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Advisory Committee Meeting Fall 2021 Minutes -- Marketing
	CHAIRPERSON: Chris Boehm, Chair; Vice Chair: Fred Frawley

	MEETING DATE:
November 11, 2021
	MEETING TIME:
11:30am - 12:30pm
	MEETING PLACE:
Collin College, Plano Campus

	RECORDER:
Scott Hensley
	
	PREVIOUS MEETING:
April 22, 2021



MEMBERS PRESENT: (Yes/No)           Collin College PRESENT:
	Name and Title
	Name and Title
	Name and Title

	
N
	1. Baccus, Cindy, Owner, Outta the Box Marketing
	
Y
	14. Mitchell, Daishea, Owner, Acclaimed CPR
Training
	
Y
	Dr. Dean Meredith Wang, Acad Affairs/Workforce

	
Y
	2. Boehm, Chris Manager, iQOR
	
N
	15. Moore, Jill, NSD Leadership Development, Mgr.,
Mary Kay, Inc
	
Y
	Associate Dean Mark Fischer, Acad.
Affairs/Workforce

	
N
	3. Burch, Russ,
	
N
	16. Neal, Monica,
?? ?
	
Y
	Dr. Carl Rossini, Discipline Lead,
Marketing

	
N
	4. Chamberlin, Kenneth, Owner, Flux Academy of
Movement (FAM)
	
N
	17. Ray, Susan, Dept. Mgr., Stein Mart
	
Y
	Gloria Cockerell, Faculty

	
N
	5. Clemencich, City Council,
Allen, TX
	
N
	18. Rife, Gene, Owner, Finance
Homes & Academy
	
Y
	Karen Power, Faculty

	
N
	6. Davis, Dynette, Owner, Dymensions Education
Consulting
	
N
	19. Russell, Aja, Project Mgr, Main Event
	
Y
	Scott Hensley, Workforce Programs Coach

	N
	7. Elking, George,
Retired
	N
	20. Schultz, John,
Owner, Advanced
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11:30 am 
	
MEETING PLACE:
Zoom 
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MEMBERS PRESENT: (P=Present)	OTHERS PRESENT:
	
         Name and Title
	
         Name and Title
	
         Name and Title

	P
	Cindy Baccus
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Adjunct Collin College 

	N
	Jill Moore
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Mary Kay, Inc.
	N
	John Byers
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	P
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Manager
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	P
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Senior Event Planner 
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	P
	Gloria Cockerell
Collin Plano Campus
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	P
	Kenneth Chamberlin
Owner
Flux Academy of Movement (FAM)
	N
	Susan Ray
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Stein Mart
	P
	Grace Fox 
Admin/ Meeting and Event Coordinator
Frisco Campus   


	N
	Carl Clemencich
City Council of Allen
	N
	Gene Rife
Owner
Finance Homes & Academy
	P
	John Hines
Program Coach
Frisco Campus 

	P
	Dynette Davis
Owner
Dymensions Education Consulting
	N
	Aja Russell
Project Manager
Main Event
	P
	Scott Hensley
Program Coach 
Plano Campus 

	P
	George Elking
Retired
	N
	Steve Seachman
Owner
The Mentor Model

	P
	Dr. Brenden Mesch 
Dean 
Academic Workforce 
Collin College

	P
	Fred Frawley
Owner
Fred Frawley Law Firm
	P
	John Shultz
Owner
Advanced Data Center Consulting Group 

	
	Andrea Szlachtowski
Associate Dean
Academic Workforce 
Collin College

	P
	Randell Huff 
Senior Marketing Manager 
Mcafee
	P
	John Shultz
Owner
Advanced Data Center Consulting Group 

	
	

	N
	Becky Hunt 
CTE Allen ISD
	N
	Patrick Taylor
Owner
NTEX Marketing—Real Estate

	
	

	P
	 Dave Lobo
Complex Opportunity Manager
	P
	Toni Vincent
CPA and Volunteer
Financial Reporting and Accounting
	
	

	P
	Stacy Maynard 
Director
American Engineering Consultants
	N
	Alan Weintraub
Owner
AP Enterprises

	
	

	P
	Jodi Miller
Owner
Fashionista Camp
	
	
	
	

	P
	Daishea Mitchell
Owner
Acclaimed CPR Training
	
	
	
	



Minutes
	
Agenda Item
	
Action
Discussion
Information
	
Responsibility

	
Old Business:
	
Welcome and Introductions 
Committee Introductions 
	Chris Boehm 
Gloria Cockerell 
Dean Brenden Mesch 


	


	Approval of Minutes from Previous meeting 6-16-2020
	Chris Boehm 

	
New Business:
	

	Program Coach Scott Hensley 
Program Coach John Hines 


	Update on Enrollment:

	See numbers below 
	Program Coach Scott Hensley 

	Update on Completion:
	See numbers below 
	Program Coach Scott Hensley


	
New Program Initiatives:
	N/A
 
	N/A


	Curriculum Decisions:
	 
	Gloria Cockerell 

	
Other:

	Campus Construction update
	Dr. Brenden Mesch 



MINUTES
	
Key Discussion Points
	
Discussion

	
Old Business:
	Welcome and Introductions were led by Chair-Chris Boehm. 


	

	Approval of Minutes from Previous meeting 6-16-2020
 Chris Boehm called for a vote to approve the minutes from the previous meeting on 6-16-2020. 
Fred Frawley motioned to approve the minutes as presented. 
Stacy Maynard seconded the motion.
The motion carried, Minutes approved. 

	
Continuing Business:
	N/A
Chris Boehm mentioned that there is no old business to discuss. 
Chris introduced Program Coach Scott Hensley .

	
New Business
	Program Coach Scott Hensley went over Enrollment and Completion numbers with the committee.
Committee- Do you guys know what was the driver for the spike in enrollment?
The increase in marketing certificates between people participated in that program from 2018 to 2019, it was a jump it went from 15 enrollees to 121 and do you know what drove that increase in people enrolling in the Program?

