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NEOSHO COUNTY COMMUNITY COLLEGE
BOARD OF TRUSTEES

AGENDA

February 11, 2016 —5:30 P.M.
Student Union — Room 209
Call to Order
Roll Call

Public Comment

Presentation of Educator of the Year Award
Approval of the Agenda

Consent Agenda

A. Minutes from January 14, 2016

B. Claims for Disbursement for January 2016

C. Groundskeeper Job Description

D. Personnel

E. Director of Outreach Programs-Neosho County Job Description
Reports

A. Faculty Senate — Richard Webber

B. Marketing Master Plan — Claudia Christiansen/Richard Webber
C. Online —Marie Gardner

D. Treasurer — Sandi Solander

E. President — Dr. Brian Inbody

Old Business

New Business

A. Resolution 2016-1:  Bids for Gym HVAC Fabric Ducting
B. Resolution 2016-2: 2016-2018 Academic Calendar
C. Resolution 2016-3:  Tuition and Fees Increase

Adjournment



NEOSHO COUNTY COMMUNITY COLLEGE
BOARD OF TRUSTEES

MINUTES

February 11, 2016 — 5:30 P.M.
Student Union — Room 209

CALL TO ORDER

David Peter called the meeting to order at approximately 5:30 p.m. in Room 209 of the Student
Union.

ROLL CALL

The following members were present: Kevin Berthot, Lori Kiblinger, David Peter, Dennis Peters,
and Jenny Westerman. Charles Boaz was absent.

Also in attendance were Jane Brophy, Claudia Christiansen, Kerrie Coomes, Marie Gardner,
Denise Gilmore, Dr. Brian Inbody, Brenda Krumm, Mark Miller, Steve Murry, Kent Pringle, Kerry
Ranabargar, Sarah Robb, Mike Saddler, Ben Smith, Sandi Solander, Richard Webber, and The
Chanute Tribune.

PUBLIC COMMENT

Mark Miller, president of the Chanute Chamber of Commerce, acknowledged Steve Murry as the
winner of the Chamber’s Educator of the Year Award.

APPROVAL OF THE AGENDA

On motion by Dennis Peters and second by Jenny Westerman the agenda was approved as
printed.

CONSENT AGENDA

On motion by Dennis Peters and second by Lori Kiblinger the following items were approved
unanimously by consent:

A. Minutes from January 14, 2016
B. Claims for Disbursement for January 2016
C. Groundskeeper Job Description

For the past ten years, the college has employed a number of part-time, mostly seasonal,
workers to assist mainly with grounds-keeping functions at the college. These three or four
workers have typically been high school or college students that are able to work some part
time during the academic year and also usually work full time during the summer hours
while maintaining a year-round weekly employment average of 28-29 hours or less. The
following job description is being created to formalize the positions and ensure compliance
with college policies. It was the president’s recommendation that the Board approve the
part-time Groundskeeper job description.



GROUNDSKEEPER

Reports to: Director of Facilities
Classification: Part-time, 12-month Employee
Pay Status: Hourly, Non-exempt, Level |
Fringe Benefits per Board Policy
Starting Salary Range: $10.00-$11.00 per
hour Created: February 2016

Purpose of position: This position performs a variety of grounds-keeping and maintenance-related
functions for the college and reports to the Director of Facilities under his direct supervision.

Essential Functions:

1. Provide premiere quality service to all constituencies of the College.
2. Engage in continuous quality improvement and professional development.

Duties and Responsibilities:

1. Provide proactive premiere maintenance and upkeep of all campus grounds including mowing,
weed-eating, edging, reseeding, fertilizing, spraying of weeds, and planting of annuals and
perennials;

2. Maintain parking lots including line painting and patching of holes;

Assist with snow and ice removal as directed;

Assist the Director of Facilities in maintaining the fleet of vehicles, including the cleaning of the

fleet.

Maintenance and records of grounds equipment;

Setup and tear down of events;

Work at a professional pace and stay on course to get work schedule complete every day;

Assist and support the other maintenance and custodial staff where needed; and

Perform other duties as assigned by the Director of Facilities.

W

0 N

Required Knowledge, Skills and Abilities:

1. Ability to work effectively with all levels of employees;

Ability to project a positive and professional image to students, employees, and the public;
Ability to appropriately exercise independent initiative and judgment; and

Ability to learn and implement new procedures.

Ability to follow the procedures of the Do’s and Don’ts of grounds keeping instructions
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Education and Experience:
1. Must have completed two years of high school or equivalent; and,
2. Previous grounds-keeping work experience preferred.

Working Conditions:

1. Must have valid driver’s license;
2. Ability to stand, bend at the waist and stoop or squat while working on a regular daily basis
is required;



Ability to work off of a ladder or an elevated surface on an occasional basis is required;
Ability to reach and work overhead on an occasional basis is required;

Occasional lifting of up to 50 pounds from the floor to waist height is required;

Outside work will be required as necessary;

Evening and/or weekend work will be required; and

Some overtime may be required, as well as some flexibility in occasional early or late hours.
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Non-Discrimination (1/9/15)

Neosho County Community College affords equal opportunity to and does not discrimination against students, employees, and applicants
regardless of race, color, religion, sex (including pregnancy), sexual orientation, gender identity, ethnicity, national origin, ancestry, age,
disability, marital status, genetic information, status as a veteran, political affiliation, or other factors that cannot be lawfully considered in its
programs and activities, including admissions and employment, to the extent and as required by all applicable laws and regulations including
but not limited to Title VII of the Civil Rights Act of 1964, Title IX of the Education Amendments of 1972, Section 504 of the Rehabilitation Act of
1973, The Americans With Disabilities Act of 1990, The Americans With Disabilities Act Amendments Act of 2008, The Age Discrimination In
Employment Act of 1967, Title Il of the Genetic Information Act of 2008, Kansas Acts Against Discrimination, Section 188 of the Workforce
Investment Act, and any amendments to such laws and regulations.

The following offices have been designated to handle inquiries regarding the Non-Discrimination and to coordinate implementation of this
policy. They may be contacted to initiate an investigation under the policy or to answer questions regarding this policy.

Vice President for Operations
a/k/a Chief Operations Officer
Neosho County Community College
800 West 14th Street

Chanute, KS 66720

Telephone: (620) 432-0301

Students may in the alternative prefer to contact:

Dean of Student Services

Neosho County Community College
800 W. 14th Street

Chanute, KS 66720

Telephone: (620) 432-0304

Using the College's complaint or grievance process does not prohibit an employee or student from contacting or filing a complaint with
these agencies:

U.S. Department of Education Kansas Human Rights Commission (KHRC) Equal Employment Opportunity Commission (EEOC)
Office of Civil Rights Main Office, Topeka Kansas City Area Office

1010 Walnut Street 900 S.W. Jackson, Suite 851-S 400 State Avenue, Suite 905

3rd Floor, Suite 320 Topeka, KS 66612-1258 Kansas City, KS 66101

Kansas City, MO 64106 Telephone: (785) 296-3206 Telephone: (913) 551-5655

Telephone: (816) 268-0550 Toll Free: (888) 793-6874



D. Personnel

1. Request for Early Retirement

In accordance with Board Policy, Dale Ernst requested early retirement under the Early
Retirement Incentive policy. His last day will be July 15, 2016. He will be eligible for 15%
of his last annual contract salary ($8,137.80) and payable per the Early Retirement
Incentive policy. For the purpose of this retirement the Board is approving the benefit
year to begin July 1, 2017, and for the purpose of this retirement the Board is approving
his request that the payments begin in January 2017. He does not wish to continue on
the college’s health insurance plan.

Mr. Ernst began working for the college June 13, 2005, as the Assistant Dean of the
Ottawa campus. OnJuly 1, 2007, he was named Dean of the Ottawa campus. Mr. Ernst
will retire with 11 years of service at NCCC.

It was the president’s recommendation that the Board approve Mr. Ernst’s request for
early retirement.

2. Request for Early Retirement

In accordance with Board Policy, Linda Jones requested early retirement under the Early
Retirement Incentive policy. Her retirement will be effective June 1, 2016. She will be
eligible for 18% of her current salary ($9,447.12) and payable per the Early Retirement
Incentive policy. She has requested the payments begin in July 2016. She has also
expressed her intent to continue on the college’s health insurance plan until further
notice or until she reaches age 65.

Ms. Jones began teaching full time for the college in 1985, after having served as an
adjunct instructor. She has served as the applied science division chair since 2003.
During her tenure, she led the business unit in earning and maintaining accreditation
with the Accreditation Council for Business Schools and Programs (ACBSP). She is
currently the ACBSP Region 5 representative on the national Digital Media
Communications Committee. She led the development of programs in Accounting,
Business Administration, Computer Information Systems, Computer Support Specialist,
Management, Marketing, and Office Technology to meet ACBSP standards. She
restructured accounting courses to facilitate transfer, and developed classes in
QuickBooks and payroll to enhance the curriculum. She has served on almost every
committee on campus, including several NCA/HLC steering committees, and currently
serves as co-chair of the Curriculum Committee. She has sponsored/co-sponsored
student organizations, including the Business and Innovation Club. She was honored to
be selected as a NISOD award winner and also to be named 2013 Advisor of the Year.
Ms. Jones will retire with 31 years of service at NCCC.

It was the president’s recommendation that the Board approve Ms. Jones’ request for
early retirement effective June 1, 2016.

3. Resignation of Assistant Dean of Outreach and Workforce Development

It was the president’s recommendation that the Board accept the resignation of Karen
Bertels, Assistant Dean of Outreach and Workforce Development, at the end of her
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2015-2016 contract. Ms. Bertels will be retiring at the end of her current contract and is
requesting that her contract not be renewed for 2016-2017.

Resignation of Director of Human Resources

It was the president’s recommendation that the Board accept the resignation of Kathy
McMillen as Director of Human Resources. Ms. McMillen's resignation shall be effective
February 19, 2016.

Resignation of Accounting Specialist

It was the president’s recommendation that the Board accept the resignation of Karin
Jacobson as Accounting Specialist pending her appointment as Director of Human
Resources.

Resignation of CLC Associate

It was the president’s recommendation that the Board accept the resignation of Lindsey
Donovan as part-time CLC Associate pending her appointment as the STARS Student
Support and Data Specialist.

Resignation of Part-time Switchboard/Office Services Clerk

It was the president’s recommendation that the Board accept the resignation of Connie
Slaughter as part-time Switchboard/Office Services Clerk. Ms. Slaughter’s resignation
shall be effective February 24, 2016.

Director of Human Resources

It is my recommendation that the Board approve the employment of Karin Jacobson as
Director of Human Resources. Ms. Jacobson received Level | and Level Il Management
Certificates, Level | and Level Il Accounting Certificates, Associate of Science and
Associate of Applied Science Degrees in Accounting from NCCC; a Bachelor of Science
degree from DeVry University; and is currently working on her Master’s Degree from
Keller Graduate School of Management at DeVry University.

Ms. Jacobson began working at NCCC in July of 2011 as the Accounts Payable/Payroll
Clerk and has been the Accounting Specialist since October 2012.

Ms. Jacobson will be paid an annual salary of $33,000 (Administration) with a $2,000
increase upon completion of her Master’s Degree. Her start date will be February 22,
2016.

STARS Student Support and Data Specialist

It was the president’s recommendation that the Board approve the employment of
Lindsey Donovan as the STARS Student Support and Data Specialist. Ms. Donovan has a
Library Information Technology Certificate from Mesa Community College, Mesa, AZ; an
Associate of Science degree with an emphasis on Business Management from NCCC; and
plans to start working on a Bachelor of Business Administration in Management through
Fort Hays State University in the fall.

Ms. Donovan began working at NCCC in July of 2014 as a part-time associate in the
Chapman Learning Center.



Ms. Donovan will be paid $10.85 an hour (Level 3) beginning February 22, 2016.

10. Bus Driver

It was the president’s recommendation that the Board approve the employment of Larry
Alexander as a part-time Bus Driver.

Mr. Alexander’s previous work experience includes working as a teacher/coach for USD
401, Chase, KS; USD 446, Independence, KS; and USD 283, Longton, KS.

Mr. Alexander will be paid $12.50 an hour (Level 5) (listed as Level 1 in Agenda in error)
beginning February 16, 2016.

E. Director of Outreach Programs-Neosho County Job Description

The resignation of the Assistant Dean of Outreach and Workforce Development at the end
of this contract year prompted a review of that position. It was recommended that the
position be reduced to a director-level position and that the three major tasks of the
position — Retired Senior Volunteer Program, Surgical Technology Program and Occupational
Therapy Assistant Program — be reassigned to report directly to the Dean of Outreach and
Workforce Development.

It was the president’s recommendation that the Board approve a new position titled
Director of Outreach Programs-Neosho County. A copy of the job description follows.



DIRECTOR OF OUTREACH PROGRAMS — NEOSHO COUNTY

Reports to: Dean of Outreach and Workforce Development
Classification: Full-time, 12-month Employee
Pay Status: Administrative, exempt
Fringe Benefits per Board Policy
Starting Salary Range: $35,000-$45,000
Created: 02/2016

This position reports to the Dean of Outreach and Workforce Development and has responsibility
for assisting with the administration and supervision of in-district outreach and workforce
development activities of the college. In addition, this position will oversee the adjunct instructors
teaching in Neosho County outreach programs. Duties include, but are not limited to:

Essential Functions:

1. Provide premiere quality service to all constituencies of the College.
2. Engage in continuous quality improvement and professional development.

Duties and Responsibilities:

1. Work directly with the Dean in scheduling outreach and workforce development credit and non-

credit courses.

Establish solid networks within the secondary schools in the county service area.

Develop course offerings necessary to meet the needs of the county service area secondary students;

Grow enrollment for the college by seeking new markets.

Arrange for adjunct faculty, create adjunct contracts, and conduct adjunct evaluations.

Provide orientation and training to adjunct faculty.

Assist with operation of the outreach and workforce development department, including program

review.

Coordinate the Lifetime Learning program targeting senior citizens.

9. Assist with summer programming for youth.

10. Assist Dean with instituting and expanding programs of community service in the service area.

11. Assist in the preparation of promotional brochures and advertising to be used in effective promotion
of outreach and workforce development programs.

12. Assist in the development and implementation of a program of recruitment for outreach and
workforce development.

13. Assist the Dean in seeking grant opportunities to expand existing programs or add new programs in
coordination with the NCCC mission statement.

14. Participate in civic, recreational, and social activities of the community.

15. Perform other duties as assigned by the Dean of Outreach and Workforce Development.
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Required Knowledge, Skills and Abilities:

1. Demonstrated ability to learn and disseminate detailed information using a high level of
interpersonal and writing skills

2. Ability to lead a team of professionals effectively.

Sensitivity to, and awareness of, confidential materials.

4. Ability to work effectively with diverse populations.
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High level of organizational and coordinating skills.

Ability to establish rapport with students and staff.

Ability to exercise sound judgment.

Willingness and ability to work as a member of a team.

Must possess a service mentality toward students, parents, faculty and other staff members.

LN WU

Education and Experience:

1. Bachelor’s Degree required.

2. Master’s Degree preferred.

3. Experience in curriculum development, preferably with knowledge of the technical program approval
process in Kansas.

4. 3+ years of experience at a community college preferred.

