtl lications of students al

A)'5 % year over year growth in enrollment of new students from a variety of
categories B) 5% growth in enrollment of students with diverse interests re
affinity groups and themed housing communities. C) 10% growth in
applications of new student from a variety of categories D) 10% growth in
lications of students aligned with diverse affinity groups and themed

with diverse affinity groups and themed housing

housing

A) 10 % year over year growth in enrollment of new students from a variety

of categories. B) 10% growth in enrollment of students with diverse interests

re affinity groups and themed housing communities. C) 20% growth in

applications of new student from a variety of categories. D) 20% growth in
ligned with diverse affinity groups.

A) 15 % year over year growth in enrollment of new students from a variety
of categories. B) 15% growth in enrollment of students with diverse interests
re affinity groups and themed housing communities. C) 20% growth in
applications of new student from a variety of categories. D) 20% growth in

of students aligned with diverse affinity groups and themed

housing

Increase in First-Year retention rates. Improvement in
students' perception of belonging measure with S| data. A
reduction in the number of students who seriously consider

A)First-Year retention rate increases; B) SSI data indicate improvements in
students' sense of belonging; C) NSSE data indicate reductions in percentage

A) FA“to-FA FY retention = 73%+; B) S5 sense of belonging: no significant

|A) FA-to-FA FY retention = 75%+; B) SSI sense of belonging: significant
improvement, p > 0.5 ; C) NSSE data: 2% year over year reduction in

A) FA-to-FA FY retention = 78%+; B) SS1 sense of belonging: significant
improvement, p > 0.5 ; C) NSSE data: 4% year over year reduction in

A) FA-to-FA FY retention = 80%+; B) SSl sense of belonging: significant
improvement, p > 0.5 ; C) NSSE data: 6%year over year reduction in

A) FA-to-FA FY retention = 82%; B) SSl sense of belonging: significant

Student Life staff Pio/HOME leaving Marietta as measured by NSSE data.

of students who seriously consider leaving Marietta College.

decrease from 5P22; C) N/A

percentage of students who seriously consider leaving Marietta College

percentage of students who seriously consider leaving Marietta College

percentage of students sly consider leaving Marietta College

D> 0.5 ; C) NSSE data: NA

A) Establish programming for vocational exploration. B)

A) Number of ps on vocational exploration and tion. B) % of

Increased for
vocational exploration for all students in all class years. C)

Career Center "Experience/LIFE coach”

students in career center workshops. C) % FA to FA FY retention
of exploratory students. D) Survey students about their level of satisfaction

A) 1/semester; B) 5%; C) 69% D) distribution of the student survey to establish

A)2/semester; B) 10%; C) 72% D) 5% year over year improvement in student

A) 3/semester; B) 20%; C) 75% D) 10% year over year improvement in student

A) 3/semester; B) 35%; C) 80% D) 15% year over year improvement in student

Career Center budget

Increased retention of exploratory students. with workshops on vocational exploration and preparation NA baseline with workshops satisfaction with workshops with workshops
A) Year over year increase in the proportion of students using Career Center
programs and services, overall, with year over year increases in the
A) Use of the Career Center by students; B) Students freshman, sophomore, junior and/or senior year; B) increase in % of students
satisfaction with Career Center who complete the First Destination Survey A) 55%; B) 35% A) 65% of all students with breakdowns by class; B) 40% A) 75% of all students with by class; B) 45% A) 85% of all students with breakdowns by class; B) 50% A) 95% of all students with by class; B) 55%

Number of students who participate in A) internships and
job shadows, and B) summer research fellowships. C)
Career Ctr Exper Ed Scholarship

Year over year increase in the number of students who complete A)
internships and job shadows and B) summer research fellowships. )

Training for students and employees
on individual leadership, inclusion, and
belonging

