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Kaua`i Community College 
Five-Year Comprehensive Program Review (CPR) 

At a minimum, each program or unit CPR  shall include measures described in UHCCP 5.202.  
Additional measures may also be used for program or unit assessment. 

Program Name: Marketing 

Assessment Period: 2020-2025 

Program or Unit Mission Statement: Strengthen public awareness and engagement with the 
College and community through communication that honors Hawaiian culture and supports all 
programs and services. 

College Mission Statement: Kauaʻi Community College is a kahuna that inspires, engages, and 
empowers learners and educators to enrich our community and our world.  

Ke kū nei Kulanui Kaiāulu ma Kauaʻi ma ke ʻano he kahua e 
Hoʻoula, hoʻā, a hoʻoikaika ʻia ai ka ʻike a me ka naʻauao o nā 
kānaka aʻo aku a aʻo mai no ka hoʻowaiwai ʻana i ke kaiāulu a 

me ka honua. 
ʻO ke kahua ma mua, ma hope ke kūkulu. 

First comes the foundation, then comes the building. 
(ʻŌlelo Noʻeau, number 2459) 

Marketing supports the mission of the college by marketing degree and certificate programs to the 
island community. 
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Part I. Executive Summary of Program Status 
Summary of previous CPR and/or Annual Program Review (APRU) recommendations by 
Cabinet, College Council, the Division/Unit Chair, Advisory Board, or other reviewing 
entity. 

Not available 
Describe program or unit changes made as a result of these recommendations. 

Not available 

Part II. Program Description (UHCCP 5.202) 

Number of Faculty and Staff 
Faculty (FT): 0 
Faculty (Lecturers): 0 
Staff: 3 

Date Website Last 
Reviewed/Updated November 2025 

Brief History of the Program 

The Marketing and Outreach department at Kauaʻi CC began 
in Fall 2012 by Kesaku Yogi for the first year. In November 
2013, Gary Ellwood was hired to lead the department. 
Prior to 2015-2016, Marketing was housed in the Counseling 
Office, and it was moved to the VCSA office to increase 
accessibility, as the Counseling Office was behind a locked 
door. At this time, Marketing reported to the VCSA.  
In January 2016, Marketing was part of a large campus 
reorganization and was moved to the newly created Office of 
Institutional Effectiveness and University Center (IEUC). 
Webmaster and the Graphic Designer positions were also 
moved to the IEUC office. Prior to this, the website was 
managed by IT, and in-house posters and graphics were 
provided by the Graphic Designer. In 2018, Marketing 
physically moved to the University Center and has remained 
there since.  
A smaller reorganization in 2019 moved the grant-funded 
Webmaster (hired in 2017) and the Graphic Designer into the 
Marketing unit. The Webmaster became a general-funded 
position in 2019. A campus Marketing Committee was also 
established in 2019, which included representatives from 
each academic division, institutional effectiveness, Office for 
Continuing Education, and Student Affairs.  
Student workers have been an integral part of the program 
since 2015, contributing to messaging effectiveness, the 
number of materials produced by the program, and their 
presence in the high school visits. This offers the students a 
chance to work in a professional environment, to develop 
their skills, and to create a portfolio for when they graduate. 
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Gary Ellwood retired in December 2023, leaving the position 
vacant and filled by the interim IEUC Director Valerie Barko 
until Caitlin Fowlkes was hired in August 2024. During that 
time, the marketing committee was disbanded and began 
running as an ad hoc committee instead. 

For Non-Instructional Programs ONLY 

Community Partnerships, Advisory 
Committees, etc. 

KCC Marketing Ad Hoc Committee, UHCC 
System Marketing Directors, UH News, UH 
Communications Committee, NCMPR (National 
College Marketing & Public Relations 
Association), paid partnerships with KONG 
radio, KKCR Community Radio, and Hoike 
Public Television  

The KCC Marketing Ad Hoc committee allows the marketing department to pull in key contributors as 
problems arise, which need well-rounded solutions. The UH committees help us to stay anchored in the 
efforts by the system, to work together and keep a similar look and feel to our messages as a part of the 
excellence that is the University of Hawaiʻi. Our national consultants help us understand trends across the 
country and stay aware of assets that are available to us. Our contracts with local media companies allow 
us to share our messages widely across the island of Kauaʻi while supporting local businesses. 