5. Knowledge of grants and grant writing preferred.

Working Conditions:

Work is normally performed in a typical interior/office work environment.
Occasional evening hours required.

No or very limited physical effort required.

No or very limited exposure to physical risk.

Reliable transportation required.
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Non-Discrimination (1/9/15)

Neosho County Community College affords equal opportunity to and does not discrimination against students, employees, and
applicants regardless of race, color, religion, sex (including pregnancy), sexual orientation, gender identity, ethnicity, national origin,
ancestry, age, disability, marital status, genetic information, status as a veteran, political affiliation, or other factors that cannot be
lawfully considered in its programs and activities, including admissions and employment, to the extent and as required by all applicable
laws and regulations including but not limited to Title VIl of the Civil Rights Act of 1964, Title IX of the Education Amendments of 1972,
Section 504 of the Rehabilitation Act of 1973, The Americans With Disabilities Act of 1990, The Americans With Disabilities Act
Amendments Act of 2008, The Age Discrimination In Employment Act of 1967, Title Il of the Genetic Information Act of 2008, Kansas
Acts Against Discrimination, Section 188 of the Workforce Investment Act, and any amendments to such laws and regulations.

The following offices have been designated to handle inquiries regarding the Non-Discrimination and to coordinate implementation of
this policy. They may be contacted to initiate an investigation under the policy or to answer questions regarding this policy.

Vice President for Operations
a/k/a Chief Operations Officer
Neosho County Community College
800 West 14th Street

Chanute, KS 66720

Telephone: (620) 432-0301

Students may in the alternative prefer to contact:

Dean of Student Services

Neosho County Community College
800 W. 14th Street

Chanute, KS 66720

Telephone: (620) 432-0304



Using the College's complaint or grievance process does not prohibit an employee or student from contacting or filing a complaint with
these agencies:

U.S. Department of Education Kansas Human Rights Commission (KHRC) Equal Employment Opportunity Commission (EEOC)

Office of Civil Rights Main Office, Topeka Kansas City Area Office
1010 Walnut Street 900 S.W. Jackson, Suite 851-S 400 State Avenue, Suite 905
3rd Floor, Suite 320 Topeka, KS 66612-1258 Kansas City, KS 66101
Kansas City, MO 64106 Telephone: (785) 296-3206 Telephone: (913) 551-5655
Telephone: (816) 268-0550 Toll Free: (888) 793-6874
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VL.

VII.

VIIL.

A

REPORTS

attachment.

Faculty Senate — Richard Webber reported on what the Faculty Senate was doing. See

B. Marketing Master Plan — Richard Webber and Claudia Christiansen reported on the
Marketing Master Plan. See attachments.

C. Online —Marie Gardner reported on the Online campus. See attachement.

D. Treasurer —Sandi Solander presented her treasurer’s report. Revenue for the month of
January was $3,983,117.41 and disbursements were $1,287,811.89. See attachments.

E. President— Dr. Brian Inbody gave a president’s report. See attachment.

OLD BUSINESS

There was no old business to discuss.

NEW BUSINESS

A. Bids for Gym HVAC Fabric Ducting

When the college undertook the energy performance contract (EPC) in 2005, improvements
were made to the cooling system to handle the additional load for cooling the gymnasium.
Replacement of the ducting in the gym was outside the scope of the EPC and the existing
gym ducting for heating was not properly insulated to handle air conditioning at the time.

Replacement of the gym ducting was integrated into the Capital Improvement Plan (CIP)
under the auspices of the Facilities Master Plan (FMP) for the college in 2008, scheduled for

implementation in 2016. As such, staff contacted several local and regional HVAC

contractors to begin discussions to replace the current gym HVAC ducting. After preliminary
discussions, bid specifications for the replacement of the ducting with fabric ducting were
developed. Ads were placed in the local paper and bid specifications were sent to the
following companies:

Company Name

Company Location

Comfort Contractors, Inc.

Chanute, KS

Dean E. Norris, Inc. Wichita, KS
Five Star Mechanical, Inc. Lenexa, KS
The Waldinger Corporation Wichita, KS

A copy of the bid specs is attached. Two bids were received that met bid specifications. A

matrix of the bids follows:
Company Name Base Bid Option 1 Option 2 Total
Five Star Mechanical, Inc. $41,489.00 $2,822.00 $2,225.00 | $46,536.00
The Waldinger Corporation $21,996.00 $2,426.00 $3,299.00 | $27,721.00

After review of the bids with the Vice President for Operations and Director of Facilities, it
was recommended that the board accept the base bid only from the Waldinger Corporation
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of $21,996.00. The optional elements of the bid will be postponed and undertaken with
other HVAC projects when feasible. Funding for the purchase will come from fees.
Resolution 2016-1

RESOLVED, that the Board of Trustees of Neosho County Community College approves the
acceptance of the bid from the Waldinger Corporation for $21,996.00 for installation of
HVAC fabric ducting in the gymnasium.

Upon motion by Dennis Peters and second by Kevin Berthot the above resolution was
approved unanimously.
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Gym HVAC Fabric Ducting
Invitation to Bid

The Board of Trustees of Neosho County Community College (NCCC) is seeking bids for the
installation of gym HVAC fabric ducting at our Chanute gymnasium facility located at 800 W.
14™ Street, Chanute, KS. In order to bid, contractors MUST meet with Kyle Seufert,
Director of Facilities, to inspect the site and pick up bid specs. Written bids must be
submitted to NCCC by 12:00 p.m. (noon), Monday, February 8", 2016. We are looking for a
turnkey operation. Contracted work must include, but not limited to, the following bulleted
services:

Base Bid

o All labor, plywood, plastic to protect gym floor, removal of existing metal
duct from building and disposed into a contractor-provided dumpster to be
removed from premises.

o Furnish any necessary labor, plywood, plastic to protect gym floor.
Contractor will be responsible for any damages caused to existing gym floor
throughout the demo and installation process.

o Furnish quantity two (2) new 105’ runs of fabric ducting straight through
gym where existing main duct penetrates wall. All cable, hardware &
hangers included. Contractor must provide detailed specifications on the
fabric ducting, cable and fasteners and installation. Contractor to provide
color availability of fabric material with bid. Contractor should provide
fabric sample if possible with bid.

o Install duct sox. All penetrations through exterior walls must be properly
sealed.

o Reinsulate existing ducting from HVAC unit to gym wall.

o Contractor provide manifold that converts rough dimension of 3'x4’
rectangle to round of fabric ducting.

o Contractor will coordinate installation date and times with Kyle Seufert.

o Exact installation of the fabric ducting will be approved in advance by Kyle

Seufert.

Option 1: Slow start-up fan

O

Provide slow starter contact for existing fans which must integrate with
existing control system.

Option 2: Humidity sensor

O

Provide humidity sensor to monitor existing water valve which must
integrate with existing control system.

The Contractor will provide all equipment necessary to perform the work. If selected, failure
to comply with above specifications may result in the immediate cancellation of contract by

NCCC.
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Gym HVAC Fabric Ducting
Bid Summary

Basebid S
Optionl $
Option2 S

Contact Kyle Seufert 316-377-8911 with any questions. In order to bid, contractors MUST
meet with Kyle Seufert, Director of Facilities, to inspect the site and pick up bid specs.
Questions concerning any of the specifications should be directed to:

Kyle Seufert, Director of Facilities
620-432-0402

316-377-8911 cell
kseufert@neosho.edu

All bids must be submitted in a sealed envelope marked “Gym HVAC Fabric Ducting” to:

Neosho County Community College
Attn: Sandi Solander, CFO

800 West 14" Street

Chanute, KS 66720

before 12:00 p.m. (noon), Monday, February 8", 2016. Bids shall be opened at 12:00 p.m.
(noon), on Monday, February 8", 2016 in the Student Services office in Sanders Hall on the
Chanute campus. We anticipate that a recommendation on the bids will be made to the
NCCC Board of Trustees at the board meeting at 5:30 p.m. on Thursday, February 11", 2016
in Room 209 of the Student Union on the Chanute campus. The Board of Trustees reserves
the right to reject any or all bids and to determine whether or not specifications have been
met. Bids are expected to be firm quotations and should not be presented as estimates.

Bidder must sign below and return this document with bid indicating agreement with
specifications and terms as stated above.

| have read and understand the terms and specifications of the request for sealed bid
above and will comply with such terms and specifications.

Company Name (printed)

Individual Name (printed)

Individual Name (signed)

Date
14



B. 2016-2018 Academic Calendar

Every two years the Board of Trustees is asked to approve a new academic calendar.
Attached is the proposed Academic Calendar for academic years 2016-2017 and 2017-2018.
The start and end dates for courses coincide with the same schedule for the University of
Kansas. It was the president’s recommendation that the Board approve the following 2016-
2018 academic calendar.
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Academic Calendar

Fall Semester - 2016

Aug1

Aug 15
Aug 16
Aug 19

Aug 22
Aug 22
Sept 5
Sept 12
Sept 16
Sept 26
Oct 14
Oct 14
Oct 17
Nov 18
Nov 21-25

Dec 6-12

Dec9
Dec9-15
Dec 12
Dec 13-15

Dec 15
Dec 16
Dec 19

Dec 23-Jan 2

Fall Intersession Classes Begin
Faculty Report

In-Service (college closed)

Fall Intersession Classes

End

Classes Begin

First 8 Week Classes Begin
Labor Day (college closed)

12 Week Classes Begin
Citizenship Day (observed)
Middle 8 Week Classes Begin
First 8 Week Classes End

Mid Term

Last 8 Week Classes Begin
Middle 8 Week Classes End
Thanksgiving Break (college
closed)

Finals (Chanute Night/Ottawa
Block)

12 Week Classes End

Finals (Online/Hybrid)

Fall Classes End

Finals (Chanute Day/Ottawa Non-
Block)

Last 8 Week Classes End
Faculty Assessment/Duty Day
Wintersession Classes Begin
(4 Week)

Christmas Break (college closed)

Spring Semester - 2017

Jan 3

Jan9

Jan 10
Jan 15
Jan 16

Jan 17
Jan 17
Feb 6
Feb 20
Mar 10
Mar 10
Mar 13
Mar 20-24
Apr 14
Apr 21
May 3-9

Wintersession Classes Begin
(2 Week)

Faculty Report

In-Service (college closed)
Wintersession Classes End
Martin Luther King Day
(college closed)

Classes Begin

First 8 Week Classes Begin
12 Week Classes Begin
Middle 8 Week Classes Begin
First 8 Week Classes End
Mid Term

Last 8 Week Classes Begin
Spring Break

Good Friday (college closed)
Middle 8 Week Classes End
Finals (Chanute Night/
Ottawa Block)

May 5 12 Week Classes End

May 6-12 Finals (Online/Hybrid)

May 9 Spring Classes End

May 9 Tuesday Classes are Friday Classes
(day classes only)

May 10-12 Finals (Chanute Day/Ottawa
Non-Block)

May 12 Last 8 Week Classes End

May 12 Commencement 7:00 p.m.

May 15-16 Faculty Assessment Days

May 15 Intersession Classes Begin

May 17 Faculty Duty Day

May 26 Intersession Classes End

May 29 Memorial Day (college closed)

During summer 2017 NCCC is closed on Fridays,
May 26 - August 4

SummerI-2017

June 5 Summer I Begins (4 Week Classes)
June 5 8 Week Classes Begin
June 29 Summer I Ends (4 Week Classes)

Summer Il - 2017

July 3 Summer Il Begins (4 Week Classes)
July 4 Independence Day (college closed)
July 27 Summer II Ends (4 Week Classes)
July 27 8 Week Classes End

July 31 Fall Intersession Classes Begin

Aug 18 Fall Intersession Classes End
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Academic Calendar (cont.)

Fall Semester 2017

July 31 Fall Intersession Classes Begin

Aug 14 Faculty Report

Aug 15 In-Service (college closed)

Aug 18 Fall Intersession Classes End

Aug 21 Classes Begin

Aug21 First 8 Week Classes Begin

Sept 4 Labor Day (college closed)

Sept11 12 Week Classes Begin

Sept 18 Citizenship Day (observed)

Sept 25 Middle 8 Week Classes Begin

Oct13 First 8 Week Classes End

Oct13 Mid Term

Oct16 Last 8 Week Classes Begin

Nov 17 Middle 8 Week Classes End

Nov 20-24 Thanksgiving Break (college
closed)

Dec5-11 Finals (Chanute Night/Ottawa
Block)

Dec 8 12 Week Classes End

Dec 8-14 Finals (Online/Hybrid)

Dec 11 Fall Classes End

Dec 12-14 Finals (Chanute Day/Ottawa
Non-Block)

Dec 14 Last 8 Week Classes End

Dec 15 Faculty Assessment Day

Dec 18 Faculty Duty Day

Dec 18 Wintersession Classes Begin
(4 Week)

Dec 23-Janl Christmas Break (college closed)

Spring Semester - 2018

Jan 2

Jan 8
Jan9
Jan 14
Jan 15

Jan 16
Jan 16
Feb 5

Wintersession Classes Begin
(2 Week)

Faculty Report

In-Service (college closed)
Wintersession Classes End

Martin Luther King Day (college

closed)

Classes Begin

First 8 Week Classes Begin
12 Week Classes Begin

Feb 19
Mar 9
Mar 9
Mar 12
Mar 19-23
Mar 30
Apr 20
May 2-8

May 4
May 5-11
May 8

May 8
May 9-11

May 11
May 11
May 14
May 14-15
May 16
May 25
May 28

Middle 8 Week Classes Begin
First 8 Week Classes End
Mid Term

Last 8 Week Classes Begin
Spring Break (college closed)
Good Friday (college closed)
Middle 8 Week Classes End
Finals (Chanute Night/Ottawa
Block)

12 Week Classes End

Finals (Online/Hybrid)
Tuesday Classes are Friday
Classes (day classes only)
Spring Classes End

Finals (Chanute Day/Ottawa
Non-Block)

Last 8 Week Classes End
Commencement 7:00 p.m.
Intersession Classes Begin
Faculty Assessment Days
Faculty Duty Day
Intersession Classes End
Memorial Day (college closed)

During summer 2018 NCCC is closed on Fridays,
May 25 - August 3

SummerI-2018

June 4
June 4
June 28

Summer [ Begins (4 Week Classes)
8 Week Classes Begin
Summer [ Ends (4 Week Classes)

Summer Il - 2018

July 2
July 4
July 26
July 26
July 30
Aug 17

Summer II Begins (4 Week Classes)
Independence Day (college closed)
Summer II Ends (4 Week Classes)
8 Week Classes End

Fall Intersession Classes Begin
Fall Intersession Classes End

Note: For dates not listed on the academic calendar please contact the registration department. This calendar is
approved by the NCCC Board of Trustees, but is subject to change.



C.

Resolution 2016-2

Tuition and Fees Increases

1. A S$3.00 per credit hour increase in tuition
2. A S$2.00 per credit hour increase in the Ottawa building fee
3. A S$50.00 increase per semester to campus housing charges

RESOLVED, that the Board of Trustees of Neosho County Community College approves the
2016-2018 Academic Calendar as presented.

Upon motion by Kevin Berthot and second by Dennis Peters the above resolution was
approved unanimously.

Each year the Board of Trustees must set all tuition and fees for the coming academic year.
Attached is the proposed tuition and fee schedule for the 2016-2017 academic year. It has the
following changes:

It was the president’s recommendation that the Board approve the following 2016-2017 tuition
and fee schedule.