Training + signage/wayfinding

Number of faculty who mentor summer student research. _| Increased number of faculty who mentor summer A)6;8)4;C) 4 A) 16; B) 10; C) 10 A) 26;8) 10; €) 10 A)36; 8) 15; ) 15 A) 40; B) 20; €) 20
h EMPLOYEES: A) Year over year increase in the % of employees, by group,

training/badges. Track turnover rates, by employee category | taking the on-line trainings, seminars, etc. on how to engage in the

(supervisor, supervisee, exempt, hourly, FT, PT, FT faculty, | workplace in a manner that is positive and supportive. B) Reduction in

adjunct faculty) before and after supervisory training. employee turnover. STUDENTS: Year over year increase in the % of students

STUDENTS: oﬁer online and in-person training opportunities | completing on-line and in-person training programs.

to all stud A)NA; B) 17% C) NA A) 25%; B) 15%; C) 20% A) 35%; B) 12%; C) 25% A) 40%; B) 10%; ) 35% A) 50%; B) 8%; C) 40%
Improved score on the S5 metric "Concern for the individual"--close the gap

Students better understand how and where to find services. | between importance to students and satisfaction with what we do RaDis 1.6 gap <1 Rap <5
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How do we Measures of Success Goal FY24 Goal FY25 Goal FY26 Goal FY27 Goal FY28
Pre-and post-marketing campaign survey will measre
changes in program offering awareness, perception of will pre-and p paign

academic program quality, and perception of educational
value. Increase in # of communication/marketing campaigns
completed in partnership with Admission. Increase in # of

changes in program offering awareness, perception of quality of programs
offered, and perception of educational value B) Year over year increase in
f icati i i leted in partnership with

call to action email d in partnership
Admission. Increase in the number of published positive,

Ongoing policy training: employees

Marietta.

dmission. C) Year over year increase in # of call to action email campaigns
completed in partnership with Admission. D) Year over year increase in the
number of published positive, outcomes-oriented stories about student
t Marietta.

A) Benchmark survey of program-offering awareness, perception of quality of
programs offered, and perception of educational value; B) Benchmark
number of campaigns completed in partnership with Admission; C)
Benchmark number of call to action email campaigns completed in
partnership with Admission; D) Benchmark # of published positive, outcomes
oriented stories about periences at Marietta.

A) Benchmark +20% increase in awareness, perception of quality, perception
of value; B) Benchmark €) Benchmark +30 email campaigns;
D) Benchmark +20 published stories

A) +20% increase in awareness year over year, perception quality, perception
of value; a igns; D) +20 published stories

A) +20% increase year over year in awareness, perception of quality,
perception of value; B) +20 campaigns C) +20 campaigns; D) +20 published
stories

Employees participate in offered Convocation trainings.
er ici be

ed location

A) Year over year increase in % of employees who participate in Convocation

Mental Health Club Funding

Education Coordinator

readily found. Updated policies reflect and |trainings; B) Policy repository is regularly updated; C) Fewer appeals or
resident in an accessible location. Employee survey exceptions needed for academic policies; D) Year over year increase in
if licie knowledge of policie flected in post-training surveys A) N/A; B) Repository created; C) 10% fewer; D) 20% increase A) 70%; B) Repository created; C) 20% fewer; D) 30% increase A) 80%; B) Repository created; C) 30% fewer; D) 30% increase A) 90%; B) Repository created; C) 40% fewer; D) 30% increase A) 95%; B) Repository created; C) 50% fewer; D) 20% increase
Level of student participation in Mental Health Club, Year over year increase in the % of students who participate in Mental
activities. Health Club sponsored activities NA % in mental health activii Benchmark % participation in mental health activities across campus 40%
rates with iential edt ion,

recruiter: admissions

including internships, study 3
i h

A) Year over year increase in % of students who participate in a second

leadership, and
projects; B) Faculty engagement with experiential education;
C) ExEd Day

education Tran scrip 8) Increase in the # of
faculty-led experiential learning opportunities; C) Year over year increase in
the % of students who participate in Experiential Education Day

A) 10%; B) benchmark ; C) 9%

A) 25%; B) increase by 10% vear over vear; C) 12%

A) 40%; B) increase by 10% year over vear; C) 15%

A) 40%; B) increase by 10% vear over vear; C) 20%

A) 50%; B) increase by 10% vear over vear; C) 25%

Increase in the number of new and continuing international
students through new student recruitment, enroliment,
retention and persistence.