Part III. Analysis of Quantitative Indicators  

Demand Metrics 2020-2021 2021-2022 2022-2023 2023-2024 2024-2025 
# Website Sessions 453,879  444,857  161,0001 Active 

users: 44K, 
New users: 
47K 

Active 
users: 
145K, 
New 
users: 
153K 

# Adult Learner 
Contacts (Requested) 

1 0 0 0 0 

# Adult Learner 
Contacts (Initiated) 

1 0 0 0 0 

#High School Contacts 
(Requested) 

0 0 0 1 1 

College Fair attendees  0 520 475 300 300 
# Outreach Activities 
(Requested) 

0 0 0 5 5 

# Outreach Activities 
(Initated) 

0 0 0 0 0 

1 Data incomplete, Jan-July data lost when Google Analytics upgraded 
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#Marketing Requests  10 195 20 114 394 
Graphic Designs 
Created (print/digital) 

304 121/505 135/50X 391 8692 

# Printed Pages <5,000 4,650 4,5003 * 5,500 
Newspaper (articles 
and ads) 

6 7 6 23 41 

Creative Media 
(photos/videos/SM 
posts) 

450/32/12 850/24/352 1890/20/284 30+/25/202 50+/7/312 

Radio 
(stations/vendors 
(spots)) 

7/4 (6) 7/4(14) 7/5 (16) 3 vendors 8/5/(23) 

Web Pages & Updates 
(Requested) 

950 2,250 492 770 743 

New Website Sections 
(Initiated) 

328 13 50 11 8 

Social Media 
(Requested) 

171 80 63 15 137 

Social Media (Initiated) 220 45 48 187 175 

Efficiency 
Metrics 

2020-2021 2021-2022 2022-2023 2023-2024 2024-2025 

% 
up-to-date 
webpages 

100% 100% 100% 100% 100% 

ADA 
Accessibility 

83% 82% 90% 92% 85% 

% print and 
media 
products 
completed 
in-house 

92% 100% 100% 100% 100% 

% print and 
media 
products 
completed 
out-of-house 
(speciality 
print jobs) 

8% 0% 10% (swag 
for college) 

0% (swag is 
always 
ordered 
out-of-house) 

0% (swag is 
always 
ordered 
out-of-house) 

Effectiveness 
Metrics 

2020-2021 2021-2022 2022-2023 2023-2024 2024-2025 

3 1 of the two marketing printers was not operational. New printer arrived in the summer of ’23. 
* Indicates missing/unavailable metric 

2 All requests were digital. 30% of these digital designs were also printed 
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# 
Applications 

1339 1096 1135 1322 1182 

% Direct 
High School 
(percent 
(number)) 

 21%(276) 21% (221)  21% (235)  21% (276) 26% (306) 

% Working 
Adults 
(percent 
(number)) 

17% (231)  36% (348)  * * * 

% GED 
(percent 
(number)) 

3% (43)  No Data  1.4% (18)  * * 

State Average 
% Direct 
High School 

* * * * * 

State Average 
% Working 
Adults 

* * * * * 

State Average 
% GED 

* * * * * 

* Indicates missing/unavailable metric 

Items in blue will not continue to be measured for the next cycle. Bolded items will continue to 
be measured. Some metrics previously measured were not measured during this period and will 
continue not to be measured. These include effectiveness metrics (number of annual applications, 
% of direct high school attendance, % of working adults, % of GED, state average % direct high 
school, state average % working adults, and state % average GED). These metrics will not 
appear on the marketing program reviews because there are many different influencers to these 
numbers, not just marketing. Instead, marketing will measure: 