Neosho County Community College
Proposed Tuition and Fee Schedule

2016-2017
Proposed 2/11/16
S3increase in Tuition
S2 increase in Ottawa Building Fee
S50 increase in Housing Cost/Semester
Cr Hr Cr Hr
Neosho County Resident On Campus
Tuition S67 | (currently S64/cr hr)
Fees
Incidental $19
Student Union S5
Technology S7
Total Fees $31
Total Tuition & Fees $98
Neosho County Resident Off Campus
Tuition $67  (currently $64/cr hr)
Fees
Incidental $19
Student Union S0
Technology S7
Total Fees $26

Total Tuition & Fees

$93




Cr Hr Cr Hr
Neosho County Resident On Line
Tuition $67  (currently $64/cr hr)
Fees
On Line $30
Incidental $19
Student Union S0
Technology S7
Total Fees S56
Total Tuition & Fees $123
Kansas Resident Outside Neosho County
(Chanute) On Campus
Tuition $67  (currently $64/cr hr)
Fees
Incidental $19
Student Union S5
Technology S7
Out District S12
Total Fees $43
Total Tuition & Fees $110
Kansas Resident Outside Neosho County
(Chanute) Off Campus
Tuition S67 | (currently S64/cr hr)
Fees
Incidental $19
Student Union S0
Technology S7
Out District S12
Total Fees S38
Total Tuition & Fees $105
Kansas Resident Outside Neosho County On Line
Tuition $67  (currently $64/cr hr)
Fees
On Line S30
Incidental $19
Student Union S0
Technology S7
Out District S12
Total Fees $68
Total Tuition & Fees $135
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Cr Hr

Cr Hr

Kansas Resident Outside Neosho County
(Ottawa) On Campus

Tuition

S67

(currently $64/cr hr)

Fees

Incidental

$23

Building

$24

(currently $22/cr hr)

Technology

S7

Out District

$12

Total Fees

$66

(currently $64/cr hr)

Total Tuition & Fees

$133

Kansas Resident Outside Neosho County
(Ottawa) Off Campus

Tuition

S67

(currently $64/cr hr)

Fees

Incidental

$23

Building

$10

(currently $8/cr hr)

Technology

S7

Out District

$12

Total Fees

$52

(currently $50/cr hr)

Total Tuition & Fees

$119

Out-of-State Resident (Chanute) On Campus

Tuition

S67

(currently $64/cr hr)

Fees

Incidental

$19

Student Union

S5

Technology

S7

Out-of-State

$34

Total Fees

$65

Total Tuition & Fees

$132

Out-of-State Resident (Chanute) Off Campus

Tuition

$67

(currently $64/cr hr)

Fees

Incidental

$19

Student Union

S0

Technology

S7

Out-of-State

$34

Total Fees

$60

Total Tuition & Fees

$127
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Cr Hr Cr Hr
Out-of-State Resident On Line
Tuition $67  (currently $64/cr hr)
Fees
On Line $30
Incidental $19
Student Union S0
Technology S7
Out-of-State $34
Total Fees $90
Total Tuition & Fees $157
Out-of-State Resident (Ottawa) On Campus
Tuition $67  (currently $64/cr hr)
Fees
Incidental $23
Building S24 (currently $22/cr hr)
Technology $§7
Out-of-State S34
Total Fees $88  (currently $86/cr hr)
Total Tuition & Fees $155
Out-of-State Resident (Ottawa) Off Campus
Tuition $67  (currently $64/cr hr)
Fees
Incidental S23
Building S10 (currently $8/cr hr)
Technology S7
Out-of-State S34
Total Fees S74  (currently $72/cr hr)
Total Tuition & Fees $141
International (Chanute) On Campus
Tuition $140 | (currently $137/cr hr)
Fees
Incidental S23
Student Union S5
Technology S7
Out-of-US S12
Total Fees S47
Total Tuition & Fees $187
International (Chanute) Off Campus
Tuition $140  (currently $137/cr hr)
Fees
Incidental $19
Student Union S0
Technology S7
Out-of-US S12
Total Fees $38
Total Tuition & Fees $178
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Cr Hr Cr Hr
International On Line
Tuition $140 | (currently S137/cr hr)
Fees
On Line $30
Incidental $19
Student Union S0
Technology S7
Out-of-US S12
Total Fees $68
Total Tuition & Fees $208
International (Ottawa) On Campus
Tuition $140 | (currently S137/cr hr)
Fees
Incidental $23
Building S24 (currently $22/cr hr)
Technology $§7
Out-of-US S12
Total Fees $66  (currently $64/cr hr)
Total Tuition & Fees $206
International (Ottawa) Off Campus
Tuition $140 | (currently S137/cr hr)
Fees
Incidental S23
Building S10 (currently $8/cr hr)
Technology S7
Out-of-US S12
Total Fees $52  (currently $50/cr hr)
Total Tuition & Fees $192
Semester Residence Hall Changes Per Semester
Bideau Double $3,000 | (currently $2,950)
Bideau Single $3,750 | (currently $3,700)
NeoKan Double $3,000 | (currently $2,950)
NeoKan Single $3,750 | (currently $3,700)
Annual Residence Hall Application Fee $125
Book Rental Fee Per Credit Hour S16
Transcript Fee $7.25

Resolution 2016-3
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RESOLVED, that the Board of Trustees of Neosho County Community College approves the
2016-2017 tuition and fee schedule as set out above.

Upon motion by Dennis Peters and second by Lori Kiblinger the above resolution was
approved unanimously.




Adjournment

On motion by Dennis Peters and second by Kevin Berthot the meeting adjourned at 6:48 pm.

Respectfully submitted,

David Peter, Board Chair
Denise L. Gilmore, Board Clerk
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Kevin Blackwell - (Humanities Instructor, Liberal Arts Division Chair, Advisor of Beta Nu
Iota Chapter of Phi Theta Kappa) - Kevin attended the Phi Theta Kappa Faculty Scholar
Conference in Jackson Mississippi January 27- 30th. He was with 30 other scholars from
around the country and that were trained on Phi Theta Kappa’s new Honors Study Topic
for the next two years: “How the World Works: Global Perspective”. He heard
presentations by nationally known faculty and prepared for his role as Faculty Scholar
during the Honors Institute this June in North Carolina. He reports “It was an amazing
experience!”

Rita Drybread - (Co-Advisor of Omega lota chapter of Phi Theta Kappa, Math Instructor) -
Received a scholarship for herself and one student to attend the national Phi Theta Kappa
convention. The convention is in DC, April 7-9th,

Mindy Herron Ayers (Education Program Director, Honors Program Director,
History/Government Instructor)

— The Honors program now has 20 students!

— Writing contracts for instructors to support honor’s students with their projects.

— Poster presentation are set for Marth 30th.

— The education program will take 9 students to Pittsburg State to meet with the
education department on February 16th

— The History Club visited the Safari Museum on February 3rd. They had a blast!

— The History travel class is working on an itinerary for an upcoming trip to Virginia
the week of April 24th. The themes of the trip this year are: 1. The Civil War 2.
Slavery in Virginia and on Tobacco plantations 3. The legacy of the Civil War on the
South and how it is reflected in today’s culture. Students are currently researching
for the trip, reading “Confederates in the Attic”, and discussing current events such
as the issues with the Confederate Flag.

Linda Jones, CPA (Applied Science Division Chair, Accounting Instructor) -

The Business and Innovation Club Leadership Council met at Catty Shack for lunch on
February 5. They made plans for the semester, including designing T-shirts for the club
and developing a website for Catty Shack. Council member Rachel Plymesser has agreed to
develop the website for a project in her Honors Computer Concepts and Applications class.

The Business and Innovation Club was represented at the Panther Preview Day Activity
Fair on February 10 in the CLC. Richard Webber reported a good group of students coming
through to view the exhibit.



Follow-ups were recently conducted on students who earned business certificates last
year. The follow-ups addressed 18 students who earned a total of 35 certificates. Of those
students, thirteen are furthering their education, four are working in a related field, three
are working in an unrelated field, and one was not located. These results are typical with
the majority of business students following a transfer path.

Eric Row (Biology Instructor) - NCCC will host the Regional Science Fair on the Ottawa
Campus on Saturday, February 20, with judging to begin at 9:00 a.m. At this time, we have
41 projects registered and expect to have another 10-15 entries. All are welcome to attend
and volunteers are always welcome to help.

Pamela Covault MSN, RN, CNE (Director of Nursing) -

Susan Rhodes - MSN, RN (CNE Ottawa Nursing Site Coordinator/Nursing Instructor) -
Laura Mallett - MSN, RN (Nursing Faculty) -

The nursing department met with curriculum consultant Donna Ignatavicius for a two day
curriculum workshop on February 4th and 5t at the Ottawa campus. The focus of our work
these two days was developing teaching plans, learning strategies, and writing test
questions for the concept based curriculum. The faculty believe it was time very well
spent! Kristy Snyder and Susan Rhodes will be attending one of Donna’s conferences in
New Mexico at the end of the month to further their knowledge concerning implementation
of the curriculum so that they can coach the Ottawa faculty in this process.
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Introduction to Marketing Planning

The purpose of the marketing plan is to aid in designing marketing strategy, outline marketing
efforts, and coordinate every marketing activity for maximum effectiveness at minimum cost.

Marketing planning is a logical sequence and series of activities starting with the setting of
marketing goals, researching NCCC'’s strengths and weaknesses to better understand students
purchase decision, researching the environment NCCC functions within, breaking markets into
segments to target, researching to understand each target market, and using all research to
tormulate a plan of action to achieve marketing goals with a person of responsibility and
timetable assigned. Parties with marketing action assigned will perform actions as designated
and attempt to measure effectiveness. This plan is a living document and will require updating
on a regular basis, or as goals change, or better research data is made available, or effectiveness
of marketing activities is better understood.

Marketing Plan Explained: Goals, Strategies, Tactics, Target
Audiences & More

The marketing plan will be presented through a multiple-tiered approach:
Goals -> target audiences -> strategies -> tactics.
e Marketing goals are what the college wants to achieve.
e Target audiences, or target markets, are specific groups of customers.
e Marketing strategies are sow the college intends to achieve the goals.
e Marketing tactics are the specific actions the college implements to accomplish identified goals
and strategies.

The Marketing Mix

A typical marketing plan outlines the marketing mix, often referred to as a “list of ingredients”
that heavily influence the buying decision. For a service organization there are seven “P’s” that
make up the marketing mix. Six of these, Product or courses offered, Price of courses offered,
Place and time of courses, Physical Evidence the course was offered, People that execute the
service, and Processes or systems with an organization, are all out of the marketing committee’s
control. Only Promotion is outlined in this marketing plan. The marketing committee may work
with other internal groups to positively influence parts of the mix not contained herein.
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Statement of Ethics

Neosho County Community College Marketing Committee will dutifully present the college
clearly and authentically to its constituents in all marketing and advertising, including non-
biased images, media, and informational items.

Executive Summary

e Student enrollment at NCCC is down approximately 8% as the economy improves. This is in
line with regional trends at other colleges, yet there are outliers that continue to grow.

e The rural area served by NCCC’s main campus continues to slowly lose population, while the
area occupied by the Northern campus continues to slowly gain population. Kansas is one of the
top ten states families are fleeing in search of higher paying jobs and opportunities.

e The state of Kansas has a low unemployment rate with the exception of a few counties such as
Neosho County.

e Media consumption has changed dramatically with high speed internet and smartphone
penetration:

o Traditional media such as newspapers, radio, and television are losing viewership

o Social media is a norm, with Facebook, Instagram, and Twitter seeing heavy usage,
while many other platforms have millions of active users in an ever changing landscape.

o Students use mobile devices more than traditional PC devices for media consumption
and web browsing.

e NCCC has several benefits, including cost, quality programs, athletics, Clubs and student
organizations, developmental education, free tutoring, small classes, and several modalities
including hybrid and online.

e NCCC struggles in a crowded market for several reasons including rural location, fewer
programs, incomplete programs in one modality or time preference, presumption that
universities provide superior education, crumbling infrastructure, outdated electronic resources.

e The marketing committee is committed to tracking the effectiveness of marketing activities

e The marketing committee and associated activities represent one small part of the overall larger
marketing effort put forth by many separate people or entities within the college as a whole.

e NCCC does not have full time marketing staff, only a part-time marketing director and part-
time media/ad coordinator.

e The marketing committee is resolute in using a marketing plan as a tool to optimize marketing
activities.

Current Situation — Environment

Economy — The economy continues to slowly improve, although Kansas is lagging area states
in rate of growth. Kansas is in the top 10 states that families are moving away from in search
for jobs. Overall unemployment rate for the state of Kansas is low at 4.4%, with Neosho County
having the highest unemployment rate in the state at 7.2%, and Franklin County lower than
average at 4.2% (Sept 2015 data). Community college enrollment is counter cyclical to the
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overall economy, and thus as the economy improves enrollment naturally drops. A drop in oil
prices internationally and locally will impact tax revenues in Neosho County.

Government actions — NCCC has lost local tax funding due to the actions of an area business,
and will repay taxes received in previous years. This action is now settled with a plan going
torward to repay, and a large amount of the repayment was previously set aside by the college.
With the drop in oil prices the county is at risk of further tax base erosion. The state of Kansas
has a severe budget imbalance and must cut spending or raise taxes to bring the budget back in
balance. The state has cut millions from university funding, but has so far held community
college funding the same as past years. There is a high level of uncertainty to the overall
budget moving forward.

Current Situation — Market

Market Defined — NCCC marketing committee may only market in our service area (Neosho,
Franklin and Northern half of Anderson Counties), or anywhere we are invited, or where there
is no program like the one we are offering. An exception is made in cases where it is impossible
to limit the marketing at hard boundaries, if due diligence is applied to minimize marketing in
other college’s service areas, for example:

. Google or other online marketing activities 100 miles from each campus
. Radio is the distance of the air waves
. Television is the distance of the air waves

Competition — Allen Community College lies 20 miles to the North of NCCC’s Chanute
campus in Jola KS, and is in between the Chanute campus and Ottawa campus. ACC is known
for strong online instruction and agricultural programs.

Labette Community College lies 25 miles Southeast of NCCC’s Chanute campus in Parsons KS.
LCC is known for allied health, radiology, respiratory therapy and dental assistant programs,
and has recently added a new health sciences building.

Independence Community College lies 35 miles South of NCCC’s Chanute campus. ICC has
strong programs in entrepreneurship, cosmetology, and performing arts. They have recently
added a “Fab Lab” with 3D printers, laser engraver, laser cutter, large printers, and similar
equipment.

Fort Scott Community College lies 10 miles North and 40 miles East of NCCC’s Chanute
campus. FSCC is known for truck driving, rodeo, football, construction, John Deere technician,
and Harley Davidson technician.

Ottawa University is a small private university in the City of Ottawa along with NCCC’s
Ottawa campus. As a private institution they are not required to participate in Kansas Core
Outcomes Group transfer agreements. They utilize several outreach campuses including
Overland Park Kansas. Their primary campus in Ottawa is relatively small. NCCC has a
transfer agreement with Ottawa University.