A) % growth in i 8) % growth in i

deposits; C) % growth in international enrollment; D) % increase in retention

from FF to SO; ) % increase in persistence from SO to JR; F) % increase in
from JR to SR; G) % increase in 4yr-graduation rate

Establish baseline for A) through G)

A) 50%; B) 25%; C) 20%; DINA E) NA; F) NA; G) NA

A) 50%; B) 30%; C) 25%; D) 50%; E) NA%; F) NA%; G) NA%

Coll Cred +/Choose OH first Coord

Increase in the number of new and continuing international
students through new student recruitment, enroliment,
ion and persistence.

See row 24 above

See row 24 above

See row 24 above

A) 50%; B) 40%; C) 30%; D) 50%; E) 50%; F) NA%; G) NA%

See row 24 above

See row 24 above

A) 50%; B) 40%; C) 30%; D) 50%; E) 50%; F) 50%; G) NA%

See row 24 above

ARC study table supervision stipend

We provide and monitor scholarships for Choose Ohio First.
lish and employ a working tobe
compliant with Choose Ohio First expectations. We
effectively integrate College Credit Plus students, including.
fate and consistent billing.

A) Available COF funds are distributed and administered as required; B)
Establish and employ a seamless CCP process including inquiry, advising,
enrollment, and billing; C) increase in # and % of CCP transfer credits that
are accepted

Establish baseline for A) and B)

A) 100% compliant; B) 100% compliant; C) 10 % increase in # of CCP transfer
credits that are accepted

A) 100% compliant; B) 100% compliant; C) 20 % year over year increase in #
of CCP transfer credits that are accepted

A) 100% compliant; B) 100% compliant; C) 30 % increase in # of CCP transfer
credits that are accepted

A) 100% compliant; B) 100% compliant; C) 40 % increase in # of CCP transfer
credits that are accepted

Peer Mentor (replaces PIO 102)

Core Network Server Replace
capacity)

All study tables have a

Percentage of studv. taffed by qualified student supervisors.

Baseline: 40%

60%

90%

100%

Implement and evaluate Peer Mentor program that
students reflect favorably upon. Increased retention of
with HS gpa of 3.4-4.0

A) increased proportion of PIO 101 courses that have a peer mentor
assigned; B) Increased persistence of peer mentors

Benchmark: A) NA; B) NA

A) 30%; B) 65%

A) 50%: B) 70%

A) 75%; B) 75%

A) 100%; B) 90%

FY Student Laptops

in service

Number of service tickets

Baseline number of server related service tickets:

0 Tickets

0 Tickets

0 Tickets

0 Tickets

Classroom tablets

of FY. alaptop to
use. Increase the percentage of students who use
technology in PioPath classrooms Increase the % of students
who have access to required online textbooks

A) % of students who have access to laptops (college, other) as measured
through IT issued survey; B) % of students in PioPath courses who employ
laptop technology for in-class portfolio assignments; C) % of students who
employ technology to line textbooks

A) 50% baseline; B) 2% baseline; C) 30% baseline

A) 60%: B) 25% C) 40%

Increased frequency of use of classroom tablets by
instructors. Update outdated computer labs to more
pedagogy friendly spaces.

A) # of check-outs for classroom tablets. B) Number of classroom computer
liminated, creating mobile friendly spaces.