John Hines – What the College did is we actually performed an audit of past students who had completed the classes, but not yet been given, and so this was actually catch up of that report. And something we did for this team, so they would be awarded their degrees.
Committee – John, I have a quick question so if you look at the national averages for graduations at a Community College on a two-year program, which is about 13% graduation rates. If it's normalized other factors can be up to 40% we're seeing here if I look at this data anywhere from around a 1% to 4% graduation rate and we know why we're. Less than a third of a normal graduation rate or, in some cases, Like 2% of a normal graduation rate?
Dr. Brenden Mesch 
I’m going to answer that. Okay, I think one of the challenges is that our way of tracking who's a marketing student is limited so there's a lot of students that are taking marketing classes, they believe they're in the marketing associates or certificate. But they don't actually select that when they apply or when they update their degree plan so it's an interpretation of who we believe is in that marketing pathway. If we want to look at who is actually selected that pathway, here’s the crazy thing. Is that you could take classes outside of the marketing pathway, you could take nursing classes, if you wanted to and be a marketing student there's nothing in column that stops you. Our challenge is that we're trying to represent the most likely students, that are within a marketing pathway based upon their actual enrollment in classes. That may not represent the students also truly going for that associate or certificate. Some students take Marketing classes specifically to round out their other classes they're taking in a business field of study. We have other programs, where they have electives and they have options to take marketing as a way of furthering their skill set and we have students that because of the cost of college classes just decide hey I’m going to take it, It’s not anything that I have as a requirement for degree, but for $160 and the price of the book, it makes sense for me to take this additional class. 
Committee -got you, so there's really no concept of a declared major that you can track against so when someone enters the middle to these are marketing and these were people that were declared marketing?
· Gloria Cockerell - There is now but we're having to make sure that students understand it, they just think.
· They signed up, they don't have a major and they start taking classes and I think gosh, this is biology and I love it I didn't know I’d love it and they keep taking it.
· Thinking now I’m a biology major that unless they do go down and do that, so one of the things that our program coaches Scott and John and others are doing now is making sure that they understand that and more and more of our professors are actually saying it. In fact, I just sent a message out about three weeks ago to everybody.
·  If you have taken all these marketing courses by the time this semester is over, you have a marketing certificate go and apply for it here, and you know so we've got more of that in place now.
Scott Hensley - yeah and also kind of following up on what john Hines we had a major audit not too long ago it's I can't remember the date. But we found that there were a number of students that had never applied for the awards. Regardless of the major so it was kind of across the board, and so we did a lot of phone calls we started doing. A lot of surveys in class whenever we were in the coaches whenever we were invited into a class, we could do a survey and then through those surveys we'd get the student information.
Committee- I guess the big question I’ve got is, do you guys feel like moving forward you'll have a clearly declared marketing major then and you've kind of got most of the noise out of the system? 
Gloria Cockerell – I feel so.
· Dr. Brenden Mesch,
· Let me jump in, I think we're in better shape, but I think one of the beauties and curses of our system of enrollment is that students can change 
· Their major every day of the week, if they want to.
· It's a moving target, so what we do is we communicate to students about.
· This is what we think you are in, are you in this program you should be in this program and nine times out of 10 we get a response it's that other 10% where it's out there and we don't know if they've made that move we can't make the move for them.
· We can only give advice, so I think we're going to be better, and I think you know the other time here is 16 by 30 and that's kind of like the, the purpose of this audit.
· Is that we want to improve our student success rates with certificates and associate degrees and bachelor degrees now as well?
· Like paying closer attention to that and also providing kind of a roadmap for all of our programs so students understand that I’m in this associate, but there's this this embedded certificate.
· That halfway through my progress, I also get that degree so it's that messaging. I think it is working, but it's going to take some time.
· So, I don't think that you will know John when you come back next fall and you see the data, for you know spring 21 and fall 21.
· It's going to be miraculously perfect, I think it's going to improve the validity, the veracity of the information will improve over time, so you know we also we also have new data analysis systems that we didn't have back then.
· They are coming online so things should be looking better, but just don't want to paint a picture of it's going to be perfect, the next time we all get together
Scott Hensley – explained CO-OP to the Industry partners and invited them to participate. 320 hours are required
Questions? 
Committee- How do we participate? 
Reach out to COOP email address. 
Question on Contract? Non –binding? Can a family member employ the student? 
Scott Hensley – Non- binding, no on the family member.

	
	Gloria Cockerell – Entrepreneurship Course 
·  I am going to go through it kind of quickly because I want to get to the stuff I’m excited about for today.
· But I am about this co-op, I have thought and kept co-op is the capstone for the marketing the entire time we used to have a whole department of co-op and it was it's been wonderful.
· But more and more and more over time, a higher and higher percentage of our students had their own businesses and also.
· Not as high percentage by any means that somewhat we have international students whose visas, do not allow them to work in the United States.
· And in either of those instances those students cannot take part in co-op so that was a real difficult kind of thing, so I had devised a course called entrepreneurship experience.
· And, quite frankly, with my little company Community Mark I go out into companies, and I can charge them a whole bunch of money for this, it is one on one consulting with the students.
· And they come in, first of all, and me course now we're doing it by zoom but.
· They devise packets of information that they're going to complete as the employee or owner employer of this business, then they switch places.
· You'll be surprised to know not everybody's wealthy and starts a business and puts it over for other people to do most of the vacuuming and watering the plants and making sure there's toilet tissue and all of this stuff.
· And so, they're working to and over the course of the Semester they complete this work and meet about every two weeks with the Faculty liaison and which right now happens to be me. 
· We go through what they're doing and how it's going to add to what else is happening they're working on actual things that that you have to do when you own a business.
· And so they're putting together an employee handbook they're dealing with promotion aspects, all the things that we have to do if we have a business and then toward the end of the Semester.
· As they're working, they are evaluating what's going on.
· From the perspective of an employee and if they have actual employees, a lot of them don't.
· But if they have if you're opening a food place or daycare or eldercare or something you do have employees.
· So they're having those employees evaluate what they're doing, and then, as we get toward the end they have the final sessions to give a final overview evaluation of everything they did, and what changes they would make and how well it would work and it's 100% setup for their particular business, and this is also available.
· If somebody does work somewhere and could be in in co-op these, you can take either one of these classes.
· And if they do have a job, but they want to start a business or they're going into that once this semester is over, something they can do the entrepreneurship experience but that's what it is really a good learning tool and it's an overview of everything they've covered in all the classes they're dealing with, but also the APP today, this is what we do every day in a business.