IO
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Baker University is a small private university in Baldwin KS, 12 miles North of NCCC’s
Ottawa campus. BU is a small Methodist University with strong professional programs such as
MBA in their Overland Park satellite campus, atfordable online continuing education programs
and nursing in a Topeka KS satellite campus. As a private institution they are not required to
participate in Kansas Core Outcomes Group transfer agreements.

Kansas University is in Lawrence KS, approximately 24 miles North of NCCC’s Ottawa
campus. Many KU students attend NCCC on a part time basis to save money completing
programs. KU has strong programs in many common fields, with very strong programs in
medicine, including the University of Kansas Hospital in Kansas City. KU has very few
technical programs, instead recommending students attend a community college.

Johnson County Community College lies approximately 30 miles Northeast of NCCC’s Ottawa
campus. JCCC is the largest community college in the state by far, is well funded, and has very
deep offerings in many fields that are not feasible at the smaller community colleges.

Many area high school graduates choose to enroll in an area university, such as Pittsburg State

or Kansas University, instead of a community college. Many high school students hold the
opinion that universities provide better levels of education than community colleges.

5| Page



Current Situation — Consumers

GED 132
Associate Degree Graduates 302
Graduates in transfer programs 143
Graduates in career and technical programs 159
Certificate graduates Total (breakdown below) 597
Accounting** 14
Construction 5
EMT Basics 15
Health Information Technology 1
HVAC* -
IV Therapy 32
Medical Assistant 10
Medical Coding 1
Medication Aide 39
Management** 2
Nurse Aide 300
Office Technology 2
Phlebotomy 10
Practical Nursing* 93
Welding 73

* Program started in 2014-15

** NCCC’s Business program is the only business program accredited in SEK. The
Accreditation Council for Business Schools & Programs (ACBSP) is a global designation,
creating demand for international students.
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White 2,808
Black 286
Asian 64
Hispanic 175
American Indian 79
Native Hawaiian/Pacific Islander 1
Non-Resident Alien 392
Unknown 7
Females 64%
Males 36%
Average Age 26
Residence hall students 286
Full-time 34%
Part-time 66%
Neosho County 29%
Franklin County 17%
Douglas County 20%
Johnson County 6%
Anderson County 4%
Allen County 3%
Wilson County 2%
Shawnee County 2%
Miami County 2%
Montgomery County 1%
Other Kansas Counties 11%
Out-of-State 3%
International 10%
2013 - 2014 Data
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Enrollment Growth Trends by County
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Area School Enrollment Information (Table 1 of 4)

Chanute St. Paul Erie
|3- |14- |5- |3- |14- |5- |3- |4- |5-
14 15 16 14 15 16 14 15 16

134 132 125 15 17 17 28 25 32

164 133 128 18 14 14 44 34 24

164 160 130 18 20 20 34 46 30

158 162 161 15 18 18 34 38 48

127 147 171 16 14 14 44 37 39

140 132 148 19 16 16 32 44 38

129 140 125 14 19 19 33 37 43

130 137 136 16 13 13 35 37 42

151 124 138 24 15 15 45 41 30

139 137 131 24 25 25 40 53 41

139 135 127 22 23 23 47 46 55

127 144 130 21 16 16 43 48 40

124 108 125 17 16 16 47 44 49

1826 | 1791 | 1775 239 226 226 506 530 511

The color coded boxes allow you to follow a specific class, and thus its size, from year 13-14 to
year 14-15
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Area School Enrollment Information (Table 2 of 4)

Anderson Central
Crest .
County Heights
13- 14- I5- | 13- 14- I5- | 13- 14- 5-
14 15 16 14 |15 16 14 |15 16

22 14 13 T4 57 63 28 36 45

20 17 17 60 73 67 42 33 31

18 13 20 64 59 64 35 47 33

16 18 15 62 63 60 32 36 52

14 14 18 52 56 61 34 35 37

11 14 13 75 50 55 40 36 33

16 11 15 71 71 47 44 45 34

13 18 11 60 80 94 44 42 46

24 12 17 80 60 77 53 49 43

13 2% 11 81 86 78 50 51 50

15 14 18 97 76 80 62 46 50

16 15 11 73 82 73 57 55 42

12 16 15 70 76 83 37 50 49

210 198 194 919 889 902 558 561 545

Anderson County elementary numbers are not accurate. They have several
small elementaries that did not give a number, simply <10, thus did not include.
Only used Anderson County elementary school numbers.
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Area School Enrollment Information (Table 3 of 4)

Ottawa Wellsville Baldwin City West
Franklin
13- 14- 15- 13- 14- I5- 13- 14- 15- 13- 14- | I5-
14 15 16 14 I5 16 14 15 16 14 I5 16
192 181 189 69 46 46 97 78 92 38 31 40
193 195 170 65 65 65 93 102 83 43 37 37
20 192 186 51 57 57 88 104 110 38 41 35
174 221 184 T4 50 50 104 81 102 42 42 46
200 165 212 46 T4 T4 99 106 80 40 40 43
188 198 169 63 45 45 119 103 102 49 37 45
183 189 195 75 58 58 99 121 107 56 41 44
180 188 185 67 72 72 96 104 121 41 52 48
190 182 185 62 67 67 112 97 107 49 39 48
187 198 180 64 60 60 106 116 102 41 48 39
174 191 193 47 63 63 123 102 111 43 39 48
173 160 181 56 52 52 115 116 101 54 42 36
148 166 154 48 59 59 103 106 106 46 54 44
2404 | 2426 2383 787 768 768 | 1354 | 1836 1324 | 580 | 543 | 553
X 22 -43 X -19 =19 X -18 -12 X | -87 10
* A public, online school for students in Kansas.
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Area School Enrollment Information (Table 4 of 4)

Eudora Lawrence Lawrence
Virtual*

Ili- 14-15 15-16 ||34' 14-15 15-16 Ili- 14-15 II56-
141 | 125 158 8477 782 851 73 57 50
122 | 148 122 877 861 775 93 72 73
141 | 122 146 826 815 823 96 86 69
124 | 140 125 751 822 822 | 110 88 84
117 | 119 153 773 741 826 | 123 | 106 94
148 | 122 119 792 773 789 | 112 97 91
104 | 186 121 782 806 814 | 180 | 111 79
185 | 101 128 859 762 832 | 168 | 113 112
131 127 107 751 853 779 | 164 | 151 118
112 | 128 128 801 770 901 | N/A| 100 118
131 118 133 757 810 789 | N/A 86 106
97 127 106 719 758 819 | N/A 89 115
94 89 181 755 696 778 | N/A 72 99
1592 | 15692 1677 | 10240 | 10249 10548 | 1069 | 1228 1208
X 89 85 | x 696 299 | x 72 -20

* A public, online school for students in Kansas.
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Target Markets - NCCC currently defines its broad target markets, including select inset
sub markets to aid identification of specific tactics, as thus:

e High School Senior and Younger

O

O O O O O O

Juniors and Seniors

Concurrent Students

Junior High Students

High School Counselors / Advisors / Administration
Minority Students

Home Schooled Students

Future STEM

e College Freshman to Adults age 34

O

O 0O 0O OO0 OO0 0O O ©O

Current students — All

Current students — Chanute

Current students — Ottawa

Current students — technical campus’
Current students - Online

Current student’s parents
International students

Minority students

Current GED students

Douglas County Students

Greek life students at nearby universities

e Adults 35 +

O
O

Career Change
Lifetime Learners

e Community at Large

O O O O O

Business
Alumni
Media
Parents
Tax base

e Faculty & Staff

e Donors
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Target Market Research - Entire Market

2009 w2010 w2011 2012 w2013 w2014

17%

23%
1% 9%
7%
B L

Online Radio Print Other Mobile

Source: http://www.slideshare.net/bi_intelligence/future-of-digital-blodget-ignition-2014

There is a fast change in media consumption underway in the broad market. Homes are cutting
cable and turning to streaming services. Traditional media such as television and radio are
losing customers to online and especially mobile devices.

Most-missed media - top five mentions among all adults: 2013

Read newspapers/
magaznes

ﬁ..nﬁn ﬂ*"
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Total Agw 16-24 Aged 25-34 Aged 3544 Aged 4554 Aged 5584 Aged 65-74 Aged 75+

Source: http://www.businessinsider.com/media-usage-by-age-2014-5

m Listen to the radio

T
T
f

® Go online via
computer/ laptop/
netbook/ tablet

T m Use a smartphone

m Watch television
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There is a strong generational preference to media consumption. Teens have changed the most,
and are no longer simply watching television, but rather going online and watching media via
devices. Aged 35+ has not shifted as fast, with a mix of traditional and new media types. Older
generations are still using media they grew up with.

Target Market Research - High School and Under

60% Facebook
YouTube
50% ¢ b
Snapchat

40%
= 2 Pandora
‘® Twitter 1Tunes
(=]
b 209,

30% Netflix

Google+ Facebook messenger
20% 2
Vine
i Tumblr Pinterest
messengerspoﬁﬁv
10% Apple FaceT Skype
Beats Apple FaceTime
. WhatsApp Buzed
LinkedIn Gchat )
0% Foursquare = ‘\mazon Prime -’
10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

% Have Used

Most Engaged Userbase (Daily Use / Have Used)

0
0%
'

Source: http://www.phonearena.com/news/Hello-Captain-Obvious-Survey-shows-the-most-popular-apps-among-teens_id57391#1-

Social media usage among teens is in constant flux with new winners and losers almost
annually. Most teens continue to have a Facebook account, although they are not as engaged as
other sources or older demographics. Teens watch streaming media, especially Youtube,
instead of television. They are communicating in more private channels, with Instagram and
Snapchat seeing heavy usage, but many smaller channels in the mix. They are also using
multitasking, using many channels, and many media sources, at the same time.
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Facebook
s Twitter

e |NStagram

Fall 2012 Spring 2013 Fall 2013 Spring 2014

Source: http://www.slideshare.net/bi_intelligence/future-of-digital-blodget-ignition-2014

Instagram has replaced Facebook as the most engagement among teenagers.

Social Networking Spring-14 m
hich of the following do you use? _—

Instagram 69% 76%
Twitter 63% 59%
Facebook 72% 45%
Pinterest 21% 22%
Tumblr 21% 21%
Other 30% 21%
Google+ 29% 12%
Don't Use Social Networks n/a 8%
Reddit 7% 7%

Source: http://marketingland.com/survey-says-teens-fleeing-facebook-103174

Instagram is now the number one social networking platform, with Twitter losing a small
amount of popularity.
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71% of Teens Play Video Games; Rises to 83% of Teen

% of all teenswho play video games on a computer, game console or cell

.‘J.T:Sne _
Allteens 2%
Sex
= Boys g4"
Girls ]
Race / ethnicty™
White, non-Hizspanic 71
¢ Black, non-Hispanic g3°t=
= Hispanic =35
Age
f 1314 74
g 1517 70

Source: http://www.pewinternet.org/2015/04/09/ teens-social-media-technology-2015/pi_2015-04-09_teensandtech 16/

91% of Teens Use the Internet on a Mobile Device

% of all feenswho access the inferneton a mobile device, at least

occasionally
Allteens 91%
Sex

& Bovs 91
b Girls 92
Race / ethnidty

- White, non-Hispanic 90
d Black, non-Hispanic 100"
= Hizpanic 91
Age

f 13-14 29
g 1617 93

http://www.pewinternet.org/2015/04/09/ teens-social-media-technology-2015/pi_2015-04-09 teensandtech 09/
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Frequency of Internet Use by Teens
% of teens agesig to 17 who use the infernetwith the following frequencies

Less
Daily Weekly Often
92% 6% 2%
2
!
Almost Several About  Sewveral 1x Less
constantly times a day once  timesa a often

aday week week

Source: Pew Research Centers Teens Relationships Survey, Sept. 25-0ct. 9, 2014 and Feb. 10-Mar. 16, 2015, (n=1,016 teensages 1310
170

PEW RESEARCH CENTER

Source: http://www.pewinternet.org/2015/04/09/ teens-social-media-technology-2015/pi_2015-04-09_teensandtech 10/

Target Market Research - 18-34

Millennials Rack Up 18 Hours of Media Use Per Day

Average time millennials in the U.S. spend interacting with media per day (hh:mm)*

Browse the Social Watch live Play video Watch
internet networking TV games timeshifted TV
@ © © © o
Go to the Listen to the Use email, text, Talk about news/ Read print
movies radio texting apps products/brands magazines

/newspapers

* media activities are not mutually exclusive; based on a 2014 survey among 839 U.S. adults aged 18-36

THE WALL STREET JOURNAL. Source: Crowdtap, Ipsos MediaCT @ ® @ statista %

Source: http://blogs.wsj.com/digits/2014/03/18/data-point-how-many-hours-do-millennials-eat-up-a-day/
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Media consumption habit totals appear higher than possible, but this is explained by
multitasking. Consumers no longer just watch TV, but watch TV while engaged in other
channels on other devices at the same time.

mC Top Social Apps Among Millennial Smartphone Users

ranked by penetration among smartphone users aged 18-34

in June 2014

Facebook 75.6%

Instagram 43.1%

32.9%

Snapchat

Twitter 23.8%

Google+ 18.0%

Pinterest 17.9%

Vine 10.7%

Tumblr 6.3%

MarketingCharts.com | Data Source: comScore
Source: http://trends.e-strategyblog.com/2014/08/29/most-popular-social-apps-among-millennials /2093 1

Among Millennials, FFacebook continues to have the highest rate of accounts in the US.

Current Situation — Internal

Marketing Influences - Product offerings, or what classes are taught, when they are taught,
and in the mode they are taught is coordinated by many positions, including but not limited to
the President, Vice President for Student Learning, Division chairperson, program
coordinators, Outreach, and the instructors themselves.

Many other groups have sizable influence over marketing activities or otherwise have heavy
influences on potential student’s decision to attend NCCC. The Information Technology group
oversees website development, the most crucial communication tool of the college. Student Life
and the Student Senate oversee activities leading to overall student satisfaction, and the posting
of these events on social media. Several departments conduct their own marketing efforts,
including but not limited to athletics, Outreach and Workforce Development, and the Dean and
Assistant Dean of the Ottawa campus. The intake process, including the friendliness of staft or
ease of enrollment, may influence students that start the process to attend NCCC but
ultimately choose to attend elsewhere. A partial list of marketing positions:

¢ TIoundation — Providing scholarships and non-profit donation clearing
¢ Director of Development and Marketing — Strong with donors and fundraising

e Advertising / Media Coordinator — Provides college wide social media, press releases,
purchasing of traditional advertising, and non-traditional or guerilla advertising.
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e Information Technology group — Maintains college website

e College Leadership / administrators — Marketing for college, public contact

e Program directors / coordinators / instructors — Marketing for programs

e Student life — Creating a vibrancy to campus

e Phi Theta Kappa — Enticing high achieving students

e Student Ambassadors — Tours and student contact

e Coaches — May elect to drive marketing for their team

e Coach Murry - very good at social Twitter

e Club Sponsors — May drive marketing for their club

e Student senate — Activities and marketing assistance

e Scholarships — Possibility of attaching marketing terms

e Ben Smith — publishes 10,000+ pictures annually; some posted to social media
e Social Media Coordinator — Currently focuses on posting Student Life on social media.

e On-line Campus and its ease of use — will have an impact on that segment of college enrollment

The official marketing committee is led by the Director of Development and Marketing, who
also serves as the Foundation director. The team is made up of volunteers from faculty and staff
as appointed annually by the Vice President of Student Learning. The college President meets
bi-weekly with the marketing team leader and has ultimate authority over the group’s

activities.