Baseline: A) 1x/week; BJO

A) 70%; B) 50% C) 50%

A) 80; B) 75%; C) 60%

A) 100%; B) 100%; C) 80%

A) 3x/week; B) 0

A) 5x/week; B) 1

A) 7x/week; B) 1 (total of 2)

A) 10/week; B) 1 (total of 3)

[SI-2 Current
Academic Offerings
Program review: program elimination

si-2

Net Tuition Revenue and Student Employability

Dean Ctr for Lead&Bus.

McDonough Ctr for Lead&Bus
program

Increase in A) proportion of students who have a meaningful
leadership experience (e.g. conferences, events, community
B)

A) % of all students with leadership experience; B) % of majors that include
leadership experience in major curriculum

A) 40%; B) 30%

A) 50%; B) 40%

A) 60%; B) %50

A) 70%; B) 60%

A) 80%; B) 70%

A) Increase in number of employers actively recruiting our
graduating seniors, B) increase in proportion of students
icipating in professional i

A) Number of companies actively visiting campus or conducting virtual
recruitment programs; B) % of students participating in professional

A) benchmark; B) benchmark

A) increase by 10% year over year; B) increase by 10% year over year

A) increase by 10% year over year; B) increase by 10% vear over year

A) increase by 10% year over year; B) increase by 10% year over year

A) increase by 10% year over year; B) increase by 10% vear over year

Investment in current Academic
Program

Dean/Director of CEEE

A) program enrollment; B) completion rate in the program;
C) low-enrolled courses

A) growth in # majors; B) growth in program completions; ) reduction in
low-enrolled courses

A)0;8)0;C)0

|A) 5% increase; B) 0--lagging indicator; C) 0

A) 5%; B) 0--lagging indicator; C) reduced by 1

A) 5%; B) 5% increase over base; C) reduced by 1

A) 85%; B) 5% increase over base; C) reduced by 1

A program, Petro|
program, and new non-Petro energy program at undergrad
level; adership da grad

A)Sustai in new and updated programs; B) Donor and

A) Grad energy program launched & new environmental curriculum

A) Petro program strengthened & non-Petro energy program launched; B)

A) Sustainable enrollments in new programs; B) ion of strategic

A) ble enrollments in new programs; B) Donor and grant funding
sufficient to off-set i i Xpenses

program in B) External funding

rant funding sufficient to off-set expenses

A) Sustainability Leadership Launche

B) External funding goals established in CEEE strategic plan

of strategic plan goal begun

plan goal continues

Marketing of program

Laptop Replacement Cycle for all
employees

A) Increase online traffic to the program's web page during
marketing pushes; B) Increase student interest applying for
targeted majors, and C) enroll more students in the targeted
maiors

A) % of onlin during campaign; B) % of students
in interest in targeted majors; C) % of students enrolling in targeted majors

A) 15%; B) 10%; C) 10%

A) 15%; B) 10%; €) 10%

A) 10%; B) 8%; C) 8%

A) 8%; BIS%; C) 5%

A) 8%; B) 5%; C) 5%

Fewer IT Help tickets related to computer

A) Decrease in number of IT help tickets related to hardware concerns

Establish baseline

A) 10% reduction in employee help tickets for hardware concerns, compared
to baseline

A) 20% reduction in employee help tickets for hardware concerns, compared
to baseline

A) 30% reduction in employee help tickets for hardware concerns, compared
to baseline

A) 40% reduction in employee help tickets for hardware concerns, compared
to baseline

Upgrade and Enhance Classroom
Technology

Fewer IT Help tickets related to classroom computer
systems concerns.

A) Decrease in number of IT help tickets related to classroom hardware
concerns

Establish baseline

A) 10% reduction in employee help tickets for classroom hardware concerns,
compared to baseline

A) 20% reduction in employee help tickets for classroom hardware concerns,
compared to baseline

A) 30% reduction in employee help tickets for classroom 3

A) 40% reducti

compared to baseline

help tickets for classroom hardware concerns,
compared to baseline

513 MUST: Develop New Educational
Programs Focused on Non-
Traditional Education and Workforce

Develop
conservative enrollment estimates. Utilize Hanover
Research to estimate the demand.