1. Newsletter open rate: Goal is 50% open rate 
2. Newsletter click rate: Goal is 2% 
3. Request for information button clicks (on website): Goal is 20 clicks per month 
4. Apply Now button clicks (on website): Goal is 10 clicks per month 
5. Social media interactions (followers/non-followers): Goal is 1,600 a month, 35% from 

new followers 
6. Project turnaround time: Goal is to complete projects within two weeks of receiving the 

request 

Other metrics that will not be reported in the next program review cycle include # of adult 
learner contacts and # of high school contacts. Student affairs has taken a more hands-on 
approach to working with high school students and is performing outreach duties. While 
marketing supports these endeavors and continues to work with different departments to increase 
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outreach to potential students, tracking the individual contacts made through marketing is not 
effective. Outreach events and activities will continue to be tracked. A new section, “outreach 
activity contacts,” will be tracked instead, which will include the number of contacts collected 
at outreach events, which will now be followed up on via phone calls and emails. Swag requests 
will also be tracked to show the need to continue to budget more for swag items for outreach 
efforts. We will also no longer differentiate between requests initiated and requests that were 
made. The reason for this change is that the data that should be analyzed, coming from the 
marketing department, is the year-over-year total number of requests successfully completed, not 
whether the department completed work without being asked.  

The Overall Program Health is  N/A.  

Over the last five years, several events occurred outside of the norm, which influenced the data 
being analyzed. The global pandemic affected the workings of the campus substantially between 
the years 2020-2023, shutting down in-person events and therefore lessening the requests made 
to the marketing department. Enrollment increased post-pandemic as well, yet the percentage of 
part-time students increased. The marketing director, Gary Ellwood, retired in December of 
2023, leaving the department without a director for roughly nine months. Although the IE 
Director stepped in, and the webmaster and graphic designer continued to work to meet the needs 
of the campus, new campaigns did not launch during this time unless they were initiated by 
UHCC. Between the years 2024-2025, the new marketing director did not begin any new 
initiatives aside from ramping up local radio and establishing a working relationship with the 
local public television station. The 2024-2025 school year was spent collecting information and 
getting certain platforms, like social media and the weekly newsletter, back to a healthy status. 
Overall, despite these external occurrences, over the last five years, the department has remained 
successful in meeting deadlines and supporting campus needs.  

There is a constant demand for new and updated webpages, social media posts, newsletter items, 
photos, press releases, graphic and flyer creations, and collaboration support with internal 
programs as well as external agencies. 

The strengths of the marketing department are in handling requests in a timely manner (within 14 
days or less), even when there is a short turnaround time. The department has good standing 
relationships with local press, radio, and now television, which helps to enhance the image of the 
college to the community and spread information about programs and services. The webmaster is 
efficient in maintaining a website with high accessibility rates, and the graphic designer is able to 
complete almost all print jobs in-house. These skill sets ultimately save the department from 
having to hire out services and allow for quicker product delivery. Social media followers, 
engagement, and interactions have also steadily increased over the last year.  
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Areas of improvement would include the functionality of the website. Some users experience 
errors while accessing the site on mobile and have issues with the search function. A 
system-wide switch to Cascade will assist with overall website functionality.  

Recruitment and outreach efforts also need to increase, as a post-pandemic world means there is 
more competition with online programs. The college needs to define what makes it unique and a 
viable choice for island residents. 

Finally, the department should focus more on video and social media advertising in a heavily 
digital age. Fewer print requests are occurring, while there has been an uptick in digital 
marketing requests. 

The department should also collaborate more with other departments to increase conversions of 
RIF (request for information) clicks and apply button clicks to completed and accepted 
applications (with follow-up for retention). Collaborating with other departments will also give 
opportunities to collaboratively host more community-open events on campus, which will further 
enhance the image of the college and help to further create a space of inclusivity and open access 
to education. 

Part IV. Assessment Data (EP 5.202) 

Assessment Results for Program Student Learning Outcomes (PSLOs; see ACCJC Standard 
I.B.2) or Program Service Outcomes (non-instructional units).  