The marketing committee is tasked with creating marketing campaigns, advising outside
groups that have marketing responsibilities, and working with the Advertising and Media
Coordinator to purchase advertising.

The marketing team utilizes available resources as practical, but ultimately works with many
limitations. For example personal cell phones or the science department’s drone are used to
capture video footage for posting to social media and creating television commercials utilizing
video editing software purchased for instructors to create student lessons. The team lacks many
resources common at larger schools, such as video camera stabilizers, quality sound recording
equipment, and students participating in visual art programs.

Mission Statement

The mission of Neosho County Community College is to enrich our communities and our
students' lives.

Vision Statement
Neosho County Community College will grow and expand through serving students with

innovative, creative programs based on leadership and excellence in faculty, administration,
staft and be the premier community college in Kansas.
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Logo
The NCCC logo is a modern panther, as shown on this plans cover page. Complete rules on
usage in advertising are outlined in the Graphics Standards Manual.

Slogan
“Enriching Lives”

Colors
NCCC’s official colors are Orange and Black. Specifics are located in the Graphics Standards
Manual.

Website — College
www.neosho.edu

Website — Athletics
goneosho.com

Social Media Accounts — College

NCCC maintains several social media accounts for official use.

Facebook — “Fan” page - Neosho County Community College

Facebook — Ottawa “Fan page” — Neosho County Community College Ottawa
Facebook — Mascot Account — NC Panther

Youtube - InsideNeosho

Twitter - @NCCC

Flickr - NeoshoCCC

Instagram — NCCCPanthers

Clubs, organizations, and teams are encouraged to operate their own social media account.
They are too numerous to list individually here. See the social media policy for rules and
restrictions.

Social Media Accounts - Athletics

Athletics focuses on consistently using “GoNeosho”.

Facebook - GoNeosho

Twitter - @GoNeosho

Instagram — Athletics utilizes #GoNeosho, but does not hold the Instagram.com/goneosho
account. Track and Field maintains instagram.com/ goneoshotracknfield/

Hashtags
NCCC marketing uses two primary hashtags that allow finding social media sites or
conversations when searched.

“#Shotime” is used primarily by athletics. Team and departmental social media accounts utilize
this hashtag to allow searching and following accounts. This hashtag is not unique to NCCC

and is shared with many other organizations.

“#SHOknows” is used by the marketing committee and appears on advertising media. Official
Facebook, Twitter, and Instagram accounts all carry this hashtag to allow searching and
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tollowing NCCC. This hashtag is not used widely outside of NCCC. The hashtag is often used
in conjunction with other words for specific activities, for example #ShoKnows Goals or
#ShoRnows Success.

Marketing Goals

Goal #1

1. Increase student enrollment

1.1.
1.2.

1.3.

1.4
1.5.
1.6.
1.7.

Identity appropriate media vehicles to reach target market segments(s)

Identify appropriate media vehicles to reach target market through less traditional methods
(i.e. Workforce Development, STEM and On-line)

Implement Marketing and enrollment management tactics to increase the enrollment of area
high school students to NCCC

Implement Marketing to community

Web presents improvements

Improve and provide information to staff and faculty for speaking opportunities

Internal marketing opportunities

Goal #2

2. Promote brand identity to community for awareness and to enhance NCCC'’s reputation in the

service area and beyond

2.1.

2.2.

2.3.
2.4

2.5.

Communicate eftectively with the external community (business, donors, alumni, media,
prospective students, parents) to build awareness of events, activities, courses, programs, and
services

Communicate eftectively with the internal campus community (students, faculty, staff) to build
awareness of events, activities, courses, programs, services

Create and establish a unified voice and visual identity for NCCC

Develop and implement a public relations plan that provides information to Media outlets on a
continuous basis

Develop a comprehensive Marketing Campaign

Goal #3

3. Assess and evaluate the effectiveness of marketing activities

3.1.
3.2.
3.3.
3.4

Conduct ongoing research to support marketing and outreach decisions through primary data
Analyze secondary data to support marketing and outreach decisions

Assess traditional media through post-buy/post campaign analysis

Assess non-traditional/new media marketing activities

22 | Page



Summary of Situation - SWOT

The current Strengths, Weakness, Opportunity, and Threats (SWOT) of NCCC, from a marketing
perspective:

Strengths
e Accredited college
o Accredited programs
* Nursing
= Business
= OTA
= Surgical Technology
e Strong Partnerships
o With other colleges
o Area businesses
*  Cleavers
= BCI
= Spirit
*  Wolken Electric
* Health Care Facilities
o Chambers
o Area high schools
e Athletics
o Consistent Head Coaches
o Physical facilities
o Students consider this a face for the college
o Thousands of pics annually
e Multiple campuses
o Allows students to stay at home
= Ottawa Campus
= Lawrence
= Independence
e TRiO and Upward Bound
e  Wide range of clubs and activities
e Retention rate trending upward
o Community College Completion Challenge
e Graduation rate above national average
e Iree Tutoring
e Facilities
o Simulation Lab
o Simulation Welder
o Mobile Lab
o New Science Lab
o Cadaver Lab
e Phi Theta Kappa

e Transfer of students strong / 2 + 2 program /Core Outcomes/Articulation agreements

e Safety
o StormReady
o ALICE

e Affordability
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Residence Halls
Every Home game streamed live
Strong Developmental Education program
Faculty Credentials
Faculty to Student Ratio
o 13:1
Free Coffee
Modality
o Face to Face

o Online
o Hybrid

‘Weaknesses

Rural area

Multiple funds allocated cross campus for marketing
Staft that do multiple jobs that limits their ability to take on more responsibilities

o Community engagement
o Social Media

o Social Media Training

o Graphic Design

Limited budgets

Space for Athletics
Population base
Crumbling Infrastructure

Opportunities

Diverse student population
o International Students

STEM
International students
Lawrence

Growing Ottawa area
o Population base

Tell Our Story

What's the Unknown opportunities
o Recruiting in our own high schools

Online
Homeschooled students
GED students

Blend Social Media into Campus Events
o Someone to do this

Grow Individual programs
Video games (competitions)

Threats

State Aid
Declining base of student population

SB155 funding could go away
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e Reduced number of grants

e  Staff turnover

e External Customers: What do they think of us?
e Unfunded Mandates

e Disasters

e Fee vs. Tuition structure

Sustainable Advantages

The purchase decision for students is not easy. There are many available options, especially to
online students. There are several reasons students choose NCCC:

Affordability - NCCC is very affordable compared to a university, with tuition roughly half,
and the rural setting has a low cost of living. There are several scholarships available,
especially for Neosho county residence, and a few work study positions. Many students choose
to stay at home and save money their first two years of college.

Transferability - NCCC has the highest rate of student success in the state of Kansas among
two year regent colleges, with nearly 72% either completing a degree or transferring to a
university. This places NCCC 327 in the nation according to CNN Money Magazine. When
students transfer they generally do about as well, and in some cases better, than native
university students. NCCC has strong student support programs, with free tutoring in any
subject, the STARS program, and college committed to identifying weak students while there
is still time to help.

NCCC core courses transfer well to most colleges in the state. Kansas Board of Regents Core
Outcome Group has approved 46 core courses that are guaranteed to transfer to any regent’s
university.

Quality Instruction - NCCC has quality instruction. Instructors in core areas are required to
have a minimum of a master’s degree in their field of instruction. Technical courses have
instructors that are masters of their field of study. Students are taught by the instructor and
not an assistant, in with low student to instructor ratios. All science labs are new since 2011,
and many simulators enhance instruction.

Student Life - NCCC has many on campus activities. There are a large number of student
clubs in multiple areas of interest. A few examples are the Art Club, Literature & Movie Club,
and Business and Innovation Club. There is also an honors program, Student Senate, and Phi
Theta Kappa. Student life and Student Senate hold an immense number of activities and parties.

Scheduling - NCCC also strives to make courses available when and where they are convenient

tor the students. The Ottawa campus features block scheduling to minimize travel. Classes are
taught online, early in the morning, at night, and on weekends.
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Students at NCCC expect a quality education that will transfer, at an aftordable cost, and with
specific sports or programs bringing students from a wide geographic area.

On-line Campus — NCCC’s On-line campus and Inside NC structure allows ALL students
around the world to be a part of a Premier education at NCCC.

Marketing Strategies

Social Media - Target market research has shown the majority of NCCC students are now
heavily engaged in social media. Social media advertising takes a lot of time, but less cost in
cash outlays. Marketing tactics must utilizes social media marketing to its fullest, while finding
ways to oftload as much work as possible to students, faculty, and staft. Different target
markets require different strategies. To keep the effort coordinated the marketing team may
select key personnel to oversee the day-to-day activities of everyone involved, and make posts
on behalf of the college. Social media platform usage is in a continual state of flux, and the
marketing team must stay vigilant in latest trends to continually meet students were they are.

Newspaper — Research shows the majority of traditionally aged students do not read the
newspaper. Newspapers do reach community members for continuing education coursework,
and non-traditional students. The newspaper is a voice for activities at the college that is
extremely important to residents that pay taxes that support the college.

Television — Television reporting reaches a very broad audience that is not limited to any one
of our target markets. Television is also very expensive, but it does have great value in driving
name recognition and branding. Marketing tactics must carefully utilize television advertising
money to maximize marketing goals and return on investment.

Web Site - NCCC’s typical customer is a heavy user of the Internet, and primarily mobile first.
Marketing tactics may include buying advertising, such as Google Ad Words, and making
suggestions to improve the college website.

Another possibility is building a separate, very simple, marketing web site. Purchasing of
search placement from Google would assure the marketing site is clicked on first. A link from
that site takes a browser to the full web site.

Student Engagement - Student Life, Clubs, Athletes — Existing students have a choice each
semester whether to leave or stay. To maximize student enjoyment of their college experience,
activities are designed to provide a vibrant campus. Marketing tactics must provide means to
bring knowledge of activities to existing and potential students.

Point of Contact — Each person that comes into contact with a student or potential student
will influence the opinion of the college. Marketing tactics may include working with managers
to improve contact impressions, and with other committees to suggest improvement to college
processes.

Student Email & Rave Alerts — Students receive email and rave alerts throughout the
semester. These have the possibility to both inform and drive credit hours.
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Email Marketing — Email campaigns to prospective students. To meet Can Spam marketing
laws a campaign program such as MailChimp is required.

Scholarships — Scholarships may target areas targeted as weaknesses, such as STEM.
School Visits — School visits are typically conducted by the

Ambassadors — Ambassadors currently give potential students campus tours. Other roles are
possible, such as social media marketing.

Print Media — Posters, brochures, business cards, and similar items are printed

Direct Mail — Postcard, flyer, letter, or similar marketing campaigns mailed directly to
potential students. These types of campaigns are very commonly used at other higher
education institutions.

Outdoor Media — Billoards, yard signs, or other outdoor media

Camps — Junior High Entrepreneurship camp, baseball camp, or other similar camps to
acclimate students to an NCCC campus. This helps potential students become acclimated to
campus possibly a more comfortable option for college.

Contests — Science contest, high school math competition, business plan contest, or other
competitions potentially build student mental associations of NCCC with hard science or other
desired curricula. This also gives students an opportunity to become familiar with NCCC'’s
campus and brand.

Inside NC — This tool allows for students, instructors and staft to communicate and promote
NCCC

Marketing Funding

There is not a single marketing fund, but rather marketing activities are paid out of multiple
tunds with separate budget administrators. Listed are various sources of marketing funding
within the college.

e Marketing Budget — Approximately $5,000

e Advertising Budget — Approximately $20,000

e Athletics Budget — May elect to spend part of their budget on marketing. This is normally
limited to athletics only.

e Perkins Grant — Perkins funds are available for marketing, but have specific rules to follow, and
require approval.

e Recruitment and Retention — May elect to spend part of their budget on marketing

e Program Budgets — Programs may elect to spend part of their budget on marketing their
program(s).
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e Club Funds — Clubs receive $1,000 per year. This money is not normally earmarked for
marketing, but they may elect to spend some to promote their club or parent department.
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Goal #1: Increase student enrollment Detailed Responsibility Return On Ad Spend (ROAS)
Purposes that will be met through this goal: Student Learning, Responsive to Stakeholders Target Audience Purpose Information Assigned To BUdget Goal #3: Assess and evaluate the effectiveness of marketing activities
Documentation/Research used to support the strategies: Locatian Data Source ROAS Feedback
Strategy 1.1: Identify appropriate media vehicles to reach target market segment(s)
1.1.1 Broadcast television commercials Age 18 - 50 Reach potential students Ad/Media Coordinator  [$5,000 (example) Neilson Ratings TV Viewership Analysis
1.1.3 Radio Spots Age 18 - 30 Reach potential students Ad/Media Coordinator  [Flexible Data Source Number listening
Strategy 1.2: Identify appropriate media vehicles to reach target market through less traditional methods
Information about registration, to drop classes,
1.2.1 Strategic email blasts Current Students games, events To be determined Minimal emails Number sent
R&R/AD/Media
1.2.2 Social media - Facebook, Twitter, LinkedIn, Instagram Age 16-80 Reach target market where they are Coordinator No Change RCR - In process of determining Number posted
1.2.3 Video - residence halls, student life Age 16-30 VPSL Unknown Video Number of views
Build excitement at events, build social media
1.2.4 Twitter Wall conversation Richard Unknown Tweets Number of tweets
Marketing Director & Google Adwords $500 a
1.2.5 Online advertising/ Marketing - Google Adwords, online banners Age 16-50 Drive potential students to website Ad/Media Coordinator [month Google Adwords Analytics Click throughs
1.2.6 Blogs/You Tube videos/podcasts Age 16-30 Build Brand, provide information Steve M., STARS, Kyle Number of these Number of participants

1.2.7 Step stake "yard" signs

Community at large

Try to increase coverage in Erie, St. Paul and
Northern towns. Choose signs with info such as:
NCCC Fall Classes begin 8/21/16

Marketing Director

Depends on number of
signs

Less cost than billboards, easily
replaced, easily removed (can be a
negative) Signs

Number of signs in yard

Strategy 1.3: Implement marketing and enrollment management tactics to increase the enroliment of area high school
students to NCCC

1.3.1 Photo Booth

High School Students

Brand building that is both requested and fun

R&R, Marketing

Maintenance Costs

Photo Booth

Number of uses

High School Students /

Marketing Director/R &

1.3.2 Promotional Items Community at Large What do HS students want? R Can we combine funds |Items Number given
1.3.3 Student Ambassador program High School Students Students want to hear from other students R&R Scholarship Costs Participants Feedback
High School Students /
1.3.4 Panther Preview Days Parents R&R Varies The event Number of participants
R & R/Outreach
1.3.5 Create a systematic schedule for reaching out to high schools High School Students R&R/Outreach Time Number of high schools Amount of info distributed
1.3.6 Utilize bulletin board space in each service area high school High school Students R&R Current Number of high schools Amount of info distributed
Depends on # of

