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Provide summary of the last cycle’s use of results and changes implemented.

Using data gleaned from assessments relative to external users  we have:  limited press releases to two pages, updated faculty guide, redesigned University's web site in collaboration with former CTS and ETO offices.  Using data from assessments relative to internal users, we are encouraging greater internal dependence on electronic requests for services, as well as electronic review and approval where possible. Utilizing data from assessments relative to preferences among student constituents for local media, we have reallocated our purchases to provide a greater portion of purchase for radio and TV newscasts, reduced newspaper purchases and added web-based banner teasers and strategic emails.  We have redefined the associate director's role to a dedicated involvement in data-based marketing.  In addition, we have added  an assistant web master to better manage  web content and design.
Provide summary of budget decisions and their impact on your program/division.

No additional salary monies were required.  We reallocated current funds from the existing promotional budget to the redefined associate director position Effective Sept. 1, 2005, the office will be known as the Office of Public Relations, Marketing and Information Services (PRMIS). The assistant webmaster position was reassigned from the former CTS-ETO (now OIT) Some equipment and travel monies will be requested to provide for these positions.



Institutional Mission

Texas A&M International University, a Member of The Texas A&M University System, prepares students for leadership roles in their chosen profession in an increasingly complex, culturally diverse state, national, and global society … Through instruction, faculty and student research, and public service, Texas A&M International University embodies a strategic point of delivery for well-defined programs and services that improve the quality of life for citizens of the border region, the State of Texas, and national and international communities.

Academic Program/Administrative/Educational Support Unit Mission

The mission of the Office of Public Affairs and Information Services (now PRMIS) is to provide regular, strategic and integrated public relations services (including media, external relations,  publications, marketing and internal relations) about the University's programs and services that improve the quality of life for its constituents.

Identify outcomes and relationship to Strategic Plan

Outcome 1
Media External Relations

Identify Strategic Plan Goal related to Outcome 1

 FORMDROPDOWN 

Identify Strategic Plan Objective and Strategy related to Outcome 1 (Appendix A – Strategic Goals)

 SEQ CHAPTER \h \r 1Strategy 1.5.5: To creatively partner with academic and existing campus media facilities to augment the University's media capabilities to promote its service to regional users.

Methods of assessment

Web-based online survey to members of print, electronic and new media to gauge satisfaction with services provided to them by Office.
Frequency of administration

Annual
Criteria/Benchmark

Forty-five percent of  respondents will rank services as satisfactory or higher.



Outcome 2
Publications

Identify Strategic Plan Goal related to Outcome 2

 FORMDROPDOWN 

Identify Strategic Plan Objective and Strategy related to Outcome 2 (Appendix A – Strategic Goals)

 SEQ CHAPTER \h \r 1Strategy 1.5:1: Promote the University's strengths through vehicles which showcase the colleges and special programs. 

Methods of assessment

Online followup survey delivered to all parties requesting services from Office to gauge satisfaction with design, content and final product of services provided by the Office.  
Frequency of administration

Continuous.
Criteria/Benchmark

45% of internal respondents will indicate that services are satisfactory or higher.



Outcome 3
Marketing

Identify Strategic Plan Goal related to Outcome 3

 FORMDROPDOWN 

Identify Strategic Plan Objective and Strategy related to Outcome 3 (Appendix A – Strategic Goals)

 SEQ CHAPTER \h \r 1Strategy 1.5.3:  Implementation and refinement of the University-wide integrated promotion and marketing plan to reflect appropriate market segmentation  and consistent responses to same.

Methods of assessment

On line survey delivered to currently enrolled students to determine their media preferences. 
Frequency of administration

Alternate Fall/Spring semesters.
Criteria/Benchmark

Representative response from those receiving survey.


When (term/date) was assessment conducted?

Outcome 1

Fall 2004
Outcome 2

Fall 2004
Outcome 3
Spring 2005

What were the results attained (raw data)?
Outcome 1

75 surveys delivered, 19 % responded.
Outcome 2

110 surveys, 23% responded. 
Outcome 3
85 responses received.

Who (specify names) conducted analysis of data?  

Outcome 1

Jessica Ratliff
Outcome 2

Jessica Ratliff
Outcome 3
Jessica Ratliff

When were the results and analysis shared with the department chair/director?  Minutes with data analysis submitted to assessment@tamiu.edu? (Please use Minutes Template)
Yes, results shared.  

PAIS STAFF MEETING 

MINUTES 

Spring 2004, May 22, PAIS Office

Members Present:  Harmon, Ratliff, L. Martinez, D. Martinez, Clamont, Garcia 

Members Absent: 

Agenda Item
Discussion
Action
Person Responsible

1 Goal 1 from  Assessment Report Jessica Ratliff

Results of survey were reported by Jessica Ratliff.




2 Week's Work Load
 Steve Harmon



3 Planned News Releases  Steve Harmon



4 Brainstorm for Prism     Steve Harmon



5 Upgrade for WWW

Steve Harmon


Data Analysis Report included below:

75 journalists received the request to participate in on-line survey.  19 percent responded. All respondents said they were satisfied, the highest survey mark, with services provided by PAIS. Key items in responses  showed a preference to shorter releases, a retooling of On-line Resources/Faculty Guide and note was made of some difficulty in navigating tamiu.edu.

Staff discussed response to the survey results and the following were considered actionable:

Limiting size of press releases to two pages tops; offering a compilation "Briefs" of top stories in shorter versions; updating the Faculty Guide; a redesign of the PAIS web site as part of tamiu.edu web site is planned.