	
	Gloria went over all certificates and the AAS degree in great detail. 
Slides 9- 14
The changes that were made and voted on at previous meetings. 
Committee - so why would business ethics be optional that they can substitute, what made you decide? 
Gloria Cockerell - 
Every one of the other five classes is critical to a digital marketing certificate and although we would like to have people take business ethics. It is in the degree but it can be substituted. 
Committee 
· Gloria, this is Randall can jump in really quick? 
· Sure, just because you've just missed it, I find that statement at the top around taking marketing 1311to be confusing because there's two other marketing classes in the first semester, so it would lead me to as a customer to kind of go why can’t I take those two at the same time, if it tells me I need to take its recommended take 1311 first. So, it's kind of your opinion, I take three marketing classes, but you're saying at the top is recommend you take this one first before you take the others?
Gloria Cockerell – I agree with you. This is how the curriculum office wanted it. 
Committee
Just trying to represent the student and how they might be confused. 
Committee
committee gave positive feedback. 
· 

	
Curriculum Decisions:
	
No Vote required – Gloria just wanted to fill the committee in with slides 9-14 on the changes voted at the previous meeting.

	
	Committee Comments and Concerns
What are we doing to track the success of this program starting day one, so we don’t run into the same issues? 
Gloria Cockerell - okay I’m going to ask Dean Mesch to go down and get on his broom and fly back and tell them - you better …. Some of the things he was talking about before are in place. Our program Coaches have better tracking information. The system itself is catching up. 
Committee- Are the classes online or in person? 
Both 
Hybrid
Committee
Can we pop in on a session and see how it’s going? 
Gloria Cockerell 
 Sometimes it can be intrusive, but I think they will welcome that. 
Committee 
 Different measures of success? 
What is your KPI for the digital Marketing? 
Gloria Cockerell 
Assessments that show how a particular class is being evaluated. They have to practice everything they learn in class. 
Committee
Here’s the other part, not sure it’s measurable. I can take your class, and I can digest the material and I can do good on the test but I may leave the class thinking it was worth it or it was not worth my time, I am going to pass it. 
Gloria Cockerell  
Randall, you would be wrong.
Well, Randall. Randall, they don't just read something to take a test, there are so many different ways to assess their abilities to learn it.
· They have audio visual presentations that they have to create and present they critique those of others, they take quizzes and exams, of course. Strategic the strategies that social media marketing, they have to create an advertising campaign based on what they're learning so they have to show that they know how to do it, this is.
· 
· Committee
· I was asking if they found it a value?  I can succeed is if the ended, I find it a value that I would recommend it to somebody else, so you get the word of mouth out. I was asking if they found it a value? 
· Gloria Cockerell
That's OK, we have student evaluations, at the end of each class in fact I did on 18th of this month and students go in and vet and evaluate different things, like what they learned and what they learn best. What could the teacher have done better that kind of thing.
· Another thing is that a lot of us asked students to write reflection papers, at the end I’ve got that in my classes to write a reflection paper.
Committee 
 So that's great, I guess. I guess what I would say, is to write it down and you say success for this new course is that we receive a score of four or greater from our evaluations, at the end of the course.
· And you have documented and you measure against it, so you can see that what.
· The new ones were but that's it.
Gloria Cockerell Why?
Committee
I don't want to bog you down I.
Gloria Cockerell
Know absolutely the questions are really good and we need to have them noted.  If we didn't think about it and Brenden, did you want to address that?
Committee -You took us off mute Brenden.
Dr. Brenden Mesch
Alright, so yeah, I was going to say the student evaluations that's a really good thing. The lens into the class, but then you know back to Randall’s question about 1311 needs to be taken, initially.
And in the catalog it lists it after 1301, how do we communicate that so Gloria didn't mention that we have another way of conveying that information, so we have a curriculum map that we share.
· Students where it shows them like all right take these classes first number one because they're going to you're not going to define a pre REC laws.
· But then also we want you to take these classes, first because you're going to walk away with a certificate, if you take them in this sequence, and it goes into detail about you know which ones might be.
· Eight week versus 16 weeks and which ones also are offered during certain terms, so t's a lot more visibility than we are able to provide, in the course catalog and it's you know greatly enhancing our student’s ability to understand what are they need to do.
Chris Boehm - Chair 
Brendan we're short on time, but if you don't mind going over the update on the new campuses and then, if we have some extra time we can go back to the subject and talk about it, some more if that's okay.
Dr. Brenden Mesch
That sounds good, so no other questions for Gloria on curriculum? 
Committee- I wanted to follow up on something Randall said because he suggested an evaluation afterwards, but what about one before. Like if they determine before, when I heard about this course, this is what I was feeling I would get out of it at the beginning and then at the end a follow up to see if it met their expectation?
Gloria Cockerell
I do that in my classes and some of my faculty do, and certainly you know, we can ask faculty to do that a lot of us just do that anyway, but I don't think it’s a  not a college policy that we did.
Dr. Brenden Mesch
I think it's I think it's a good idea.
Gloria Cockerell
Good idea, I think.
Dr. Brenden Mesch
You know you might get some students they're like hey I really like Facebook and Twitter and I’m doing all kinds of crazy stuff on there, and I want to take this class, for that reason.
· And their perception of digital marketing is not really where it should be so you know kind of right sizing that but also, I think that that might be useful to the Faculty to understand who's the audience and you know.
· If they have already used, you know, a social media management system, then all right, do we need it up the level of the game for this particular cohort and provide more.
· Detailed instruction so it's a good thing to add in because it's all new I mean, so we want to do it the right way, the first time, but we know we're going to probably get some things back from students that will help us improve and for the second, third and fourth time.
Gloria Cockerell
I do this in my introductions at the beginning of this of the any class. I asked them to send me in writing exactly what you're talking about Tony and then, as I, and I can use that.
· Maybe I’m doing all those things that I need to as Brendan saying retrofit it to go with the people that I see in the primary target of that class?
· So, it may not be exactly the same way for each class but yeah absolutely, that was excellent ideas. I like those we can actually add that is something we need to put in each syllabus if we wanted to.
Dr. Brenden Mesch
Well, I think that's great folks, let me try to go and three to four minutes and let's have some time at the end to discuss anything.
· It's a really exciting time for Collin College we're opening campuses left and right, we have the Wylie campus and the Allen technical campus they opened in the fall and doing really well, we also have there's 
· We also have.
· Celina that's opening up in fall 2021 and that's just up the road from Frisco we're going to have some workforce classes there we're going to have dual credit there we're also going to have.
· Traditional transfer programs like you know business field of study Farmersville, it says 2021 and it technically opened up in the spring, so they have students that are now taking courses.
· There's going to be a high emphasis on workforce courses, as well as dual credit at that campus, at least for the first couple years.
· And I think that a really exciting thing .On the Frisco campus where I’m based is ,  we have a 92,000 square foot building that is.
· 500 computing devices. 