1.3.7 Promote leadership scholarship to attract HS students

High school Students

Have scholarship/need promotion

R&R and Development

Scholarships

Development

Number of scholarships

1.3.8 Develop relationships with HS Counselors through on campus events

High school Students

Tried this not sure how big a success this is or if it
is still being done

R&R / Outreach R&R /
Outreach

Unknown

Campus event

Number of participants

1.3.9 Provide information to high schools High school Students Need input from R&R R&R Needs to more specific
Not sure if possible would have to ask HS for
1.3.10 Take Panther to HS Basketball games High school students permission R&R Current funding Panther Number of events participated in
Strategy 1.4: Implement marketing to community
Marketing Director/R &
1.4.1 Newcomer, welcome resident packs Community at Large Would have to work with Chamber R Same as current Chambers Number of packets

1.4.2 Standardize flyer distribution for summer camps and information for area school systems (ESI/Kids college/?)

Community at Large

Work with groups that have events/classes/etc.
during the summer

PR and Marketing

Covered by each entity

Number of Events

Number of participants

Strategy 1.5: Web presence improvements

Exec/President/IT/Marke

1.5.1 Website improvements Community at Large Market College and Departments ting Unknown IT When completed
Increase enrollment by providing simpler and
1.5.2 Create "Splash" page Potential Students more targeted initial page load
Strategy 1.6: Improve and provide information to staff and faculty for speaking opportunities
Organized effort for college faculty and staff to
1.6.1 Speakers Bureau Community at Large speak at civic organizations, community groups Exec Same as current Marketing Number of engagements
Have informational sessions for students during
lunch hour(Ted Talk) Bring in people that both Same as current and
students and the community would like to hear dependent on each
1.6.2 Lecture series and/or Ted Talk Community at Large speak. Exec, SLD, Faculty entity Marketing Number of vies
Strategy 1.7: Internal marketing opportunities
Encourage these students to continue their
1.7.1 Send personalized college letter to GED/ABE students from President ABE & GED Students education ABE, President Minimal < $5.00 ABE & GED Number of letters
Make the graduates feel as if they have been
1.7.2 Offer placement tests to graduates and send letter of acceptance ABE & GED Students "accepted" into college ABE Unknown Number of people testing Number of letters
Offer first class at no charge to GED/ABE
graduates or as a special credit student
1.7.3 Provide and promote incentive to enter curriculum program ABE & GED Students (Foundation?) ABE / R&R Unknown Students Number of participants
A nicer center could be used for all students, even Ex Committee/ Large
1.7.4 Provide better testing center ABE & GED Students high school students expenditure sheet Unknown Testing Center Completion of Center
VP and/or President make visits to classroom
1.7.5 Establish relationship with students ABE & GED Students encouraging them to continue their education VPSL/VPO/President Time VP/President
Current Student & Registrar/Assistant Number of students from GED to College Student
1.7.6 Create systematic method to contact students if they have not registered for the next term. Recent Alumni Help students continue education Registrar/Marketing Time Registrar/Assistant Registrar at NCCC




Goal #2: promote brand identity to community for awareness and enhance

© entt j Detailed T Return On Ad Spend (ROAS)
NCCC's reputation in the service area and beyond Target Audi Purpose IRormation P Y Budget
Purposes that will be met through this goal: Responsive to Stakeholders Location Assigned To Goal #3: Assess and evaluate the effectiveness of marketing activities
Documentation/Research used to support the strategies: Data Source ROAS Feedback
tl
students, parents) to build awareness of events, activities, courses, programs, and services

Events could include

2.1.1 Community event(s) hosted by the college (External Community - business, donors, alumni, media, prospective Hold at NCCC location to showcase programs,  |speakers of diversity,

students, parents) All new attributes, etc. athletes, others various Sponsorships. Number of people attending event | Cost per person
Car shows, athletic
events, parades, Proms,

21.2¢ events NOT hosted by the college All Events held off campus that NCCC staff attend | Fairs various Current funding Number of people attending event | Cost per person

2.1.3 Form and build partnerships within the community (External Community - business, donors, alumni, media, Speaking time plus Alumni Relations, R&R, | Time plus give always TFyou are speaking to a group you need to report

prospective students, parents) Al Service O service, funds for give always _|Outreach $1,000 List of partners the number of people in the group
Give always, signs and

2.1.4 Promotion of athletic program (External C All "Meet the Team", spirit items food AD $2,500 |1 event annually Number people attending

4 postcards = $1,200

4mailingsayearto |Alumni Relations, plus postage $4,250

2.1.5 Develop and implement an Alumni Board plan Alumni Establish plan to and keep in contact with alumni 5,000 alumni Alumni Board total cost is $5,450 Donations from people that attend |increased number of people on mailing list
Director of

Bring community on campus for 80th anniversary

Development would be
the chair of this

80th Anniversary

2.1.6 Formation of 80th Anniversary Committee 12 community members | celebrations committee Committee $20,000 |Number of people attending event |Funds raised
2.1.7 Birthday emails (instead of cards from President) NCCC Faculty and Staff |Personalized contact from the college President None Not Measurable
For persons calling the _|Provide announcements for events, facts about
2.1.8 Phone message when caller is on hold college NCCC Exec, President, IT Time When fixed
2.1.9 College overview brochure 16 vear olds and up Various uses R&R Varies Brochure Number given out
2.1.10 College viewbook in multiple formats 16 year olds and up Recruitment tool R&R Current funding Viewbook Number of students
Tncrease number of prospects that become
2.1.11 Prospect reminder postcards 16 year olds and up applicants R&R Current funding Postcards Number sent
2.1.12 Tabletop displays 16 vear olds and up Recruitment tool R&R Current funding Displays Number of times displaved
2.1.13 Display boards 16 year olds and up Recruitment tool R&R Current funding New Boards Number of times used
Strategy 2.2: Communicate effectively with the internal campus community (students, faculty, staff] to build awareness of
events, activities, courses, programs, and services
Provide scheduled college events and other
2.2.1Student Planner & Handbook Current Students important dates DSS $5,000 [Number printed Number distributed
NCCC Students and
2.2.2 "Ask Me" buttons for faculty and staff on Move-in Day and first week of semester Family Help our students Marketing $200 |Number of people asking questions |Reported numbers
Reporting of number of
faculty and staff are participating. Could be
2.2.3 Tracking community service project by faculty and staff NCCC Faculty and Staff |Presents in community Pres. AA Time Faculty & Staff added to Employee Survey.
2.2.4 Bulletin board noting faculty achievements NCCC Faculty SLD Cost of bulletin board
Strategy 2.3: Create and establish a unified voice and visual identity for NCCC
The more people that
have cards the more
2.3.1 Business cards NCCC Faculty and Staff |Leave a visual reference with contact information | cost HR Unknowns Number of cards ordered Number of cards used

2.3.2 Visible entrance and signage

All

Location of front door of college

Digital sign

VP Operations

$75,000

2.3.3 NCCC merchandise/apparel in college bookstores

All

Marketing of college

There needs to be more
co-ordination in this to
help save funds

Bookstore manager and
Marketing

Maintain current cost

2.3.4 Establish college core attributes to guide external marketing messages

Marketing Committee

Use positive attributes

This is the Branding
materials

Marketing

The number of articles ordered

Number of articles sold or given away

Not Measurable

235 College tagline

Future students

Marketing/Exec

Not Measurable

Internal message that assists in guiding
marketing messages, gain clarity on what value is

Marketing/Exec and

2.3.6 Establish value statement Marketing Committee _|being offered by the college faculty No Cost Not Measurable
Internal message that summarizes the reputation
2.3.7 Establish positioning Future students for which NCCC wishes to be known Marketing/President No Cost Not Measurable
Strategy 2.4: Develop and implement a public relations plan that provides information to media outlets on a continuous
basis
Social media, Advertising/Media Through the number of ads and
2.4.1 Develop and annual media schedule for recurring stories, events, activities, etc. All Branding, C recruitment radio C $0_|publications Through the number watching/listening/reading
Social media, Advertising/Media
2.4.2 Send out articles and feature stories related to college initiatives, events, programs Al Branding, Community Awareness, recruitment newspapers, radio Co./Clubs $0 |Posts/articles Number of people engaged
2.4.3 Maintain and update media contact list Media Updated on EAP Advertising/Media Co/ _|Advertising/Media Co/ S0 [EAP Not necessary
Review Annually Marketing Sub-
2.4.5 Maintain information for a Speakers Bureau Marketing Committee | Can be found on T:Common Marketing/Exec No Cost committee Feedback from users
2.5 Develop a comprehensive Marketing Campaign
A comprehensive
message of slogan to be
used for a yet to be
determine amount of
One message used in all marketing and time to advertise and
2.5.1 Brain storm marketing campaign ideas Future students advertising market NCCC Marketing Committee $500 [The number of ideas generated The one chosen

2.5.2 Implement a comprehensive marketing campaign

All

One message used in all marketing and
advertising

asingle
message in advertising
and marketing of NCCC

dvertising/ Co/
Marketing/Bookstore/E
X Committee

Current funding

Enrollment numbers

Enrollment




NCCC - ONLINE CAMPUS
REPORT TO THE BOARD OF TRUSTEES

Thank you for the opportunity to report on the Online Campus!

ONLINE CAMPUS GROWTH

Neosho County’s Online Campus has experienced tremendous growth in both credit hour production
and students involved in distance education at the college over the last decade. The 2014 academic
year marks the first decrease in both measures. Overall, the Online Campus credit hour production
is 32% of the total credit hours of the college. In addition, 38% of the students at Neosho County are
enrolled in some form of distance education courses.

The following chart shows the historical picture of the annual totals for credit hours generated by the
Online Campus. This data includes online and hybrid courses. Notice the decrease in credit hour
productions for the 2014 academic year.

Credit Hours Generated by the Online Campus

16000
14000
12000
10000
8000
6000

4000 I I
2000
0 || .
02-03 | 03-04 | 04-05 | 05-06 | 06-07 | 07-08 | 08-09 | 09-10 | 10-11 | 11-12 | 12-13 | 13-14 | 14-15
Total | Total | Total | Total | Total | Total | Total | Total | Total | Total | Total | Total | Total

Credit Hours

B GNR

HRS 0 54 | 1036 | 2308 | 4260 | 5298 | 6626 | 8396 |11042|13145|13610|14212|13210

The following chart indicates the annual rate of change over the last several years. The Online
Campus has enjoyed an increase for several years. With the 2012 academic year, this increase
began tapering off and has now turned to a decrease with the 2014 academic year.

Academic Year % Increase over Previous Year
07-08 24.4%
08-09 25.1%
09-10 26.7%
10-11 31.5%
11-12 19.0%
12-13 3.5%
13-14 4.4%
14-15 -7.1%
Online Campus Report Page 1

Marie Gardner, Dean for the Online Campus February 11, 2016



Online Credit Hours Compared to the College

Over the last ten years, the credit hour production from the Online Campus has grown from 3% of
the college’s total credit hours to over 30%. The following chart shows the credit hours generated
from distance education courses compared to the total college credit hour production.

Credit Hour Production
Online Campus Compared to Total College

60000
50000
40000
30000
20000
10000

0

2004-|2005-|2006-|2007-|2008-|2009-|2010-|2011-|2012-|2013-|2014-
05 06 07 08 09 10 11 12 13 14 15

M Distance Education Credit Hours| 1036 | 2308 | 4260 | 5298 | 6626 | 8396 |11042(13145/13610|14212(13210
M Total Credit Hours 34669|36410(35735(36232|36344|40951|45324|49860/50060(47368(41746

The following series of charts depict the relative size of the online campus over the last five
academic years. The percentages in these charts compare the credit hours generated from distance
education courses and non-distance education courses to the total credit hour production at NCCC.

2010-11 2011-12 2012-13

M Distance Education Credit Hours H Distance Education Credit Hours M Distance Education Credit Hours
B Non-Distance Education Credit Hours | | B Non-Distance Education Credit Hours|| m Non-Distance Education Credit Hours

‘24% .26% . 27%

76% 74% 73%

2013-14 2014-15

M Distance Education Credit Hours M Distance Education Credit Hours
B Non-Distance Education Credit Hours| | ® Non-Distance Education Credit Hours

.30% .32%

70% 68%

A preliminary look at the 2015-16 academic year shows a potential 10% decrease from last year.
This is very tentative as there are several online courses that begin after Spring Break and we will
likely see additional enrollment in those sections. Based on current enroliment numbers, the Online
Campus represents approximately 29% of the total credit hour production for this academic year.

Online Campus Report Page 2
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Students Participating in Online and Hybrid Courses

The following table reflects data submitted on the institution’s IPEDS report regarding student head
count and distance education. The bottom row shows the total percentage of students who were
enrolled in at least one online or hybrid course at NCCC. The Online Campus provides classes to
approximately two-fifths of the student body at NCCC. As a comparison, a recent study by the
Babson Survey Research Group reports that fourteen percent of undergraduate students in Kansas
are enrolled in at least one online course.

Fall 2012 | Fall 2013 Fall 2014
gt(;{jjr(;r;tss Enrolled Exclusively in Distance Education 13.8% 13.4% 12.7%
Eguudcear;itgnE&r)(LIIrzgsin Some But Not All Distance 27 3% 28.6% 25 504
E?Sr;anrét:%edafcsttiz(rj‘eggsurESr;roIIed in At Least One 41.1% 42 1% 38.29%

While the credit hour production and the head count for online and hybrid courses declined over the
2014 academic year, the average number of credit hours each student enrolled in online increased.
This phenomena explains why the Online Campus’s share of total credit hour production increased
while both head count and credit hours decreased. In addition, the majority of course offerings
during the summer and intersessions is generated by the Online Campus. While these terms are
admittedly smaller than the fall and spring semesters, these hours contribute to the overall numbers.

In terms of students served, the Online Campus has been the largest of the three campuses for
several years. In 2014-15, the Online Campus was also the largest campus in terms of credit hour
production, surpassing the Chanute Campus by a mere 225 credit hours. As of today, Chanute has
220 more credit hours than Online for the 2015 year.

NEOSHO’s ONLINE CAMPUS RANKED AMONG BEST ONLINE COLLEGES

| received word earlier this week that the Online Campus was
recognized as one of the 2015-2016 Best Online Colleges in Kansas by
Accredited Schools Online, a leading resource for online learning and
BEST ONI.INE college affordability information which seeks to recognize those
institutions with “notable balances of academic rigor, student support,
and affordability of online learning”. Neosho was ranked 4" among the

SGHOOI_S two-year institutions in Kansas. This ranking was based on a number of

factors, including number of online associate’s degrees available,
m student-to-faculty ratio, loan default rate, job placement and career
counseling for graduates, online tuition rate, and 6-year graduation rate.

In addition, institutions must be either a public or private not-for-profit
and offer at least one fully online associate’s degree. If you are
interested in seeing other rankings in Kansas, additional information
can be found at http://www.accreditedschoolsonline.org/kansas/

“We wanted to recognize schools that are implementing convenient and cutting-edge technological
learning opportunities to all students,” said Doug Jones, CEO and Founder of Accredited Schools
Online. “These schools are not only offering exceptional programs, but they have expanded their
program excellence to the much-desired online environment.”

Online Campus Report Page 3
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TRAINING EFFORTS

NC105 InsideNC Orientation for Students

The purpose of NC105 is to help all students become familiar with our learning management system
so that when they enroll in courses they are able to use the system to submit assignments,
participate in forum discussions, email their instructor and check their grades. Every student has
access to NC105 every semester. Some instructors require students to submit a certificate indicating
the student has successfully completed all of the requirements. During the Fall 2015 semester, 178
students successfully completed the NC105 course. So far this Spring, 83 certificates have been
issued.