Social Mobility/Promotion rate
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HE]

Designer.

How do we Measures of Success Goal FY24 Goal FY25 Goal FY26 Goal FY27 Goal FY28
Increase in the level of v isfaction with, | A) % of facult with LMS; B) % of faculty u
and use of, LMS LMS; C) Students are satisfied with faculty use of LMS Establish baseline A)85%; B) 75%; C) 75% A)90%; B) 85%; C) 80% A)95%; B) 90%; C) 85%

ector Div of Exec Educ & Workforce

Dev (DEE&WD)

Div Exec Educ& Wrkf Dev program
support $

Development and implementation of a branded LMS
template. All online courses meet ADA accessibility

2) % of courses that utilize branded template; B) % of courses that meet ADA

Div Exec Educg Wrkf Dev program
Mkig $

IT Support Specialist: After Hours

SI-4 MUST: Identify and Launch New
Academic Programs
il demand survey

Add 2 UG residential programs: #1
Instrux

Add 2 UG residential programs: #1
Mktg

Add 2 UG residential programs: #2
Instrux

standards tandards NA NA Establish baseline A) 50%; B) 80% A) 80%; B) 95%
Increase in the number of badges and programs developed. | A) # of badges and workforce development programs; B) # of pat
Increase in the number of participants in each program. | badge and workforce programs NA A4 total /programs; B) 20 new participants A) 6 total B) 30 total participants A8 total B) 40 new participants A) 8 total B) 60 total participants
leted as scheduled Badges and program is availabl NA A) 4 total badges/programs A) 6 total |A) 8 total badges/programs A) 8 total
Growth in the total # of participants in badge and workforce
NA A) 20 A)30 A) 40 A) 60
Student satisfaction with the support available for their use
of LMs A) % of users who report a high level of satisfaction with after-hours support |NA NA A 75% A 85% A) 95%
Develop for each
conservative enrollment estimates. Utilize Hanover
estimate the demand. Enrollment, Retention, Graduation
Net new A) # of enrolled students in Res UG program #1 of program 1 Curricular of program 2 A)7 total students A) 15 total students A) 21 total students
Review metrics for the program's web page and see if traffic
increases during marketing pushes; review the
interest of i who A) Establish the baseline for future years; B) Establish the baseline for future
express an interest in for the # of nline during campaign; B) % of students expressing |years; C) 4-6 digital campaigns that run for 5 weeks (with time off in A) 10%; B) 8%; C) 4-6 digital campaigns that run for 5 weeks (with time off in [A) 10%; B) 8%; C) 4-6 digital campaigns that run for 5 weeks (with time offin | A) 8%; B) 5%; C) 4-6 digital campaigns that run for 5 weeks (with time offin ~|A) 8%; B) 5%; C) 4-6 digital campaigns that run for 5 weeks (with time off in

completed campaigns; set goals for the # of completed

targeted majors; C) # of wmple\ed marketing campaigns; D) #

between), creation of a major sheet and web page; D) 3-4 stories (each
semester)

between), creation of a major sheet and web page; D) 3-4 stories (each
semester)

between), creation of a major sheet and web page; D) 3-4 stories (each
semester)

between), creation of a major sheet and web page; D) 3-4 stories (each
semester)

between), creation of a major sheet and web page; D) 3-4 stories (each
semester)

Add 2 UG residential programs: #2
Mg,

Net new

A) # of enrolled students in Res UG program #2

of program 2

Curricular of program 2

Curricular of program 2

A) 7 total students

A) 15 total students

Review metrics for the program's web page and see if traffic
increases during marketing pushes; review the

interest of incoming
express an interest in this major; set goals for the # of
completed campaigns; set goals for the # of completed

A) % of online traffic i during campaign; B) % of students
ininterest in targeted majors; C) # of completed marketing campaigns; D) #
o i o i