	
Other
	Meeting Adjourned 
Chair –Chris Boehm called for a motion to adjourn the meeting. 
Antoinette Vincent made the motion 
Stacy Maynard seconded the motion 
Motion carried, meeting adjourned 
12:42 pm 



[image: Table

Description automatically generated with medium confidence]

	

		Term
	Count of Enrolled Students- AAS (MKTT) 
	Cert- Marketing (MARK)
	Cert- Entrepreneur (ENTR)

	FY 2017
	 
	 

	Fall 2016
	225
	28
	1

	Spring 2017
	213
	19
	2

	Summer 2017
	191
	9
	9

	 
	629
	56
	12

	Completers
	3
	7
	----

	FY 2018
	 
	 

	Fall 2017
	267
	7
	9

	Spring 2018
	257
	5
	8

	Summer 2018
	200
	3
	10

	 
	724
	15
	27

	Completers
	3
	4
	----

	FY 2019
	 
	 

	Fall 2018
	328
	29
	46

	Spring 2019
	296
	37
	44

	Summer 2019
	181
	55
	8

	 
	805
	121
	98

	Completers
	4
	6
	---

	FY 2020
	 
	 

	Fall 2019
	437
	80
	45

	Spring 2020 (Covid)
	388
	68
	43

	Summer 2020
	174
	38
	9

	
	999
	186
	97

	Completers
	8
	8
	1

	FY 2021
	 
	 

	Fall 2020
	383
	48
	19

	Spring 2021
	338
	41
	18

	Summer 2021
	45
	4
	3

	
	766
	93
	40

	Completers
	1
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	There was some discussion re: the option of sending out Minutes by email and having the Committee approve the Minutes by email.

Mr. Boehm moved the discussion to the current Academic state of the AAS Marketing Program.
Dr. Rossini suggested the Program has “no scaffolding,” which allows students to enroll into classes as they like, without any specific/visible degree plan.
This approach has advantages, according to Professor Cockerell, in that many of the Marketing students are getting the courses
	Dr. Carl Rossini, Discipline Lead

	
New Business/ Discussio n
	and training needed without having to follow a specific degree path.
AD Mark Fischer pointed out there is still some need for this type of flexibility, but
	
Chair Boehm Dr. Rossini

	
	reminded the Committee the goal, along with retention, is completion/graduation. Dr. Rossini mentioned that MRKG 1311-
Principles of Marketing is an unofficial
	
Chair Boehm Dr. Rossini

	
	prerequisite for some of the higher level MRKG courses. Prof. Cockerell added that there are pre and co-requisites in place, (MRKG 2371 and 2372) for some of the higher-level courses and this helps to provide some strength to the “flexible” degree plan scaffolding.
	
Chair Boehm Dr. Rossini

	
	Professor Karen Power stated MRKG 1311- Principles of Marketing should be an “official” prerequisite, while Prof.
Cockerell stated having MRKG 1311 as a prerequisite would “restrict potential students from enrolling.”
Fred Frawley agreed MRKG 1311 should become a prerequisite.
	
Chair
	
Boehm

	
	Associate Dean Fischer asked the Committee: Completion numbers are very few—"are students just taking a few classes then leaving?”
	
Chair
	
Boehm

	New Business/ Discussio n
	Randall Huff asked about the Collin College/Marketing Program: “What is the mission/goal?” Is it completion or is it the number of students enrolled? Is the Program data-driven? We must know the consequences of the data. Who is the “Target Audience?” Is the Program accomplishing the goals it has set for itself: completion/retention? Mr. Huff emphasized: If the goal is completion, the students need to stick to the degree plan.
	
Chair
	
Boehm

	
	AD Fischer mentioned the possibility of working with the Continuing Education (CE) department, which would focus more on skills, while allowing the for-credit students to stick to the degree plan.
Dean Wang added that separating CE and Dual Credit students, from the AAS Degree seekers could be a viable option.
	
Chair Boehm Dr. Rossini

	New Business/ Discussio n
	Prof. Power mentioned it is possible for students going the CE route would lose sight of the “Big Picture.”
	
Chair
	
Boehm

	
	Professor Karen Power stated MRKG 1311- Principles of Marketing should be an “official” prerequisite, while Prof.
Cockerell stated having MRKG 1311 as a prerequisite would “restrict potential students from enrolling.”
Fred Frawley agreed MRKG 1311 should become a prerequisite.
	
Chair
	
Boehm

	
	Associate Dean Fischer asked the Committee: Completion numbers are very few—"are students just taking a few classes then leaving?”
	
Chair
	
Boehm

	New Business/ Discussio n
	Randall Huff asked about the Collin College/Marketing Program: “What is the mission/goal?” Is it completion or is it the number of students enrolled? Is the Program data-driven? We must know the consequences of the data. Who is the “Target Audience?” Is the Program accomplishing the goals it has set for itself: completion/retention? Mr. Huff emphasized: If the goal is completion, the students need to stick to the degree plan.
	
Chair
	
Boehm

	
	AD Fischer mentioned the possibility of working with the Continuing Education (CE) department, which would focus more on skills, while allowing the for-credit students to stick to the degree plan.
Dean Wang added that separating CE and Dual Credit students, from the AAS Degree seekers could be a viable option.
	
Chair Boehm Dr. Rossini

	New Business/ Discussio n
	Prof. Power mentioned it is possible for students going the CE route would lose sight of the “Big Picture.”
	