2021 

PSLO 1 is to reduce the time to degree, increase student retention, and credit accumulation.  It 
was assessed this year. Student retention decreased from 690 to 685, a decline of only .7%.  The 
PSLO has been modified to only focus on retention, as too many variables impact credit 
accumulation. 
PSLO  2  is to increase recent high school graduates. It was assessed this year. High School 
enrollments decreased from 192 to 179, a decline of 8%. While Kaua‘i HS and Waimea HS  
enrollments stayed fairly consistent with 2020 numbers (79 to 75, and 44 to 44, respectively), 
Kapaa HS showed a significant drop in enrollment (69 to 52). With regards to the PSLO, we plan 
to modify it to measure applications, not registrations, starting AY 2022-23.   
PSLO  3  is to increase enrollment of working adults. It was assessed this year. Enrollment for 
working adults decreased from 284 to 231, a decline of 19%. With regards to the PSLO, we plan 
to modify it to measure applications, not registrations, starting AY 2022-23. Actions to be taken 
regarding PSLOs 2 & 3 are addressed below.   
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2021 Action Plans 
Goal 1 is to transition from print marketing to video/podcast marketing, which will address 
PSLOs 1, 2, and 3, and Strategic Goals 17 and 20. This benchmark is to transition from 2020  
marketing output (86% print and 14% video) to a more balanced approach. The outcome of this 
goal is to complete the new website homepage and launch it in the summer of 2022.   
Goal 2 is to design and launch new branding and a new website homepage, which will address 
PSLOs 2 and 3, and Strategic Goals 7, 17, and 20. This benchmark is to change our marketing 
materials so that print materials will be 50% and video/audio products will be  50%. The 
outcome of this goal is an ongoing effort to increase the number of videos produced between 
2022-2025.   
Goal 3 is to reevaluate metrics used to measure demand,  efficiency,  and effectiveness of the 
unit, which will address PSLOs 1, 2, and 3, and Strategic  Goal 13. This benchmark is to replace 
the metrics that evaluate the marketing effort so that they better measure goals for the unit. The 
outcome of this goal will be to provide new metrics by  2022.  Institutional  Research will play a 
vital role in this effort.   
Goal  4  is to reevaluate the use of radio advertising in light of budget constraints, which will 
address PSLOs 2 and 3, and Strategic Goals 20. This benchmark is to review the historical 
number of commercial buys by the college and the associated expense, with an eye to developing 
social media avenues. The outcome of this goal is to strike a new balance between radio, social 
media, and budgets between 2022-2023.  Goal 5 is to reinstitute high school classroom visits,  
suspended during COVID-19.  This will address PSLOs 2 and 3, and Strategic Goals 7, 17, and 
20. This benchmark is a return to weekly visits to each of the high schools to speak with juniors 
and seniors about their college plans. The outcome of this goal is to regain face-to-face access to 
high school students.  Its success will be measured number of visits and the number of 
applications by high school students for the fall semester of  2022-2023. 

2022 
PSLO 1 is to reduce the time to degree, increase student retention, and credit accumulation. It 
was assessed this year. Student retention decreased from 690 to 685. We will reassess in 2022. 
PSLO 2 is to increase recent high school graduates’ enrollment. It was assessed this year. High 
School enrollments decreased from 192 to 179, a decline of 8%. While Kaua‘i HS and Waimea 
HS enrollments stayed fairly consistent with 2020 numbers (79 to 75, and 44 to 44, respectively), 
Kapaa HS showed a significant drop in enrollment (69 to 52). With regards to the PSLO, we plan 
to modify it to measure applications, not registrations, starting AY 2022-23.  
PSLO 3 is to increase enrollment of working adults. It was assessed this year. Enrollment for 
working adults decreased from 284 to 231, a decline of 19%. With regards to the PSLO, we plan 
to modify it to measure applications, not registrations, starting AY 2022-23. 
Goal 1: 50% video. Not completed 
Goal 2: Launch revised branding and website. Completed. 
Goal 3: Revise metrics by 2022. Not completed 
Goal 4: Reduce radio budget. Completed 
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2022 Action Plans 
Action Plan 1: Engage the marketing committee members in establishing metrics to measure 
selected marketing campaigns. No benchmark exists. This aligns with UH Imperative 1 and 
KauCC Goals 1 and 3.  
Action Plan 2: Develop & implement a process to ensure webpages are accurate and up-to-date. 
This aligns with UH Imperative 1 and KauCC Goals 1 and 3.  