A) Establish the baseline for future years; B) Establish the baseline for future
years; C) 4-6 digital campaigns that run for 5 weeks (with time off in
between), creation of a major sheet and web page; D) 3-4 stories (each
semester)

A) 10%; B) 8%; C) 4-6 digital campaigns that run for 5 weeks ( ime off in
between), creation of a major sheet and web page; D) 3-4 stories (each
semester)

1) 10%; B) 8%; C) 4-6 digital campaigns that run for 5 weeks (with time off in
between), creation of a major sheet and web page; ) 3-4 stories (each
semester)

A)8%; B) 5%; C) 4-6 digital campaigns that run for 5 weeks (with time off in
between), creation of a major sheet and web page; D) 3-4 stories (each
semester)

A) 8%; B) 5%; C) 4-6 digital campaigns that run for 5 weeks (with time offin
between), creation of a major sheet and web page; D) 3-4 stories (each
semester)

Add 2 UG online programs: #1 Instrux

A) # of enrolled students in Online UG program #1

of program

Curricular of program

Implement program with 5 new students

A) 15 total students

A) 30 total students

Add 2 UG online programs: #1 Mktg.

Review metrics for the program's web page and see if traffic
increases during marketing pushes; review the

interest of incoming. wh

express an interest in for the # of
completed campaigns; set goals for the # of completed

A) % of online during campaign; B) % of students expressing
in interest in targeted majors; C) # of completed marketing campaigns; D) #

A) Establish the baseline for future years; B) Establish the baseline for future
years; C) 4-6 digital campaigns that run for 5 weeks (with time off in
between), creation of web page; D) 1-2 stories (each semester)

A) 10%; B) 8%; C) 4-6 digital campaigns that run for 5 weeks
between), updates to web page; D) 1-2 stories (each semester)

A) 10%; B) 8%; C) 4-6 digital campaigns that run for 5 weeks (
between), updates to web page; D) 1-2 stories (each semester)

A) 8%; B) 5%; C) 4-6 df mpaigns that run for 5 weeks (with time off in
between), updates to web page; D) 1-2 stories (a year)

A) 8%; B) 5%; C) 4-6 digital campaigns that run for 5 weeks (with time off in
between), creation of a major sheet and web page; D) 1-2 stories (a year)

Add 2 UG online programs: #2 Instrux

Add 2 UG online programs: #2 Mktg

Net new li

A) # of enrolled students in Online UG program #2

of program

Curricular of program

Implement program with 5 new students

A) 15 total students

A) 30 total students

Review metrics for the program's web page and see if traffic
increases during marketing pushes; review the

interest of incoming. wh

express an interest in for the # of
completed campaigns; set goals for the # of completed

A) % of online during campaign; B) % of students expressing
in interest in targeted majors; C) # of completed marketing campaigns; D) #

A) Establish the baseline for future years; B) Establish the baseline for future
years; C) 4-6 digital campaigns that run for 5 weeks (with time off in
between), creation of web page; D) 1-2 stories (each semester)

A) 10%; B) 8%; C) 4-6 digital campaigns that run for 5 weeks
between), updates to web page; D) 1-2 stories (each semester)

A) 10%; B) 8%; C) 4-6 digital campaigns that run for 5 weeks (
between), updates to web page; D) 1-2 stories (each semester)

A) 8%; B) 5%; C) 4-6 df -ampaigns that run for 5 weeks (with time off in
between), updates to web page; D) 1-2 stories (a year)

A) 8%; B) 5%; C) 4-6 digital campaigns that run for 5 weeks (with time off in
between), creation of a major sheet and web page; D) 1-2 stories (a year)

Add 3 Grad online programs: #1 Sust
Lead

Add 3 Grad online programs:

Positive net revenue. Sustained enrollment growth.
Increasing program completion rate. Sustained
of a satisfied