Chair
	
Boehm

	
	Mr. Huff suggested there is a need to reinforce Soft and other skills across the various classes.
Chair Boehm discussed next meeting time and AD Fischer mentioned the importance of Advisory Committee membership.
Motion made by Mr. Frawley to adjourn meeting. Mr. Huff seconded the Motion. Meeting was adjourned without dissension.
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Continuous Improvement Plan 
 
Outcomes might not change from year to year.  For example, if you have not met previous targets, you may wish to retain the same outcomes.  If this is an academic, workforce, or continuing education program, you must have at least one student learning outcome.  You may also add short-term administrative, technological, assessment, resource or professional development goals, as needed.   
 
Date:        4/22/2020                      Name of Program/Unit: Marketing 
Contact name:        Gloria Cockrell                         
Contact email:                                     Contact phone:     
Table 1: CIP Outcomes, Measures & Targets Table (focus on at least one for the next two years) 
	A. Expected Outcome(s) 
Results expected in this unit 
(e.g. Authorization requests will be completed more quickly; Increase client satisfaction with our services) 
	                              B. Measure(s) 
Instrument(s)/process(es) used to measure results 
(e.g. survey results, exam questions, etc.) 
	C. Target(s) 
Level of success expected 
(e.g. 80% approval rating, 10 day faster request turn-around time, etc.) 

	The Program will demonstrate increasing numbers of completers. 
	Use of IRO enrollment figures for semesters after the Program puts new recruitment processes into place 
	  Five Completers 
 

	Students will demonstrate the ability to perform job-description duties in actual workforce settings. 
 
	On-site managers’ evaluations of work performance using evaluation rubric from co-op department OR the evaluation rubric for the Entrepreneurship Experience course. 
 
	Grade of B  
 

	 
	 
	 


 
Description of Fields in the Following CIP Tables: 
A. Outcome(s) - Results expected in this program (e.g. Students will learn how to compare/contrast conflict and structural functional theories; increase student retention in Nursing Program). 
B. Measure(s) - Instrument(s)/process(es) used to measure results 
(e.g. results of surveys, test item questions 6 & 7 from final exam, end of term retention rates, etc.) 
C. Target(s) - Degree of success expected (e.g. 80% approval rating, 25 graduates per year, increase retention by 2% etc.). 
D. Action Plan - Based on analysis, identify actions to be taken to accomplish outcome.  What will you do? 
E.  Results Summary - Summarize the information and data collected in year 1. 
F.  Findings - Explain how the information and data has impacted the expected outcome and program success.  
G. Implementation of Findings – Describe how you have used or will use your findings and analysis of the data to make improvements.   
Table 2. CIP Outcomes 1 & 2 (FOCUS ON AT LEAST 1) 
 
	A. Outcome #1  
*The Program will demonstrate increasing numbers of completers. 
 

	B. Measure (Outcome #1) 
Use of IRO enrollment figures for semesters after the Program puts new recruitment processes into place 
	C. Target (Outcome #1) 
Five Completers 
 

	D. Action Plan (Outcome #1) 
The Program will implement social media accounts for former, current, and potential Marketing students, create a Program promotion piece, and organize visits to high schools by current and former Marketing students. In addition, the discipline lead will suggest to all Program faculty that they include in their Canvas classes the information for petitioning for degrees and certificates. 

	E. Results Summary (Outcome #1) 
With one exception (academic year 2017-2018), enrollment has stayed strong, with an addition of students completing in summer terms ((2016-2017 and 2017-2018). Unduplicated:  2015-2016 = 11   2016-2017 = 10   2017-2018 = 7 (a bit lower, but with three completers in summer terms   
2019. 1 

	F. Findings (Outcome #1) 
Promotion pieces published in the Marketing Program’s Facebook account, as well as in that of Collin College resulted in inquiries by potential students. In addition, postings on the Marketing Program’s web site generated such inquiries that came directly to the discipline lead of the Marketing Program.   

	G. Implementation of Findings    
The Marketing Program launched all parts of the Action Plan with one exception: there is a prohibition against programs’ visiting high schools, so, even though scheduled, such visits never took place.  Although faculty have not followed through on sharing information about petitioning for degrees and certificates, the Program Discipline Lead worked with Career Coaches to set up such information sharing with students; such has since become part of the responsibilities of Career Coaches. As a result of this better communication between Collin College and students, more students and potential students stay in regular contact with both the discipline lead and Career Coaches. 


 
	A. Outcome #2 
Students will demonstrate the ability to perform job-description duties in actual workforce settings. 
 

	B. Measure (Outcome #2) 
On-site managers’ evaluations of work performance using evaluation rubric from co-op department OR the evaluation rubric for the Entrepreneurship Experience course. 
 
	C. Target (Outcome #2) 
Grade of B or higher  
 
 

	D. Action Plan (Outcome #2)  
Students who earn the AAS in Marketing have as their capstone class, co-op, for which they are evaluated by their managers in the workforce, using an evaluative instrument provided by the co-op department.  Students may substitute for the co-op class, the Entrepreneurship Experience course, which has its own evaluation instrument. 

	E. Results Summary (Outcome #2) 
Some students are not able to take the co-op course:  those whose visas will not allow their working in the united states, those who own their own businesses and therefor have no managers above them.  The Entrepreneurship Experience course, a Local Need course, allows them to complete their degrees. 

	F. Findings (Outcome #1) 
Students who are not able to take the co-op course now do not, as in the past, simply discontinue their work toward the Marketing AAS, but take instead the Entrepreneurship Experience course, allowing them not only to be completers, but also to learn about operating their businesses what would take them years in the workplace.  Students who take the Entrepreneurship experience course have consistently earned excellent grades in the class, with two exceptions, one failure caused by personal problems, and one B simply because of quality of work.  The Entrepreneurship Experience is an individual, independent study class, not a regular class with a minimum of 15 students, and there are two-to-five students each term.  The numbers are steady throughout the academic year, with summer terms averaging two students and long terms boasting four or five.   Out of 9 students enrolled in BUSG 2371 in 2019, 6 received a grade of B or higher.