Adjunct Mentor Program

This semester marks the beginning of the third year of our adjunct mentoring program. This program
introduces instructors to Neosho’s culture, climate, policies, and procedures through appropriately
timed emails during the term. This program also provides adjunct instructors with a valuable
resource in their mentor and many adjunct instructors ask additional questions throughout the
semester. Our full-time instructors have the ability to walk down the hall to discuss a particular
situation with one or more of their peers; the adjunct mentoring program attempts to create a similar
opportunity for our adjunct instructors, many of whom teach online. Examples of topics adjunct
instructors have asked the mentor include: ideas on flipping the classroom, ideas for keeping
students engaged in the class, how to proceed with a student who has stopped attending class, how
to handle an academic honesty violation, as well as questions related to InsideNC.

There were 27 adjunct instructors in the mentoring program in the Fall semester and 14 are currently
participating in the Spring semester. This year, Leslea Rockers, one of our adjunct instructors in the
Communications department, agreed to serve as the adjunct mentor. In addition to working with our
newer adjuncts, Leslea has also been developing a Handbook for Adjunct Instructors.

NC201 Online and Hybrid Instructor Certification

The purpose of the NC201 course is to help prepare instructors to design, teach and evaluate online
and hybrid courses at Neosho County Community College. This course blends theory and best
practices related to teaching in the online environment with the practical application of how to
effectively utilize InsideNC to teach an online or hybrid course. To date, we have certified 55
instructors and currently have 8 in the Spring 2016 cohort. We have a team of four instructors who
facilitate this course, including one full-time instructor, two adjunct instructors, and one administrator
as well as representation from both the liberal arts, applied sciences, and technical education
divisions.

With each cohort that completes NC201, we collect feedback and suggestions for improving the
experience. | have included a few comments from participants in recent cohorts. These are
responses to a question regarding the participant’s evaluation of the course including their
satisfaction with the course and whether or not it was a valuable education experience.

“I found the course a valuable tool to become a better instructor. | think all instructors should be
required to take this class.” Fall 2014

“Highly satisfied and valuable. Very glad this opportunity was offered to me!” Fall 2014
“I had very minimal knowledge of InsideNC prior to taking this course. It taught me a great deal of tools

and resources available to course development as well as confidence to navigate comfortably within
InsideNC.” Fall 2014
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“l learned a lot from this course that | can apply directly to the courses | am currently teaching and may
teach in the future.” Summer 2015

“I believe this course has prepared me to make adjustments in my online course to foster student
learning to the best of my abilities.” Fall 2015

“... | feel more ready for teaching at Neosho this coming Spring after taking this course! Thank you for
allowing me to take this course. | feel everyone hired as an instructor should take this course.”
Fall 2015

“l am more than satisfied with what | got out of the course. | reaffirmed some knowledge | had about
InsideNC and learned additional knowledge that | was unaware of. | also learned a great deal about
tools and methods to use for teaching online or hybrid, which can also be used in a fashion in a f2f
class. | won't hesitate to say that | found this one of the most valuable educational experiences | have
had for some time.” Summer 2015

Upcoming Training Projects

We are working to revise our New Employee Orientation. Currently, new employee orientation is
scheduled as a multiple hour session and new employees are inundated with new information. We
think we can record much of this information in short videos and provide other information through
text. Some of the content will still be handled live, such as the A.L.I.C.E. training. Not only will this
option allow us to provide this information to our new employees in a more timely manner, but it
should also allow the new employee to digest the information better. Since the content will be
housed within InsideNC, employees will have a resource they can go back to and review, as
needed.

We are also discussing the potential for developing a course similar to NC201 that might focus on
face-to-face teaching and basic functions of InsideNC. Many of our instructors are hired because
they are content-experts; several have not had the opportunity to teach prior to NCCC. Through
NC201 and the adjunct mentoring program, we have learned that many of our instructors want to
learn more about teaching, including pedagogy, andragogy, teaching methods to engage students
and collaborative learning activities.

EMERGING TECHNOLOGIES & TEACHING MODALITIES

Last year, we learned of a relatively new software application called Zoom. This software is similar to
GoToMeeting, Adobe Connect, and other web conferencing softwares. Zoom offers similar features
at a fraction of the cost of other programs and is more user-friendly and intuitive. Some of our online
instructors began holding online office hours via Zoom last year and we began using it for our online
tutoring sessions, as well. We have also utilized Zoom to facilitate group assignments with our
NC201 Online & Hybrid Instructor Certification course. This year, we purchased an Education plan
and have several employees utilizing Zoom for departmental or committee meetings. We are
currently investigating scheduling classes that might have a virtual synchronous meeting
component. Nursing held a class session via Zoom last month. Instructors in Chanute offered a
Zoom option to students from the Topeka and Kansas City areas due to inclement weather. This
was well-received by both the students and the instructor. We will likely add Virtual Courses to our
current face-to-face, hybrid, and fully online modality options with the hopes of better meeting the
needs of our students. We have one instructor who has asked to pilot this new modality over the
summer and a couple other instructors who have expressed interest.
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ENHANCEMENTS TO InsideNC

Rubric Grading Option

Jenzabar periodically releases upgrades to eLearning, which is the LMS component of InsideNC.
One of the enhancements that has received very favorable feedback from instructors and students is
a new option to grade by rubric. Rubrics provide the ability for instructors to relate to students the
important components of an assignment, including how the assignment will be graded, as well as
varying “levels” of quality for each criterion. The embedded rubric is completely customizable by the
instructor. Students see the rubric before beginning work on an assignment and they also can easily
discern their grade on the assignment by looking at the rubric. When grading, instructors simply click
the appropriate box to reflect the student’s work. | have included two examples of rubrics that our
instructors have developed. The example below is from Kevin Blackwell's American Government
course. The second example shows a number of criteria and is on the last page of this report. It is
from Ruth Zollars’ English Composition course.

Taylor's rubric is complete, with a total score of 10/15. [ 7]
Expert Good Adequate Poor Insufficient
10 points 8 points 6 points 4 points 0 points

Forum Post High quality post Good quality post Adequate quality post Poor quality post No post or post below
10/10 points (Expert) addressing all 3 of the addressing 2 of the 3 addressing 1 of the 3 addressing none of the 200 words.

L P criteria. criteria. criteria. 3 criteria.
Add a personal comment (0 points)

(10 points) (8 points) (6 points) (4 points)
Forum Reply High quality reply Good quality reply Adequate quality Poor quality reply No reply or reply below
0/5 points (Insufficient) aqdressmg all 3 of the aqdre_ssmg 2 of the 3 reply addressing 1 of addljess_lng none of the 100 words.
criteria. criteria. the 3 criteria. 3 criteria.
Add a personal comment (0 points)
(5 points) (4 points) (3 points) (2 points)

InsideNC Organization and Layout

You might remember that InsideNC is a combination of two Jenzabar products, their Jenzabar
Internet Campus Solution (JICS) and their Learning Management System (LMS), eLearning. We
basically used default settings for both the JICS and the LMS products when we created InsideNC.
Over the years, the eLearning product has been overhauled by Jenzabar as they have created new
functionality and several enhancements to their product. About seven years ago, we added content
for students on the Student tab on the JICS side, but it is time to take a hard look at how this content
is organized on InsideNC. We have an ad hoc group looking at how content is presented on the
portal side of InsideNC. In conjunction with this, we are working with Jenzabar on a new design for
InsideNC. We will likely unveil the new “look and feel” and any changes to the layout and
organization at the same time.

Assessment Enhancement

As you know, Neosho County has a robust Assessment of Student Learning system. We have been
working with Jenzabar to create a customization of InsideNC. This project has been several years in
the making and | am pleased to share that we learned yesterday that the Jenzabar analyst will be
working on this custom project later this month through March. With good progress, we may be able
to pilot this over the summer.
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Basically this enhancement will embed the instructor’'s assessment
directly into their courses by allowing them to code assignments to
specific course outcomes. The system will calculate the students’
mean percent for each section so that instructors can concentrate
on analyzing student learning and thinking about what they might
want to try differently in future semesters. Instructors will complete
all parts of the assessment process through InsideNC, which also
provides the institution with more options for querying the data.
One of the best aspects of this customization is that we will be
able to provide for each student an indication of their individual
performance on each outcome.

Thank you for your time tonight and for your continued support of the Online Campus.

Online Campus Report
Marie Gardner, Dean for the Online Campus

Your Scores on Course Qutcomes

Qutcome Description Score
Identify and describe
Qutcome 1 payroll laws and 92%
regulations.
Outcome 2 ComPute wages and 949
salaries.
Describe FICA and SECA
Outcome 3 laws and deter.mlne 38%
and report social
security taxes.
Describe federal income
tax withholding laws
Qutcome 4 and determine and 91%
report federal income
tax withhelding.
Page 7
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Rubric example, courtesy of Ruth Zollars

Megan's rubric is complete, with a total score of 92/100.

Essay 1 Rubric

100 possible points

Characterization
20/20 points (Expert)

Add a personal comment

Setting
10/10 points (Expert)

Add a personal comment

Plot—conflict
12/15 points

Add a persenal comment

Development—
Imagery
15/15 points (Expert)

Add 3 personal comment

Logic——Reasoning
15/15 points (Expert)

Add 3 personal comment

Grammar
16/20 points

Add a persenal comment

Formatting
4/5 points

Add a personal comment

Online Campus Report

Expert
5 points

The main characters
are named and clearly
described. Most
readers could
describe the
characters accurately.
The narrative
employs both direct
and indirect
characterization, both
describing the
personality of the
main character and
revealing it through
actions.

(20 points)

Many vivid,
descriptive words are
used to tell when and
where the story took
place.

(10 points)

It is very easy for the
reader to understand
the problem the main
characters face and
why it is a problem.

(15 points)

Sufficient details are
provided to create an
image in the reader’s
mind. The narrative
holds the reader’s
attention from
beginning to end.
The essay is
coherent and
cohesive with related
ideas and smooth
transitions. The
essay flows smoothly
from beginning to end
and progresses from
one point to another
without digressing
from the purpose.

(15 points)

The narrative clearly
demonstrates the
logical connection
between the event
and the changes.
The story is very well
organized. One idea
or scene follows
another in a logical
sequence with clear
transitions.

(15 points)

The stc_)ry contains no
errors in grammar,
usage, or mechanics.

(20 points)

All of the written
requirements (typed,
double spaced, Times
New Roman, .12 font,
heading) were met.

Marie Gardner, Dean for the Online Campus

4 points

The main characters
are named and
described. Most
readers would have
some idea of what
the characters looked
like and can describe
the personality of the
characters fairly well.

{16 points)

Some vivid,
descriptive words are
used to tell the
audience when and
where the story took
place.

(8 points)

It is fairly easy for the
reader to understand
the problem the main
characters face and
why it is a problem.

(12 points)

There are enough
details that the
reader can form an
image part of the time
while reading the
story. The essay
flows smoothly and
holds the attention of
the reader most of
the time.

{12 points)

The narrative
demaonstrates the
logical connection
between the event
and the changes fairly
well. The story is
pretty well organized.
One idea or scene
may seem out of
place. Clear
transitions are used.

{12 points)

The story contains

few mineor errors in
grammar, usage, or
mechanics.

{16 points)

Almost all (about
90%) the written
requirements were
met.

Adequate
3 points

The main characters
are named and some
description is given.
The readers know
some of the
personalities and
physical descriptions
of the characters.

(12 points)

The reader can figure
out when and where
the story took place,
but the author didn't
supply much detail.

{6 points)

It is fairly easy for the
reader to understand
the problem the main
characters face but it
is not clear why it is a
prablem.

(9 points)

There are enough
details that the
reader can form an
image

occasionally while
reading the story.
The essay flows fairly
smoothly and holds
the attention of the
reader part of the
time.

(9 points)

The logical connection
between the event
and the changes is
there, but it is not
easy for the reader to
make the connection.
The story is
somewhat organized.
Some scenes or
ideas seem out of
place. Transitions are
used but not as often
as needed.

(9 points)

The story contains
some and/or serious
errors in grammar,
usage, or mechanics.
The errors begin

to interfere with
reading at some
points in the story.

(12 points)

Most (about 75%) of
the written
requirements were
met, but several were
not.

2 points

The main characters
are named. The
reader knows very
little about the
characters.

(8 points)

The reader has
trouble figuring out
when and where the
story took place.

(4 points)

The readers can
understand some of
the problem the main
characters face, but
only with difficulty.

(6 points)

There are not enough
details that the
reader can form an
image while reading
the story. The essay
does not flow
smoothly and seldom
holds the attention of
the reader.

(6 points)

The logical connection
between the changes
is difficult to see. The
story is a little hard to
follow. The transitions
are sometimes not
clear.

{6 points)

The story contains
many and/or serious
€rrors in grammar,
usage, or mechanics.
The errors

do interfere with
reading most of the
time.

(8 points)

Some (about 60%) of
the written
requirements were
met, but several were
not.

Insufficient
1 point

It is hard to tell who
the main characters
are, and the readers
know very little ar
nothing of the
personalities of the
characters.

{4 points)

The reader cannot
determine when and
where the story takes
place.

(2 points)

It is not clear what
problem the main
characters face.

(3 points)

There are nat enough
details that the
reader can form an
image while reading
the story. The essay
does not flow
smoothly and

cannot hold the
attention of the
reader.

(3 points)

There does not seem
to be any connection
between the event
and any changes that
might have been
described or no
changes were
indicated. Ideas and
scenes seem to be
randomly arranged.

(3 points)

The story contains so
many errors in
grammar, usage, and
mechanics that errors
block reading.