2023 
PSO 1 is to reduce the time to degree, increase student retention, and credit accumulation. It was 
assessed this year. Continuing student retention decreased from 566 to 422. We will reassess in 
2023-2024.   
PSO 2 is to increase recent high school graduates’ applications. It was assessed this year. Direct 
high School applications increased from 220 to 262. While Kaua‘i HS and Waimea HS 
enrollments increased from 2022 (62 to 95, and  63 to 72, respectively), Kapaa HS showed a 
decline in applicants (61 to 52). We will reassess in 2023-2024.    

2023 Action Plans:  
Action Plan 1: Increase collaboration with student affairs to include marketing in high school 
visits. Benchmark: marketing participated in no visits in 2022-2023. The Desired Outcome will 
be developed in 2023-2024 after a plan has been developed. The unit of measure is the number 
of applications. 
Action Plan: Webmaster will improve upon webpage accuracy project to improve the accuracy 
of information. Benchmark: 55% of webpages were reviewed and updated in 2022-2023. The 
goal is to reach 80% by the next CPR. The unit of measure is the response of webpage owners to 
review requests. 

2024:  
No APRU was reported because the marketing director position was vacant for the majority of 
the year and filled just before the APRU data was due. No action plans were established. 

2025: 
PSO 1 is to reduce the time to degree, increase student retention, and credit accumulation. 
Although marketing plays a role in these factors, marketing is not the only department impacting 
these factors; therefore, this objective will not continue to be measured.  
PSO 2 is to increase recent high school graduates’ applications. For the same reason, that 
marketing is not the only department impacting applications, especially since student affairs has 
more direct involvement, this objective will be eliminated. 

Develop a schedule for PSLO/PSO assessment over the next five years so that, within the review 
period, all PSLOs/PSOs will have been assessed (UHCCP 5.202). 
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1. List of the PSLOs/PSOs, last date assessed, and next date to be assessed. 
2. Assessment findings. 
3. Changes that have been made as a result of the assessment findings. 

PSLO/PSO Date Last 
Assessed 

Findings Improvements 
Implemented 

Next Assessment 
Date 

As a result of 
culturally 
grounded 
marketing 
practices, 
college 
materials will 
reflect the 
values, place, 
and 
community of 
Kaua‘i, 
promoting a 
sense of 
belonging and 
pride among 
students and 
stakeholders, as 
measured by 
qualitative 
feedback and 
stakeholder 
reviews. 

N/A N/A Marketing 
materials to use 
more ʻŌlelo 
Hawaiʻi in 
content and 
work with 
Hawaiian 
studies, 
Hawaiian club, 
and the Kīpuka 
Center to 
receive input on 
culturally 
grounded 
references. 

2026 will establish 
the benchmark 

As a result of 
integrated 
marketing and 
storytelling, 
community 
members will 
have an 
increased 
awareness and 
understanding 
of Kaua‘i 
Community 
College’s 
programs, 
services, and 
role in the 

SMS survey in 
November 
2022, showed 
that although 
more than 80% 
of residents are 
aware that 
Kaua’i CC 
offers 
in-person, 
online, and 
hybrid courses, 
only 57% were 
aware that 
students can 
take courses 

N/A Increased 
presence with 
two radio 
vendors, 
including a 
monthly 
interview with 
the chancellor 
and students, 
partnership with 
local public TV 
to livestream 
graduation, an 
average of 2 
press releases a 
month, press, 

2027 

10 



Comprehensive Program Review Outline 
Revised September 2, 2023 

community, as 
measured by 
community 
survey results 
and media 
coverage 
frequency. 65% 
or more of 
community 
members 
surveyed 
should know 
about the 
University 
Center 
services.  

from other UH 
schools, and 
54% indicated 
awareness of 
the University 
Center.  

and broadcast 
news, as well as 
increased 
engagement on 
social media + 
with 80 new 
followers every 
month. 
Continuing on 
this trajectory 
with an 
emphasis on 
University 
Center services 
should provide 
the desired 
outcomes.  