	G. Implementation of Findings 
The actions of Career Coaches is especially valuable in informing students about the Entrepreneurship Experience course and letting them know that they have the option of choosing either that or the co-op course. The Discipline Lead works closely with Career Coaches to interview and approve student participation in either course.  The Marketing Program is richer for having available both the co-op course which allows students to work in businesses that they most likely would not have been able to do, under the guidance of managers and faculty members, and the Entrepreneurship Experience course which allows students who operate their own businesses to act as both manager and employee and then evaluate how well or poorly managerial decisions contributed to the success of the business.  The experience of students who take this Entrepreneurship class is highly useful for them, and without exception they note how much better they understand how to operate their businesses after completing the various projects of the class.  Perhaps most useful is the fact that they take first the role of the owner/entrepreneur as they devise best practices for their businesses, then the role of the employee as they actually use the strategies put into place by the employer role.  Finally, they return to the role of owner and evaluate how well the strategies that they devised are contributing to their businesses. 


 




Continuous Improvement Plan 
 
Outcomes might not change from year to year.  For example, if you have not met previous targets, you may wish to retain the same outcomes.  If this is an academic, workforce, or continuing education program, you must have at least one student learning outcome.  You may also add short-term administrative, technological, assessment, resource or professional development goals, as needed.   

Date:   2/1/2022                   Name of Program/Unit: Marketing   
Lead Instructor:                    Dr. Carl Rossini, Jr.
Contact:                                  cdrossini@collin.edu, 214.205.8912          

Table 1: CIP Outcomes, Measures & Targets Table (focus on at least one for the next two years) 
	A. Expected Outcome(s)
Results expected in this unit 
(e.g. Authorization requests will be completed more quickly; Increase client satisfaction with our services) 
	B. Measures
Instrument(s)/process(es) used to measure results 
(e.g. survey results, exam questions, etc.) 
	C. Target(s) 
Level of success expected 
(e.g. 80% approval rating, 10 day faster request turn-around time, etc.) 

	1. The Program will demonstrate increasing numbers of completers. 
	Use of IRO enrollment figures for semesters after the Program puts new recruitment processes into place 
	  Five Completers 
 

	2. Students will demonstrate the ability to perform job-description duties in actual workforce settings. 
 
	On-site managers’ evaluations of work performance using evaluation rubric from co-op department OR the evaluation rubric for the Entrepreneurship Experience course. 

	 Grade of B  
 

	 
	 
	 


 Description of Fields in the Following CIP Tables: 
A. Outcome(s) - Results expected in this program (e.g. Students will learn how to compare/contrast conflict and structural functional theories; increase student retention in Nursing Program). 
B. Measure(s) - Instrument(s)/process(es) used to measure results 
(e.g. results of surveys, test item questions 6 & 7 from final exam, end of term retention rates, etc.) 
C. Target(s) - Degree of success expected (e.g. 80% approval rating, 25 graduates per year, increase retention by 2% etc.). 
D. Action Plan - Based on analysis, identify actions to be taken to accomplish outcome.  What will you do? 
E.  Results Summary - Summarize the information and data collected in year 1. 
F.  Findings - Explain how the information and data has impacted the expected outcome and program success.  
G. Implementation of Findings – Describe how you have used or will use your findings and analysis of the data to make improvements.   
 
	B. Outcome #1  
*The Program will demonstrate increasing numbers of completers. 
Please see attached chart after this table.
 

	C. Measure (Outcome #1) 
Use of IRO enrollment figures for semesters after the Program puts new recruitment processes into place 
	D. Target (Outcome #1) 
Five Completers 
Actual:  
Fall, 2019 – four (4) completers
Spring, 2020 – eight (8) completers
Summer, 2020 – five (5) completers
Fall, 2020 – two (2) completers (COVID)
Spring, 2021 – five (5) completers
Summer, 2021 in progress 

	E. Action Plan (Outcome #1) 
The Program will implement social media accounts for former, current, and potential Marketing students, and create a Program promotion piece.  In addition, the discipline lead will suggest to all Program faculty that they include in their Canvas classes the information for petitioning for degrees and certificates.  
Assessment Goals - 2022:
1.  A survey to collect and evaluate student goals for their education in Marketing department is underway; those student goals will be evaluated to define “success” in terms of student goals. 
2. Marketing department information in the Collin Web site will be updated, so that it is current and accurate.


	F. Results Summary (Outcome #1) 
With one exception (academic year 2017-2018), enrollment has stayed strong, with an addition of students completing in summer terms ((2016-2017 and 2017-2018). Unduplicated:  2015-2016 = 11   2016-2017 = 10   2017-2018 = 7 (a bit lower, but with three completers in summer terms. 

The measurement of “completers” captures students who have met their educational goals of an associates degree and a certificate. The survey of student goals underway will also comprehend and allow the reporting of  the percent of students responding students who have other educational goals (see below). The results may show that the current measure of “completers” is too narrow to fully measure the success of the department in meeting its mission. 
· Are taking classes to increase job opportunities
· Seeking promotion in current job
· Increase knowledge base while seeking employment
· Seeking or maintaining licensure 
· Seeking Bachelor’s degree 
· Lifelong learning

	G. Findings (Outcome #1) 
Updates to the Program Website are scheduled for 2023, and skills training has been started; the planned updates will match those already noted in the Collin College Academic Programs website. 


	H. Implementation of Findings    
The Marketing Program launched all parts of the original Action Plan with one exception: Collin College policy includes a prohibition against visiting high schools, so, even though scheduled, such visits never took place.  Although faculty have not followed through on sharing information about petitioning for degrees and certificates, the Program Discipline Lead worked with Career Coaches to set up such information sharing with students; such has since become part of the responsibilities of Career Coaches. As a result of this better communication between Collin College and students, more students and potential students stay in regular contact with both the discipline lead and Career Coaches. 

Program Coaches are sending program and certificate registering information that will enable progress to an award and petitioning information each term to all students who qualify for the AAS or a certificate.  


 
	B. Outcome #2 
Students will demonstrate the ability to perform job-description duties in actual workforce settings. This outcome will remain the same for students who take the Co-Op course, but students who participate in the alternative—the independent study course—Entrepreneurship Experience, will demonstrate the ability to demonstrate job-description duties that they develop.