--

PAIS STAFF MEETING 

MINUTES 

Spring, January 25, 2005, PAIS Office

Members Present: Harmon, Ratliff, L. Martinez, D. Martinez, Clamont, Garcia, Whitfield-Barrientos  

Members Absent: 

Agenda Item
Discussion
Action
Person Responsible

1 Goal 2 from  Assessment Report Jessica Ratliff

Results of survey were reported by Jessica Ratliff.




2 Week's Work Load
 Steve Harmon



3 Planned News Releases  Steve Harmon



4 35th Anniversary Discussion    Steve Harmon



5 PAIS WWW Redesign
Steve Harmon


Data Analysis Report included below:

110 Surveys were delivered.  23% were responded to.  All gave the Office the highest score (Satisfied) on a four-point scale. Key items in responses  showed confusion with request process for jobs from Office, lack of familiarity with services available. 

Staff discussed response to the survey results and the following were considered actionable: redirecting all requests for services to our www site, while offering a clearer explanation of services/ process on same site. In addition to encouraging greater internal dependence on electronic requests for services, we can also institute an electronic review and approval process where possible.

 PAIS STAFF MEETING 

MINUTES 

Spring 2005, March 21, 2005, PAIS Office

Members Present: Harmon, Ratliff, L. Martinez, D. Martinez, Clamont, Garcia, Whitfield-Barrientos, Zuniga.  

Members Absent: 

Agenda Item
Discussion
Action
Person Responsible

1 Goal 3 from  Assessment Report Jessica Ratliff

Results of survey were reported by Jessica Ratliff.




2 Week's Work Load
 Steve Harmon



3 Planned News Releases  Steve Harmon



4 Status on Budget Preparations     Steve Harmon



5 Status on Photo Archive Project   Rudy Zuniga, Student Intern


Data Analysis Report included below:

Hard to determine how many received embedded link requesting response.  Possibly 3000+, but responses  numbered 85.

Responses revealed more late night viewing habits for TV, surprising interest in radio,  and a steady decline in newspaper reading habits.  Students indicate a preference for email contact and are more routinely visiting the University's web site for news.  

Staff discussed response to the survey results and the following were considered actionable:

Reallocate media purchases to reflect greater use of TV, esp. late night, radio and reduce presence in newspaper.  Try and identify ways to use email messaging and more regularly use web banners to help add visual intrigue to University web site and to encourage revisitations.



Has the assessment documentation (i.e., surveys, rubrics, course exams with embedded questions, etc.) been submitted to the Office of Institutional Effectiveness and Planning?

Yes
What changes, if any, based on the data have been recommended?

Outcome 1

Suggestions from assessment data has been used to limit press releases to two pages, we have  updated faculty guide, redesigned University's web site in collaboration with former CTS and ETO offices.
Outcome 2

Data from assessments relative to internal users has encouraged greater internal dependence on electronic requests for services, as well as electronic review and approval where possible. 
Outcome 3
Utilizing data from assessments relative to preferences among student constituents for local media, we have reallocated our purchases to provide a greater portion of purchase for radio and TV buys, increased news and late evening buys, reduced newspaper purchases and added web-based banner teasers and strategic emails.

What are the implications of the recommended changes?

A tighter operation with more relevant news media service, a greater awareness of service needs of internal audiences, a greater realization of the need to redfine the Office to address critical marketing needs.  This has resulted in the redefinition of  the associate director's role to a dedicated involvement in data-based marketing.  We have also incorporated an assistant web master to better manage  web content and design duties now assigned to this office
Will resources be affected by the recommended changes?    FORMCHECKBOX 
 Yes      FORMCHECKBOX 
 No

If so, specify the anticipated effect(s) using the chart below:

	Funding
	Physical
	Other

	 FORMCHECKBOX 


	New resources required


	 FORMCHECKBOX 
 
	New or reallocated space
	 FORMCHECKBOX 

	Primarily  faculty/staff time

	 FORMCHECKBOX 

 
	Reallocation of current funds
	
	
	 FORMCHECKBOX 


	University rule/ procedure change only

	
	
	
	
	 FORMCHECKBOX 

	Other:
Enter text here


Narrative description and justification for request including related strategy 
(Attach Budget Request ‘Form B’ and/or ‘Form C’)

With the University’s growth, there has emerged a clear need to have a dedicated function for marketing that is integrated with  communications efforts.  This would provide for a coordinated and comprehensive approach to marketing that could be applied across-colleges and programs, focusing on targeted growth areas and potential student markets. Data-driven and goals-oriented, this functional area enables the University to dedicate  and coordinate resources to marketing in a way never before attempted. Director of Public Affairs and Information Services would become Director of Public Relations, Marketing and Information Services. Associate Director of Public Affairs and Information Services will become Associate Director of Marketing, salary commensurate with field and Director-level pay scale. Supervision provided by Director of Public Relations.  *****(NEED TO ATTACH FORMS, PENDING FROM OFFICE OF BUDGET AND PAYROLL) 

What is the impact of budget decisions on program/division?

Renaming of Office, redefining role of associate director, addition of associate web master.
In the box below, provide information on the outcomes for the next assessment cycle:

	Outcomes for Next Assessment Cycle

	Continuation of previous outcome(s) - (Indicate reason for continuation):
Enter text here

	New Outcome(s) – (List outcomes below): 

Goal 1: 50% of respondents will rank services as satisfactory or higher

Goal 2: 50% of respondents will find services provided satisfactory or higher

Goal 3: 1%  of enrolled students will respond to survey seeking their feedback.


	Reason for changing outcome(s) – (How have the data gathered from current assessments influenced the change in outcomes?): We are seeking larger responses for existing survey tools in order to have more relevant data available for interpretation. 


Section I: Planning and Implementation





Section II: Analysis of Results





Section III:  Programmatic Review
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