A)$ gross revenue; B) # of enrollees; C) Rate of program completion; D)
Corporate partner identified? Y/N; E) % corporate partner satisfaction with
employee outcomes

A) $104,250 gross revenue check approved FY24 budget. B) 10. CNA D) Y?
E)NA

A) $260,625 gross rev B) 25 C)80% D) Y2 E) 85%

A) $312,750 gross rev B) 30 C)85% D) Y? E) 90%

A) $364,875 gross rev B) 35 C)90% D) Y? E) 95%

A) $417,000 gross revenue. B) 40 C)93% D) Y? E) 98%

Review metrics for d see if traffic
increases during marketing pushes; review the
express an interest in for the # of A) % of onlin ing campaign; B) % of students

completed campaigns; set goals for the # of completed

in interest in targeted majors; C) # of completed marketing campaigns; D) #

A) Establish first year baseline B) Establish first vear baseline

A) Establish second year baseline; B) Establish second year baseline; C) 4-6
digital campaigns that run for 5 weeks (with time off in between), creation of
web page; D) 1-2 stories (each semester)

A) 10%; B) 8%; C) 4-6 digital campaigns that run for 5 weeks (with time off in
between), updates to web page; D) 1-2 stories (each semester)

A) 10%; B) 8%; C) 4-6 digital campaigns that run for 5 weeks (with time offin
between), updates to web page; D) 1-2 stories (each semester)

) 8%; B) 5%; C) 4-6 digital campaigns that run for 5 weeks (with time off in
between), updates to web page; D) 1-2 stories (a year)

Add 3 Grad online programs: #2
Clinical Mental Health

Add 3 Grad online programs:

Positive net revenue. ined

Increasing program completion rate. Sustained
a satisfied corporate partner.

AS ; 8) # of enrollees; C) Rate of program completion; D)
Corporate partner identified? Y/N; E) % corporate partner satisfaction with
employee outcomes

A) $150,120 gross rev B) 12 CJNA D) Y/N E) NA

A) $300,240 gross rev B) 24 C)80% D) Y/N E) 85%

Review metrics for the program's web page and see i traffic
increases during marketing pushes; review the
who

express an interest in this major; set goals for the # of
completed campaigns; set goals for the # of completed

A) % of online ing campaign; B) % of student:
5 0y 6 LG Gl s
of

A) Establish the baseline for future years; B) Establish the baseline for future
Years; C) 4-6 digital campaigns that run for 5 weeks (with time offin
between), creation of web page; D) 1-2 stories (each semester)

A) $425,340 gross revenue. B) 34 C)85% D) Y? E) 90%

A) 10%; B) 8%; C) 4-6 digital campaigns that run for 5 weeks (with time off in
between), updates to web page; D) 1-2 stories (each semester)

A) 10%; B) 8%; C) 4-6 digital campaigns that run for 5 weeks (with time off in
between), updates to web page; D) 1-2 stories (each semester)

Add 3 Grad online programs: #3
Instrux CEEE related

Positive net revenue. Sustained

Increasing program completion rate. Sustained
a satisfied

AS ; B) # of enrollees; C) Rate of program completion; D)
Corporate partner identified? Y/N; E) % corporate partner satisfaction with
employee outcomes

A) $125,100 gross rev B) 10 CINA D) Y/N E) NA

A) $312,750 gross rev B) 25 C)80% D) Y/N E) 85%

A) $437,850 gross revenue. B) 35 C85% D) Y? E) 90%
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Add 3 Grad online programs:

Add 2 3-2 UG/Grad by fall 2026:Instx

completed campaigns; set goals for the # of completed
Add 2 3-2 UG/Grad by fall 2026:Mktg

ininterest in targeted majors; C) # of completed marketing campaigns; D) #

years; C) 4-6 digital campaigns that run for 5 weeks (with time offin
between), creation of web page; D) 1-2 stories (each semester)