	C. Measure (Outcome #2) 
On-site managers’ evaluations of work performance using evaluation rubric from co-op department OR the evaluation rubric for the Entrepreneurship Experience course. 
 Students who register for the Co-Op class will be evaluated by their faculty liaisons, but also through on-site managers’ evaluations of work performance, using the evaluation rubric from the Co-Op Department.
Students who register for the Entrepreneurship Experience class will be evaluated by their faculty liaison, using the evaluation rubric for this independent study course.
	D. Target (Outcome #2) 
Grade of B or higher  
 
 

	E. Action Plan (Outcome #2)  
A. Students who earn the AAS in Marketing are encouraged to complete the capstone class, co-op, for which they are evaluated by their managers in the workforce, using an evaluative instrument provided by the co-op department.  Students that may substitute for the co-op class, the Entrepreneurship Experience course, which has its own evaluation instrument. 
B. Faculty and the Advisory Committee are exploring the development, measurement, and use of data for high-value specific marketing skill outcomes for future CIPs.

	F. Results Summary (Outcome #2) 
Some students are not able to take the co-op course.  The Entrepreneurship Experience course (BUSG 2371), a Local Need course, allows them to complete their degrees. In the time frame of Fall, 2019, through Spring, 2021, ten (10) students earned As in this course, two (2) earned Bs, and two earned Cs, totaling 14 students who completed this course at target outcome level, and 2 that did not (earned Cs).

	
G. Findings (Outcome #2) 

1. Students who are not able to take the co-op course now but take instead the Entrepreneurship Experience course. 
2. Because if both published research and faculty experience with employers, it is judged that a co-op experience in the field is better both for job readiness and because employers value that experience and the ability of the student to communicate what they learned from it.
3. If the co-op course cannot be experienced, the alternative Entrepreneurial experience does offer a substitute that teaches business and project planning skills.
4. During 2020-2022 the COVID pandemic precautions prevented almost all co-op claes in the field, that class will be offered as soon as it can be done so within government guidelines. 



	


	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	


















	














	




















	

	
	
	
	

	
	
	
	

	DATA TABLE – FA 2021
	
	
	

	TERM
	ENROLLMENT
	AAS COMPLETERS

	CERTIFICATE COMPLETERS

	Fall 2018
	568
	
	MRKG 1

	Spring, 2019
	542
	4
	MRKG 6

	Summer, 2019
	244
	
	MRKG 2

	Total 2018/2019
	1354
	4
	MRKG 6  

	
	
	
	

	Fall, 2019
	570
	2
	MRKG 2

	Spring, 2020 (COVID)
	504
	5
	MRKG 2    ENTR  1

	Summer, 2020
	221
	1
	MRKG 4

	Total 2019/2020
	1295
	8
	MRKG 8    ENTR  1

	
	
	
	

	Fall, 2020
	460
	1
	MRKG 1

	Spring, 2021
	406
	2
	MRKG 3

	Summer, 2021
	147
	
	

	Total 2020/2021
	613
	
	

	Fall, 2021 (on 6/17/21)
	179
	
	


Information provided by Scott Hensley, Program Coach, on June 17, 2021.


Enrollment in MRKG Fall, 2019-Fall, 2021 = 2294 (unduplicated)
Enrollment in BUSG 2371—Entrepreneurship Experience Fall, 2019 to Fall, 2021 = 14
Enrollment in MRKG 2381—Cooperative Work Experience Fall, 2019 to Fall, 2021 = 2
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MINUTES
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« people ranging in age from 26 to 49, usually in the
workforce.

New Business:

There are no prerequisites in the Marketing Program because
the unique schedules of the students in the program dictate
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for a Facebook account. Stated: Fred Frawley, Seconded:
Torrey English

-Inclusions for Committee Facebook account included posting
job offerings from members, posting publications that can be
useful/interesting to members, continuations of discussions
from Committee meetings, notifications of events that can be
useful/interesting for members.
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-Discipline Lead and an Advisory Committee member created
a Facebook account for anyone who wants to learn about
Marketing and/or Entrepreneurship: Primary Target Marketers.
To join this closed/private account, applicants must answer
three questions. They will be accepted or declined by the
creators/administrators of the account.

Two primary groups to address:
* high school- coming to college within one or two years
of being graduated from H.S.
people ranging in age from 26 to 49, usually in the workforce
-Discussion of ways to address the more difficult to reach of
the two groups, the 26-47 age range . . .
e G. Elking—speak at Rotary Club and Chamber of
commerce meetings.
e P. Somohan—contact companies and explain the
program rather than trying to find individuals.
e J. Moore—post student success stories from previous
students.
e G. Elking—talk with community members who come to
on-campus activities such as blood drives.

Suggestion by member, P. Somohan—Should the Committee
have more than one meeting in the fall and one in the spring
semesters? Conclusion of Committee—Although interesting,
the difficulties inherent in trying to meet more often outweigh
such. The Facebook account can take up the slack of not
being together more often.

Discussion-to try a Committee meeting in which members
break into small groups, discuss topics, then meet back in the
general Committee to discuss and compare points raised?
Consensus: Possibly a good exercise, depending on time
constraints and number of topics.

Curriculum Decisions:

None at this time

Other

CHAIRPERSON SIGNATURE: DATE: NEXT MEETING:

Fall 2019
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the two groups, the 26-47 age range . . .
* G. Elking—speak at Rotary Club and Chamber of
commerce meetings.
« P. Somohan—contact companies and explain the
program rather than trying to find individuals.
« J. Moore—post student success stories from previous
students.
« G. Elking—talk with community members who come to
on-campus activities such as blood drives.

Suggestion by member, P. Somohan—Should the Committee
have more than one meeting in the fall and one in the spring
semesters? Conclusion of Committee—Although interesting,
the difficulties inherent in trying to meet more often outweigh
such. The Facebook account can take up the slack of not
being together more often.

Discussion: Try a Committee meeting in which members
break into small groups, discuss topics, then meet back in the
general Committee to discuss and compare points raised?
Consensus: Possibly a good exercise, depending on time
constraints and number of topics.

