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Intended Outcome Assessment Criteria Assessment Results Use of Results 

1.  Promote awareness of FVSU. 1a. Distribute at least 30 press releases each 
month. 
 
 
 
 
 

1a. Distributed 50 press releases to the media.  As a result of the 
department’s efforts, FVSU stories were picked up by the Middle 
Georgia newspaper, radio and internet news sources. To ensure 
that these efforts actually promoted awareness of FVSU, the 
Office of Marketing, annually conducts evaluation of users and 
key constituencies by phone.  The results of this survey revealed 
that 77% of respondents agreed or strongly agreed that articles, 
news releases and other media efforts developed by the Office of 
Marketing promoted awareness of FVSU.  

1a. To ensure that FVSU maintains a positive public 
image, the department has established an article 
bureau.  Leads for informative news sources are now 
being collected and placed in a news bank until 
needed.  To increase performance the unit has added 
several new sources to deliver information and 
awareness.  For example, the Marketing department 
has established an account for the unit and one for the 
president on Facebook.  News releases and other 
important information are now being placed on those 
sites.  In addition to these sources the department has 
launched a presence on the Black College Wire, 
Onnidan, and the HBCU Blog.  

2. Support admissions effort. 2a. In conjunction with the admission’s office 
increase out-of-state enrollment by 2% over 
2007-2008 by releasing at least 20 public 
interest stories. 

2a. Released more than 60 public interest stories and Out-of-
state enrollment increased from 4% to 7%.  To ensure that these 
efforts actually supported the admissions efforts the Office of 
Marketing administered a user survey. The results of this survey 
revealed that only 34% of respondents agreed or strongly agreed 
that the Office of Marketing supported admissions efforts. 

2a. In response to the survey results the Office of 
Marketing has added the names of key guidance 
counselors in the area to its weekly mailing list.  The 
office has also launched a program of weekly meetings 
with the Director of Admissions for the purpose of 
selecting topical focuses for all mailing designed to aid 
admission. 

3.  Enhance relations between Fort Valley 
State University and the residents of Fort 
Valley and Peach County.   

3a. Hold a town meeting “idea exchange”, 
invite Fort Valley and Peach County community 
leaders; also FVSU administrators to discuss 
timely issues impacting both publics. 

3a. Town meeting “idea exchange” held between Fort Valley and 
Peach County community leaders. As a result of the town 
meeting “idea exchange” invitees had a chance to meet with 
FVSU’s President to ask questions.  Subsequent meetings were 
scheduled to discuss critical issues such as the University’s need 
to partner with an outside mental health counseling facility to 
address the mental health needs of FVSU students.  As an added 
measure of evaluation the Marketing department administered 
an evaluation to persons who attended these events.  The results 
of this evaluation revealed that 81% of respondents agree or 
strongly agreed that the town meeting “idea exchange” 
enhanced relations between the university and the surrounding 
community. 

3a. To enhance performance the unit added two town 
meeting “idea exchanges” have been added to the 
annual planning calendar. 

 

Institutional Mission Statement (Excerpt): The mission of The Fort Valley State University is to advance the cause of education with emphasis upon fulfilling commitments that our community members have undertaken 
collectively.  As an institution of the University System of Georgia, Fort Valley State University naturally embraces the principles articulated by the Core Mission Statement for State Universities as approved by the Board of Regents of the 
University System of Georgia.  The university’s primary commitments include, among others, enhancement of teacher training programs grounded upon a liberal arts foundation, as reflective of over 110 years of experience and 
tradition. . .   

Program Mission:  The Office of Marketing seeks to promote, market, and advance the institution at all times by proactively developing and disseminating news stories, messages and creative features across the state, nation and 
world. 