As a result of 
maintaining 
and improving 
the KCC 
website, 
students and 
the public will 
have easier 
access to 
accurate and 
up-to-date 
information 
about 
programs, 
registration, 
and support 
services, as 
measured by 
web analytics 
and user 
feedback. 

2025 Overall 
positive results 
from current 
students about 
ease of use, 
relevant 
information, 
and 
easy-to-underst 
and language 
were reported 
in a focus 
group 
conducted in 
April 2025. 
Issues were 
found with the 
search menu, 
navigation 
menus, and 
mobile use.  

Web analytics, 
page views, 
clicks, and 
retention rates 
are tracked 
using Google 
Analytics. Pages 
are continuously 
updated and 
improved to 
meet the needs 
of students. 
Regular 
usability tests 
are also 
administered to 
different user 
groups and 
profiles. 
Usability testing 
at the high 
school level will 
be administered. 
A transition to 
Cascade should 
help refresh the 
overall look of 
the website and 
improve 
usability 

2026  
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functions, and 
will occur 
between 
2025-2027, 
dependent on 
information 
relayed from the 
UH system.  

Part V. Curriculum Revision and Review 

A minimum of 20% of existing courses are to be reviewed each year so that within the timeframe 
of the CPR, all courses will be reviewed and revised as appropriate. Indicate when all courses 
within the program will be reviewed during the next five years. 

Course Prefix and Number Date Last Reviewed Next Review Date 
n/a 

Part VI. Survey Results 

List results of surveys administered during the review timeframe [e.g., student satisfaction, 
occupational placement in jobs (for CTE programs), employer satisfaction (for CTE programs), 
CESSE, licensure pass rates, and graduate/leaver]. 

Survey Type Date 
Administered 

Date of Next 
Survey 

Results 

Interact 2020 n/a, as this is 
coordinated by the  
UHCC Marketing 
Office 

In Hawaiʻi, 44% of students indicated 
that their most used social platform is 
Instagram 
46% of students say they check their 
favorite social platforms 5 or more 
times each day 36% of students say 
they spend 5-30 minutes on their 
favorite social platform when they 
visit. 28% spend an hour or more, 
22% spend 30-60 minutes 

Institutional 
Image and 
Needs 
Assessment 

2022 2027 Kauaʻi residents have a positive 
image of the college. 22% of those 
surveyed said that the image had 
improved, and 42% said that it had 
stayed the same. Women and Native 
Hawaiians show the greatest 
recognition of campus functions. 
Affordability and location are 
strengths, while not offering a 4-year 
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track and a lack of programs are the 
weaknesses. “Around 70 percent of 
Kaua‘i residents who are interested in 
higher education do so to enhance job 
prospects; the remaining 30 percent 
will pursue higher education for 
self-improvement and personal 
gratification.” The website ... “is 
welcoming, informative, and visually 
appealing, but could be 
improved by being easier to navigate, 
especially for men.”  
“Of those interested in higher 
education, less than half (45%) are 
interested in pursuing education 
at Kaua‘i Community College. The 
primary reasons for pursuing Kaua‘i 
Community College are 
location (cited by 83%) and 
affordability (cited by 58%).” 

Part VII. Financials 

Provide your program or unit’s budget for each year of this review. 
Fiscal Year Budget 

2020-2021 $10,000 
UHCC supplemented the radio budget $6,000 

2021-2022 $24,750 
UHCC supplemented the radio budget $6,000 

2022-2023 $72,836 
UHCC supplemented the radio budget $6,000 

2023-2024 $79,625 
UHCC supplemented the radio budget $6,000 

2024-2025 $79,625 
UHCC supplemented the radio budget $6,000 

Describe any changes that have occurred regarding services, functions, personnel, facilities, or 
stakeholders served. 
N/A 

Provide the program or unit’s current resources. 

Category Current 
Resource(s) 

What is 
needed? 