A) 10%; B) 8%; C) 4-6 digital campaigns that run for 5 weeks (with time offin
between), updates to web page; D) 1-2 stories (each semester)

Measures of Success Goal FY24 Goal FY25 Goal FY26 Goal FY27 Goal FY28

Review metrics for the program's web page and see if traffic

increases during marketing pushes; review the

express an interest in this major; set goals for the # of A) % of online traffic during campaign; B) % of students A) Establish the baseline for future years; B) Establish the baseline for future

completed campaigns; set goals for the # of completed ininterest in targeted majors; C) # of completed marketing campaigns; D) # years; C) 4-6 digital campaigns that run for 5 weeks (with time offin A) 10%; B) 8%; C) 4-6 digital campaigns that run for 5 weeks (with time offin | A) 10%; B) 8%; C) 4-6 digital campaigns that run for 5 weeks (with time off in
of stori i icati leted between), creation of web page; D) 1-2 stories (each semester) between), updates to web page; D) 1-2 stories (each semester) between), updates to web page; D) 1-2 stories (each semester)
A) # of enrolled students in Online UG program #2 of program Curricular of program Curricular of program 7 total students 14 total students

Review metrics for the program's web page and see if traffic

increases during marketing pushes; review the

express an interest in this major; set goals for the # of A) % of online traffic during campaign; B) % of students A) Establish the baseline for future years; B) Establish the baseline for future

A) 10%; B) 8%; C) 4-6 digital campaigns that run for 5 weeks (with time off in
between), updates to web page; D) 1-2 stories (each semester)

Complete Network Wiri

g 100MB to

Work is completed as scheduled

Work is completed as scheduled

Work is completed as scheduled

Work is completed a:

Work is completed

10GB (Thomas, Rickev. Mills) heduled

Increase Bandwidth heduled
T Instruction Technology Support

Position heduled

Core Network Server License Upgrade heduled

heduled

Backup Servers heduled

Work is completed as scheduled

sI-5

MIUST: Leadership & Belonging

Reduction in the wait time for students to see a counselor.
Increased number of students receiving counseling services.
Lower class absences due to mental health challenges.
Lower number of withdrawals due to reported mental health

Mental health support staffing issues in

A) Average wait time for student access to MH counselors B) % increase in #

of students receiving college provided MH services C) % decline in number #
of mental health related class abs D) % decline in # of wi for
MH reasons

Establish baseline

A) -5 days compared to baseline. B) +25%increase C) 25% decline D) 25%
decline

A)- 5 days compared to baseline. B) +25%increase C) 25% decline D) 25%
decline

A)-5 days compared to baseline. B) +25%increase C) 25% decline D) 25%
decline

A)- 5 days compared to baseline. B) +25%increase C) 25% decline D) 25%
decline

Greater student use of and engagement in Center activities.
Renovate Dr. Barbara Diggs Lyles (BDL) d

A) # of students who participate in Dr. Barbara Diggs Lyles House

Lower attrition of students from a range of

Center variety of categories.

B) Increase ion and pe g students from a

range of variety of categories.

Establish baseline

A) +20% over baseline B) see line 9 above for relative retention and
persistence rates

A) +30% over baseline B) see line 9 above for relative retention and
persistence rates

A) +40% over baseline B see line 9 above for relative retention and
i rates

A) +60% over baseline B) see line 9 above for relative retention and

Increased number of students living in the BDL House.
Lower attrition of students from a range of backgrounds and
variety of categories.

Renovate Res Hall Rooms in Dr.
Barbara Diggs Lvles (BDL) House

A) # of students who live in Dr. Barbara Diggs Lyles House B) Increase.
retention and persistence among students across a variety of categories.

Establish baseline

Establish baseline

A) full occupancy B) see line 9 above for relative retention and persistence
s

A) full occupancy B) see line 9 above for relative retention and persistence
rates

A) full occupancy B) see line 9 above for relative retention and persistence
es
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