
Programmatic Assessment Sheet: Public Service Center            2008-2009     

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: Public Service Center: Educating, empowering and assisting the community through outreach. 
 
Intended Outcome 
 

Assessment Method(s) Used Results of Assessment Conducted Use of Results 

1. Improve relations between the University and the 
town of Fort Valley 

 
 
 
 
 
 
 

1a. Develop marketing brochure. 
 
 
 
 
 
 1b. Place at least one ad in a state wide              
business publication. 
 
 
1c. Hold at least ten public interest 
seminars/workshops. 
 

1a. Brochure developed. 
 
 
 
 
 

1b.  Ad placed in the Georgia Small Business  
 Resource Magazine. This increased walk- in traffic by 
15%. 

 
1c. Held 20 public interest seminars/workshops. To 
determine the effectiveness of these seminars, the 
Public Service Center administered the Public Service 
Center “Community Satisfaction Questionnaire” as a 
pre and post event assessment.  The results of the 
questionnaire revealed that 35% of persons who 
completed the pre-event survey felt that the public 
interest seminars/workshops were effective in 
improving the relationship between the Community 
and the University.  However after attending the 
workshops 72% of respondents felt that the 
workshops were effective in improving the 
relationship between the Community and the 
University.  As for the impact of the marketing 
brochures, pre-event surveys revealed that only 10% 
of those who responded felt that the brochures were 
effective in improving the relationship between the 
University and the Community.  However, on the post 
workshop surveys (after they had a chance to 
understand the rationale for the brochures) 30% of 
those who responded indicated that the brochures 
helped improve the relationship between the 
University and the Community.  In regards to the 
impact of ads placed in the Georgia Small Business 
Resources magazine the results of the pre-event 

1a. Although the department developed a brochure, it 
does not appear that it has helped bring in more 
community visitations.  As a result, the department 
has developed a log and now we are monitoring local 
participation after each distribution of the brochure. 

 
1b. To improve performance, the department has 
placed ads in the Atlanta Constitution and the Macon 
newspaper. 
 
1c. To maintain performance level, the unit has 
collected names and addresses of all persons who 
attended events.  Those names have been placed into a 
mailing list so that they can receive information about 
upcoming activities.  Despite making gains as a result 
of Marketing brochure, ads, and public interest 
workshops the Public Service Center nonetheless is 
committed to making programmatic improvements.  
To further enhance the impact of the Marketing 
brochure the PSC, in an effort to increase awareness of 
the brochure, placed copies of the brochure in the 
Peach County Court House, Peach County High School, 
and in City Hall.  In addition, PSC staff members 
developed a video and audio version of the brochure.  
These electronic brochures were broadcast on the 
community events television network and on WFVS 
FM.  In response to the survey, respondents who were 
unfamiliar or who felt that the ads placed in the 
Georgia Small Business Resource Magazine did not 
improve relationship between the University and the 
community.  The Public Service Center staff placed 
copies of the journal in the Peach County Library, 
Courthouse, and Chamber of Commerce to increase the 
number of people who are familiar with and read the 
journal.  Finally, in response to the respondents on 



survey revealed that 47% of respondents felt that the 
ads were effective in improving the relationships 
between the University and the Community.  However, 
after attending a presentation during the public 
interest workshops 56% of respondents indicated that 
they were satisfied with the relationship between 
FVSU and the Community. 
 

the post-event survey who felt that the workshops 
were not affective in improving relationships between 
the University and the Community the Public Service 
Center launched a program to diversify and expand 
the types of workshops and seminars offered.  This 
has led to the offering of video seminars that were 
broadcast on the local access channel.  
 
 

2. Increase local clientele. 
 

 

2a. Hold at least 2 meetings with the Chamber of 
Commerce for the purpose of increasing the use of the 
Public Service Center. 
 
 
 
 
 
 
2b. Place at least three ads and PR announcements on 
the local access channel and on WFVS. 
 
 

 2a. Hold 2 meetings with the Chamber luncheon 
group.  As a result of those meetings local chamber 
members held 3 meetings for more than 50 local 
businesses to the PSC during 2008-2008.  This is a 
significant increase over 2007-2008 when local 
businesses did not hold one meeting in the center. 
 
 
 
2b. More than 8 ads were run on the access channel.  
Two ads were run on WFVS.  From user 
questionnaires staff members of the PSC discovered 
that the ads generated approximately 250 contacts and 
70 new clients. 
 

2a. Although the meeting generated 3 meetings and 
added more than 50 business people to the local client 
list it still has not generated the volume of business 
desired.  To further increase the number of local 
clients the Public Service Center has mailed flyers and 
price lists to all business listed in the Chamber of 
Commerce directory.  The department also has went a 
business brochure to area churches. 
 
2b. Although the ads generated 250 contacts and 70 
new clients, the numbers were somewhat 
disappointing.  Consequently the department has 
mailed brochures and business development ads to all 
businesses listed in the local phone book.  In addition, 
the department has launched a phone campaign to 
attract more clients.  From this campaign thus far 
approximately 18 new clients have been signed. 
 

 3a. Increase technical assistance to surrounding 
community. 
 
 
 

3a.   Develop a listing of current technical               
assistance training workshops and post on web-site by 
2008. 
 
 
3b. Hold at least 15 technical assistance workshops of 
various types (grant-writing, fundraising, business 
development, homeownership) during 2008-2009. 
 
 
 
 
 
3c. Offer at least 2 web or video delivery technical 
assistance workshops. 
 

 3a. Listing developed and placed on the college         
web-site. However, few people used the new                
web-site. 
 
 
3b. During 2008-2009 held more than 20 technical 
assistance workshops of various types.  This was an 
increase of more than 10 workshops over 2007-2008. 
 
 
 
 
 
3c. Held more than a dozen web or alternative 
delivery workshops.  This represents the first time the 
University has offered workshops in the alternate 
delivery format of TV and the internet.  To see if the 

3a. To improve usage of the web-site, the department 
has developed a flyer with the web site’s listing.  This 
flyer is distributed to all people who enter the Public 
Service Center.  

3b. Although we held 30 workshops attendance was 
somewhat lower than expected.  In addition we had 
difficulty in staffing several courses.  To improve 
attendance flyers and information about upcoming 
workshops has been placed on the Community 
Calendar.  To improve staffing we have developed a 
roster of instructional staff. 

3c. Although the workshop appear to have been a big 
success it appears that the broadcast was only 
available to cable customers in the town of Fort 
Valley.  In response we have held meetings with Cox 



workshops and the listing of technical service 
opportunities increased technical assistance to the 
surrounding communities.  The Public Service Center 
administered the PSC Community Satisfaction Survey 
to community members who attended Public Interest 
Seminars responses.  The survey indicated that 55%, 
an improvement of 17% over earlier evaluation felt 
that technical assistance to the surrounding the 
community had increased. 

Communication in order to broadcast the workshops 
in Warner Robins, Peach County and Macon. 

 

 