Justification 

PERSONNEL 
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Positions (Faculty) 0 
Positions (Staff) 3 
Student workers 40 hours a 

week total 
among 2-3 
students 

OPERATING 
Supplies Paper and 

toner, 
expendables 

Resupply as 
needed 

Equipment Available 
from the 
marketing 
director upon 
request 

Space/Facilities 3 offices 
(OSC 206 D, 
OSC 207 B, 
Media 118)  

TECHNOLOGY 
Hardware Available 

from the 
marketing 
director upon 
request 

DSLR Cameras 
for still and 
video use, iPad 
for webmaster, 
iPad or 
equivalent for 
marketing 
director, student 
worker, and 
graphic designer 
to share. 

3 new Mac 
laptops are 
needed for the 
three student 
worker 
positions.  

The cameras in the marketing 
department are outdated. 

The webmaster should be able to 
view the website from a tablet and 
test functionality. A tablet with a 
pen will allow for free-form drawn 
designs for the rest of the team. 

Current ones are outdated, batteries 
do not sustain a charge of more than 
20 minutes, and will not continue to 
work after 2027. 

Software Adobe CC, 
WordPress 
event 
calendar pro 
plug-in, 
Canva 

Annual renewal Primary tools for asset creation 
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Part VIII. Results of Prior Year Action Plans (UHCCP 5.202) 

Action Plan Anticipated Outcome Actual Outcome 
Increase collaboration with 
student affairs to include 
marketing in high school 
visits. Benchmark: Marketing 
participated in no visits in 
2022-2023. 

The Desired Outcome will be 
developed in 2023-2024 after a 
plan has been developed. 
However, the goal for 2026 is to 
participate in 3 visits. 

No plan was developed 
outside of the early 
college rep. visiting high 
schools regularly.   

The webmaster will improve 
upon webpage accuracy 
projects to improve the 
accuracy of information. 
Benchmark: 55% of webpages 
were reviewed and updated in 
2022-2023. 

The goal is to reach 80% by the 
next CPR. 

Program pages and student 
resources pages are 
up-to-date and accurate, 
but there remains a 
backlog of non-academic 
program pages that could 
use a refresh.   

Part IX. Analysis of Program 

Based on findings in Parts I – VIII, develop a five-year action plan for your program or unit.  
This should include goals that align with the College Mission, measurable outcomes, 
benchmarks, and alignment to the College’s Strategic Priorities, and/or Strategic Goals.  Be sure 
to focus on weaknesses identified in ARPD data, PSLO outcomes, results of survey data, 
financial needs (with timelines), and other data used to assess your unit or program.  This plan 
should guide your program and subsequent APRUs, but may be amended based on new 
initiatives, updated data, or unforeseen external factors. 

Goal Strategic 
Goal/Priority 

(List number)* 

Benchmark Desired 
Outcome 

Unit of 
Measure 

Year(s) 
Implemented 

Refresh and 
update 
branding 
elements, 
guidelines, 
and 
improve 
overall 
consistency 
through 
training and 
template 
disseminati 
on. 

Imperative S: 
Increase access 
to college for 
High School 
students. 
Increase access 
and support for 
returning adults. 
Increase support 
and opportunities 
for International 
Students to 
increase student 
retention rates 

(benchmark = 
0) 

75% of  
campus 
units and 
organization 
s will 
receive 
training by 
2028 

Number of 
annual 
trainings on 
these 
elements 
and 
guidelines 

2025-2030 
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Begin data 
mapping 
website 
content for 
migration 
from 
Drupal to 
Cascade for 
a complete 
switch 

Imperative S: 
Increase access 
to college for 
High School 
students. 
Increase access 
and support for 
returning adults. 
Increase support 
and opportunities 
for International 
Students to 
increase student 
retention rates 

0% of the site 
built in the 
Cascade 
development 
site 

100% 
mapped  

Website 
data 
migration of 
relevant 
content and 
deletion of 
irrelevant 
content. 

2027-2029 

Work with 
student 
affairs to 
measure 
and funnel 
potential 
students 
and track 
conversions 
of requests 
for 
information 
to 
completed 
applications 
. 