(4 points)

Many requirements
were not met.
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Neosho County Community College

Bookstore
1/31 1/31 Amount
2014-15 2015-16 Change
Income/(Loss)
Total Revenues 771,862.86 713,268.85 (58,594.01)
Total Expenses Chanute 415,638.65 503,918.30 88,279.65
Total Expenses Ottawa 67,019.78 58,180.16 (8,839.62)
Net Income/(Loss) 289,204.43 | 151,170.39 | (138,034.04)
Balance Accounts Receivable
Book Sales 178,820.06 117,106.50 (61,713.56)
Book Rental 118,760.83 104,449.23 (14,311.60)
Total Accounts Receivable 297,580.89 | 221,555.73 (76,025.16)
Gross Profit (Loss)
Apparel
Revenue
Chanute 13,170.95 15,774.82 2,603.87
Ottawa 7,724.29 8,843.03 1,118.74
Cost of Goods Sold 27,236.21  19,288.63 (7,947.58)
Gross Profit (Loss) Apparel (6,340.97)| 5,329.22 11,670.19
Gross Profit (Loss)
Textbooks
Rental Books 318,880.00 286,307.00 (32,573.00)
Sales Books 370,759.73 361,464.55 (9,295.18)
Cost of Goods Sold 327,660.97 415,196.82 87,535.85
Gross Profit Textbooks 361,978.76 | 232,574.73 (129,404.03)
Gross Profit (Loss)
Miscellaneous
Miscellanous Chanute 11,831.88 10,631.97 (1,199.91)
COGS-Miscellaneous 10,743.04  12,459.10 1,716.06
Gross Profit Chanute 1,088.84 | (1,827.13) (2,915.97)
Miscellaneous Ottawa 17,879.95 15,006.79 (2,873.16)
COGS-Miscellaneous 12,559.17 8,305.20 (4,253.97)
Gross Profit Ottawa 5,320.78 | 6,701.59 1,380.81
Gross Profit Miscellaneous 6,409.62 | 4,874.46 (1,535.16)




TREASURER'S MONTHLY FINANCIAL STATEMENT
NEOSHO COUNTY COMMUNITY COLLEGE
For the Period January 1, 2016 to January 31, 2016

FUND FUND BEGINNING RECEIPTS JOUNRAL DISBURSEMENTS ENDING
DESCRIPTION BALANCE ENTRIES BALANCE
12/31/2015 JANUARY JANUARY JANUARY 1/31/2016

02 |Postsecondary Technical Education Reserve 34,323.89 9,249.75 0.00 0.00 43,573.64
07 |Petty Cash Fund 1,073.30 0.00 0.00 0.00 1,073.30
08 |General Fund Deferred Maintenance 51,010.00 0.00 0.00 0.00 51,010.00
09 [General Fund Equipment Reserve 206,077.58 0.00 6,090.06 0.00 212,167.64
10 |[General Fund UnencumberedFund Balance 2,600,000.00 0.00 0.00 0.00 2,600,000.00
11 |General Fund -1,029,293.95 2,732,172.36 94.95 -726,138.46 976,834.90
12 [Postsecondary Technical Education Fund 279,248.87 835,638.38 -436.04 -183,620.43 930,830.78
13 |Adult Basic Education Fund 52,639.75 420.00 729.65 -39,340.65 14,448.75
14 |Adult Supplementary Education Fund 50,288.54 23.50 0.00 1,797.78 52,109.82
16 [Residence Hall/Student Union Fund 1,535,667.90 106,305.45 -226.49 -64,275.40 1,577,471.46
17 |[Bookstore Fund 646,544.83 89,311.58 1,514.24 -155,776.55 581,594.10
21 |[College Workstudy Fund 2,217.55 0.00 0.00 0.00 2,217.55
22 |SEOG Grant Fund 0.00 0.00 0.00 0.00 0.00
24 |Pell Grant Fund 402.00 -7,364.00 0.00 7,364.00 402.00
25 |[Student Loans Fund 0.00 -5,989.00 0.00 5,989.00 0.00
32 |[Grant Funds -4,261.03 7,007.13 -5,197.78 -123,281.53 -125,733.21
51 |Library Bequest Fund 1,029.96 0.00 0.00 0.00 1,029.96
52 |[Snyder Chapel Fund 205.64 0.00 0.00 0.00 205.64
65 |[Student Union Revenue Bond Reserve 69,707.53 0.00 0.00 0.00 69,707.53
70 |Agency Funds 1,265,447.71 216,342.26 -2,602.75 -10,650.11 1,468,537.11
90 [Payroll Clearing Fund -663.10 0.00 0.00 120.46 -542.64

TOTALS $5,761,666.97| $3,983,117.41 -$34.16 -$1,287,811.89 $8,456,938.33

Checking Accounts $6,384,776.22

Investments $2,070,562.11

Cash on Hand $1,600.00

Total $8,456,938.33
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President’s Report

Trustees,

Thank you for your continued support of this institution. Here is a shorter than normal report thanks to
the PTK meeting! You are welcome.

Enrollment

Enrollment for Spring is down about 5% over this time last year. This puts NCCC down about 8% for the

year. Most of the colleges in the state have experienced similar declines due to the recovering

economy. Our decline would be much worse if not for strong numbers in ODO and the slight increase in

IDO. New markets in Lawrence have helped quite a bit.

Spring Semester 2016
CREDIT % INCREASE
YEAR TERM RUN STUDENT HOUR OR

CAMPUS CODE CODE DATE TOTAL TOTAL DECREASE
TOTAL 2014 50 2-11-15 2538 17981
TOTAL 2015 50 2-11-16 2440 17049 -5.18%
CHANUTE 2014 50 2-11-15 558 5360
CHANUTE 2015 50 2-11-16 545 4895 -8.68%
OTTAWA 2014 50 2-11-15 539 4464
OTTAWA 2015 50 2-11-16 485 4005 -10.28%
ONL 2014 50 2-11-15 934 5120
ONL 2015 50 2-11-16 869 4877 -4.75%
ODO 2014 50 2-11-15 250 1398
ODO 2015 50 2-11-16 284 1614 15.45%
IDO 2014 50 2-11-15 257 1639
IDO 2015 50 2-11-16 257 1658 1.16%




Awards!

You have already seen Steve Murray honored by the Chanute Chamber and Ben Smith and the rest of
the college honored by the National Weather Service. We also have been named the fourth best college
in the state for our online program! Here is an excerpt from the award letter:

Accredited Schools Online has released its annual rankings for the upcoming 2015-2016 school year. Our
organization recently analyzed data from hundreds of colleges across the nation with online degrees at
the Associates level. The goal -- to see which colleges offer the most notable balances of academic rigor,
student support, and affordability for online learning. You can take a look at your ranking among the Best
Online Colleges in Kansas here:

http://www.accreditedschoolsonline.org/kansas/

To determine our rankings, our data analysts and college experts developed a proprietary scoring system
to rank these colleges based on various cost-to-quality criteria and metrics, or the ASO Peer-Based
Value. This proprietary metric compares qualitative aspects of colleges with similar costs, against the
tuition of colleges with similar quality metrics. The general criteria and scoring metrics include:

- Must be not-for-profit institution

- Number of online associate degrees available

- Student-faculty ratio

- Loan default rate

- Job placement and career counseling for graduates
- Online tuition rate

- 6-year graduation rate

We'd be thrilled if you'd share your school's recognition on your awards and accolades page. We plan to
share the ranking with local and national media outlets next week.

Congrats to Marie and all of our online instructors for all they do to enrich the online experience. Way
to Go!

NCCC has, for the first time, been named one of the Top 150 Community Colleges in America by the
Aspen Institute! Here is an excerpt from their website where our listing can now be found:

The Aspen Institute is pleased to name the following 150 community colleges eligible for the Aspen Prize for
Community College Excellence. We recognize that there are many community colleges around the country that are
employing innovative strategies and achieving excellent results for their students. The bar for the Aspen Prize is
intentionally set high in order to identify those institutions that have demonstrated exceptional levels of student
success.

In a comprehensive review of the publicly available data, these 150 two-year institutions—from 35 states—have
demonstrated strong outcomes considering three areas of student success:

e student success in persistence, completion, and transfer;
e consistent improvement in outcomes over time; and
e  equity in outcomes for students of all racial/ethnic and socioeconomic backgrounds.


http://www.accreditedschoolsonline.org/kansas/

To ensure full representation of the range and diversity of the sector, adjustments were applied with respect to
mission, size, and minority representation.

Congratulations, Trustees, for leading us to this honor! It is only through everyone working together
that an award like this is possible! Fantastic job!

Project Goals

NCCC received an agreement yesterday from the Department of Children and Families (DCF) for the
“Goals” project which will pay us $8,000 to teach Partners in Change class — up to 4/year. Isaac
Robinson, one of our ABE instructors, will be facilitating the classes. DCF is doing all of the recruiting. It
should be win-win-win! Partners in Change works with folks who have had difficulty finding or keeping a
job and helps them with workplace skills. It focuses on those who may not have a long tradition of
working outside the home and prepares them to be a hirable employee.

NCCC loves our Partners in Change program and we are very excited to have backing from DCF to help
this community get back to work!

IPEDs

Every year the US Department of Education collects a large amount of data about each institution that
receives the Pell grant. This collection is known as IPEDs. They then supply reports to each college using
that data and comparing the college to other like institutions. Last week | received our national report
that compared us to other small, rural public community colleges throughout the Midwest. There are
many graphs and | have picked a few to highlight.

NCCC is a bit low in the number of AA and AS degrees granted, but | am very proud at the number of
certificates granted! We far outstripped the like-sized institutions in our comparison group on this
comparison. Way to go to all of our tech programs for this statistic!



Figure 3. Number of subbaccalaureate degrees and certificates
awarded, by level: 2013-14
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NOTE: N is the number of institutions in the comparison group.

SOURCE: U.S. Department of Education, National Center for Education Statistics,
Integrated Postsecondary Education Data System (IPEDS): Fall 2014, Completions
component.

On the subject of tuition and fees, NCCC has climbed to about even when compared to other rural
Midwestern community colleges. Our state aid situation combined with other local taxing issues has
caused the increase. Tonight we will be considering raising the rate a bit further still.
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SOURCE: U.S. Department of Education, National Center for Education Statistics,
Integrated Postsecondary Education Data System (IPEDS): Fall 2014, Institutional
Characteristics component; Winter 2014-15, Student Financial Aid component.

In this next graph, one can see where NCCC students receive more grant aid than other students in the
comparison group on the average. | am happy to see that our students take out considerably less loans
and for lesser amounts than the comparison group. We also give out more institutional scholarships

than the average.



Figure 7. Average amounts of grant or scholarship aid from the
federal government, state/local government, or the
institution, or loans received for full-time, first-time
degree/certificate-seeking undergraduate students, by
type of aid: 2013-14
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NOTE: Any grant aid above includes grant or scholarship aid from the federal government,
state/local government, or the institution. Federal grants includes Pell grants and other
federal grants. Any loans includes federal loans and other loans to students. Average
amounts of aid were calculated by dividing the total aid awarded by the total number of
recipients in each institution. N is the number of institutions in the comparison group.
SOURCE: U.S. Department of Education, National Center for Education Statistics,
Integrated Postsecondary Education Data System (IPEDS): Winter 2014-15, Student

Lastly, here is a chart that | am not happy with. It shows that the average salary for instructors is low
compared with other rural two year colleges. It is my hope that we can address this situation over time.



Figure 16. Average salaries of full-time instructional non-medical
staff equated to 9-month contracts, by academic rank:
Academic year 2014-15
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NOTE: Average salaries of full-ime instructional non-medical staff equated to 9-month
contracts was calculated by multiplying the average monthly salary by 9. The average
monthly salary was calculated by dividing the total salary outlays by the total number of
months covered by staff on 9, 10, 11 and 12-month contracts. Medians are not reported
for comparison groups with less than three values.

SQOURCE: U.S. Department of Education, National Center for Education Statistics,
Integrated Postsecondary Education Data System (IPEDS): Spring 2014, Human
Resources component.

KBOR Data Book

It is the week for data! Also last week KBOR released their first ever community college data book. You
can get a copy of this complete study online at the KBOR website. | have picked a few charts to show
you. You can see that NCCC posted very modest average gain over the past six years where the state
average was a negative 7% so we were able to buck the trend a little. Future data books may not be so
kind on this statistic.



Section Il
Community Colleges

Full-Time Equivalent Enrollment* Table 3.2
Academic Year 2010 - 2015

% Change
Institution AY 2010 AY2011 AY2012 AY2013 AY2014 AY2015 AY10-15

Allen Community College 2,257 2,153 2,055 2,054 1,892 1,790 -20.7%
Barton Community College 3,368 3,544 3,869 4,079 4,257 4,291 27.4%
Butler Community College 5,518 6,833 6,840 6,676 6,201 6,053 -7.1%
Cloud County Community College 1,668 1,707 1,710 1,612 1,463 1,397 -16.2%
Coffeyville Community College 1,589 1,544 1,501 1,307 1,375 1,269 -20.1%
Colby Community College 1,140 972 976 1,066 1,015 1,030 -9.6%
Cowley Community College 2,984 3,277 3,237 3,199 2,911 2,537 -15.0%
Dodge City Community College 1,254 1,359 1,477 1,398 1,371 1,349 7.6%
Fort Scott Community College 1,686 1,745 1,686 1,517 1,527 1,407 -16.5%
Garden City Community College 1,487 1,504 1,386 1,485 1,498 1,553 4.4%
Highland Community College 2,301 2,347 2,150 1,968 2,078 2,093 -9.0%
Hutchinson Community College 3,891 4,062 4,114 4,174 3,961 3,887 -0.1%
Independence Community College 907 917 941 853 777 719 -20.7%
Johnson County Community College 12,768 12,952 12,545 12,006 11,498 11,510 -9.9%
Kansas City Kansas Community College 4,775 4,946 4,848 4,721 4,309 4,019 -15.8%
Labette Community College 1,220 1,209 1,182 1,174 1,078 1,027 -15.8%
Neosho County Community College 1,365 1,511 1,662 1,668 1,579 1,392 2.0%
Pratt Community College 1,098 1,160 1,162 1,130 1,109 1,039 -5.4%
Seward County Community
College/Area Technical School 1,186 1,224 1,280 1,326 1,267 1,294 9.1%

Total FTE| 53,462 54,966 54,621 53,413 51,166 49,656 -7.1%

Like in the IPEDs chart, NCCC far outstripped many colleges with the number of degrees and certificates
granted. We are 10" in the state in terms of enrollment, but fifth in the state in degrees and certificates
earned, meaning we WAY overachieved! Way to go to everyone in this major accomplishment!



Section Il

Community Colleges
Degrees/Certificates Awarded by Institution Table 3.6a
Academic Year 2015
Short-Term  Technical Technical Technical
Certificate  Certificate A Certificate B CertificateC  Associate

Institution (<16 CH) (16-29 CH)  (30-44CH)  (45-59 CH) Degree Total
Allen County Community College 116 31 10 0 268 425
Barton County Community College 180 48 83 2 517 830
Butler County Community College 167 0 136 1 1,141 1,445
Cloud County Community College 303 12 36 0 245 596
Coffeyville Community College 186 0 12 62 264 524
Colby Community College 0 8 16 43 257 324
Cowley County Community College 238 1 25 23 575 862
Dodge City Community College 156 0 59 0 211 426
Fort Scott Community College 220 90 33 0 216 559
Garden City Community College 243 9 1 28 223 504
Highland Community College 231 1 40 82 259 613
Hutchinson Community College 743 10 71 76 791 1,691
Independence Community College 117 5 6 0 86 214
Johnson County Community College 548 284 171 97 2,186 3,286
Kansas City Kanas Community College 358 109 79 132 646 1,324
Labette Community College 187 5 35 4 160 391
Neosho County Community College 359 73 48 135 320 935
Pratt Community College 162 9 6 39 267 483

Total 4,660 695 923 791 8,847 15,916

Sadly the data book also shows that our three-year reign as the Student Success Index Champion is over.
For three years NCCC had the best percentage in the state of students that either graduated or
successfully transferred on to a university. We now are number 2 behind Pratt. We'll get them next
year!

Legislative Update
Things are changing rapidly and | will give this report verbally.



ACCT Leadership Conference

It is time to register for the ACCT Leadership Congress, this time held in New Orleans, LA. The
conference is October 5-8". Please check your calendars and let me know if you are interested in
attending. We will book rooms and register you. We will choose flights at a later time.

Board Retreat

Don’t forget about the re-rescheduled retreat next Tuesday at 5:30pm in the Oak Room.

Brian’s Travels

| will be gone:

e February 17-18 for KBOR
e March 4 to WSU — Keynote Speaker for Community College Transfer Day
e March 5 — Keynote Speaker at KCPDC (consulting)

Thanks and have a great weekend!
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