Imperative S: 
Increase access 
to college for 
High School 
students. 
Increase access 
and support for 
returning adults. 
Increase support 
and opportunities 
for International 
Students 

# of 
applications 
and requests 
for 
information 

The desired 
outcome 
would be 
that student 
affairs and 
marketing 
work 
together 
alongside 
student 
workers to 
funnel 
students to 
the website 
for further 
information, 
then to the 
campus for 
additional 
resources, 
resulting in 
a 
conversion 
rate of at 
least 3% (30 
applications 
per 100 
RIFs).  

# of 
completed 
applications 
correlating 
to the 
request for 
information 
funnel 
process 

2025-2030 

Help to 
facilitate at 
least three 
events on 
campus 

Imperative k 
Increase the 
percentage of 
Native Hawaiian 
students engaged 

Current # of 
community 
events held at 
Kauaʻi CC 
free and open 

Successfully 
engage the 
community 
once per 
semester in 

# of  
community 
events held 
each 
semester  

2026-2030 
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every year, 
open to the 
community. 

in higher 
education, 
Identify 
resources to 
support Native 
Hawaiian culture 
to support 
KauCC campus 
activities, 
Strengthen 
partnerships with 
organizations 
and groups 
serving the 
Native Hawaiian 
community, 
Imperative S: 
Increase access 
and supports for 
returning adults, 
Create and 
maintain spaces 
on campus that 
foster a sense of 
belonging, Infuse 
wellness into 
everyday 
operations, 
business 
practices and 
campus culture. 
Imperative W: 
Revitalize and 
effectively use 
advisory boards 
to improve 
community 
partnerships and 
college 
programs. 
Imperative D: 
Provide on- and 
off-campus 
opportunities for 
Campus 
Champions to 
showcase their 

to the public 
(unrelated to 
PAC events) 
in 2024-2025 
=  3 

open events 
geared 
towards 
inviting the 
community 
to visit the 
campus and 
partake in 
an 
educational 
event, 
further 
emphasizing 
the idea that 
Kauaʻi CC 
is a great 
option for 
higher 
education, 
as well as 
fostering a 
sense of 
positive 
place within 
the 
community, 
and also 
emphasizing 
the cultural 
values of 
the 
community 
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ideas, provide an 
on-campus venue 
for students to 
market and sell 
their products 
and services. 

Incorporate 
25% more 
ʻŌlelo 
Hawaiʻi in 
new 
marketing 
materials 

Imperative K: 
Incorporate 
culturally 
relevant 
pedagogy into 
programs and 
extracurricular 
activities, 
Authenticate use 
of ʻŌlelo 
Hawaiʻi,  

Current % of 
ʻŌlelo 
Hawaiʻi used 
in new 
marketing 
materials 

25% or 
greater 

% of ʻŌlelo 
Hawaiʻi 
used in new 
marketing 
materials 

2025-2030 

*All Strategic Goals and Priorities are Aligned to the College Mission. 

Part X. Resource Request(s) for next year (Year 1 of the 5-year Plan for your unit or program). 

 I am NOT requesting additional resources for my program/unit. ☐

Program Goal   Create a secondary informal logo for KCC  

Resource Requested* Secondary logo to be used in place of the seal for informal uses 
SDGʻs soft estimate and initial project estimate: 

1. Koaʻe Kea Illustration (2-3 angles) to be used in various 
cases 
1A. Koaʻe Kea enclosed with Kauai Island 
2. Koaʻe Kea & KCC Lockup (Font Study) 
3. Koaʻe Kea & Full Name Lockup 
4. Koaʻe Kea Lockup with Haʻupu & KCC 
5. 2-3 lock-ups 
6. Simple use guide 

The overall goal will be to create a modern secondary icon 
system in various formats. Style and look should feel fresh and 
contemporary, inspiring the next generation of learners and the 
entire community: pride, inclusiveness, and uniquely Kauai. 

Cost and Vendor $6,300 - Sae Design Group  

Annual Recurring Cost 0 
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Useful Life of Resource 7-10 years (or more) 

Person(s) Responsible 
and Collaborators 

Caitlin Fowlkes with Susu Okada, Margaret Sanchez, IE Director, 
and SDG 

Timeline  1.5-2 months 

*An approved ITAC Request Form must be attached for all technology requests 
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