Curriculum Decisions:

None at this time

Other

CHAIR TURE: DATE: NEXT MEETING:
y QQ 1 ‘ ql ] \q October 29, 2019
2 b
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Advisory Committee Meeting Minutes

CHAIRPERSON:

MEETING DATE: MEETING TIME: MEETING PLACE:
6-16-2020 11:30 am Zoom
95245021281
RECORDER: PREVIOUS MEETING:
Grace Fox 10-30-2019
MEMBERS PRESENT: (P=Present) OTHERS PRESENT:

Name and Title

Name and Title

Name and Title

Cindy Baccus Daishea Mitchell John Byers
Owner Owner Collin College CE
P Outta The Box Marketing P Acclaimed CPR Training N Program Manager
Computers & Technology
Chris Boehm- Chair Jill Moore Gloria Cockerell
e Manager N NSD Leadership e Collin Plano Campus
iQOR Development Mgr. Marketing Program
Mary Kay, Inc. Discipline Lead
Russ Burch Monica Neal John Hines
N | N/A P P | Collin Frisco Campus
Career Coach
Kenneth Chamberlin Susan Ray Scott Hensley
N Owner N Department Manager e Collin Plano Campus
Flux Academy of Stein Mart Career Coach
Movement (FAM)
Carl Clemencich Gene Rife Brenden Mesch
N City Council of Allen, Texas P Owner e Dean
Finance Homes & Academy Academic Workforce
Collin College
Dynette Davis Aja Russell Andrea Szlachtowski
N Owner N Project Manager P Associate Dean
Dymensions Education Main Event Academic Workforce
Consulting Collin College
e George Elking N Steve Seachman e Special Guest
Retired Owner Roger Widmer
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The Mentor Model

Collin Corporate College

Fred Frawley
Owner
P | Fred Frawley Law Firm

John Shultz

Owner

P | Advanced Data Center
Consulting Group

Eileen Gonzales

Pilar Somohano

N Allen Economic P Faculty
Development Corporation Allen High School
Marketing Director
Randell Huff Patrick Taylor
Senior Marketing Manager Owner
P | Mcafee N | NTEX Marketing—Real
Estate
Becky Hunt Toni Vincent
e CTE Allen ISD b CPA and Volunteer
Financial Reporting and
Accounting
Dave Lobo Alan Weintraub
P Complex Opportunity N Owner
Manager AP Enterprises
Stacy Maynard Maroba M. Zoeller, Ed. D.
N Director b Chief Government
American Engineering Relations Officer
Consultants Allen ISD
Jodi Miller
P | Owner
Fashionista Camp
Minutes
Agenda Item Action Responsibility
Discussion
Information

Old Business:

Welcome and Introductions

Chris Boehm
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Committee Introductions

Gloria Cockerell
Dean Brenden Mesch

Corporate College

Roger Widmer

Approval of Minutes from
Previous meeting 10-30-2019

Chris Boehm

Explanation of Marketing
Program.

Explanation of
Entrepreneurship experience
course.

Gloria Cockerell

New Business:

Co-op

Career Coach Scott Hensley

Update on Enrollment:

See numbers below

Career Coach Scott Hensley

Update on Completion:

See numbers below

Career Coach Scott Hensley

New Program Initiatives:

N/A

N/A

Curriculum Decisions:

Marketable Skills — to be
further reviewed

Vote on changes in Marketing
Certificate —Level 1 Sales and
Marketing.

Vote to add: New level 1
Digital Marketing Certificate

New sequencing Marketing
AAS- attached to meeting

Gloria Cockerell
Chris Boehm
Andrea Szlachtowski

Committee
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invitation for committee to
view.

Motioned passed

Vote on chair skipped by DL.

Other:
Next meeting 10-27-2020. Chris Boehm
Meeting adjourned at 1:00pm
MINUTES
Key Discussion Points Discussion

Old Business:

Welcome and Introductions

Approval of Minutes

Collin Corporate College

« Offers targeted, specialized courses to help your company
optimize organizational performance at every level.

* Classes are available in a customized format with flexible
delivery options.

Collin Corporate College distinguishes itself as the provider of

choice for Collin County businesses by providing high quality

training at very affordable pricing.

Approval of Minutes from Previous meeting 10-30-2019

Daishea Mitchell/ Fred Frawley seconded the minutes as presented
to the committee.

Motioned to approve minutes as presented to the committee.

Explanation of Entrepreneurship Experience Course and Marketing
Program were explained in detail by Gloria Cockerell.

Continuing Business:

N/A

New Business

Co-op, enrollment and completion numbers were presented by
Career coach Scott Hensley — see attached numbers.

Scott also invited industry partners to participate in Co-Op. Contact
Information provided on the slide.

Curriculum Decisions:

The purposed Marketable Skills were read to the committee.
Randell Huff suggested verbiage changes in number #7 - customer

- instead of

Committee - Customer touchpoint, customer feedback, costumer,
who is the customer?
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Discipline lead Gloria suggested that Randell Huff (Industry Partner)
was off focus and that was not the purpose of Marketing skill #7.

Monica Neal suggested customer optimization be added to the

Marketable skills.

Fred Frawley — Marketing in particular — too often they focus on
what they are trying to sell and not the customer. Gloria agreed
with Fred.

DL —Gloria Cockerell disagreed with Advisory Committee members
on changes of verbiage to marketable skills.

Committee agreed to send in suggestions and review via email.
(they will be approved at a later date)

Dave lobo motioned to approve and

Randell Huff - Seconded the motion.

Committee approved.

Approved but with the stipulation changes may be made to
verbiage.

DL- Gloria Cockerell -Presented curriculum.

Vote on changes in Marketing Certificate —Level 1

Sales and Marketing.

Vote to add: New level 1 Digital Marketing Certificate

New sequencing Marketing AAS- No vote required
Fred Frawley motioned to approve all curriculum changes.
Cindy Baccus seconded the motion.

Motioned passed

Other

Discussion - John Shultz —in the future would like the curriculum
votes ahead of time. Email the links beforehand.
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DL- Gloria Cockerell stated syllabus would be sent out to members
as soon as possible.

Meeting Adjourned 12:41 pm

Chris Boehm motioned to adjourn the meeting.
Daniesha Mitchell seconded the motion.
Motioned passed

CHAIRPERSON SIGNATURE: DATE: NEXT MEETING:

Student Enrollment per Term (Dual Credit filtered
out)

Marketing

Fall 2015 261 127
Spring 2016 188 99
Summer 2016 194 49
214 92
Completers 3 8
[ e |
Fall 2016 356 45 2
Spring 2017 331 43 3
Summer 2017 211 49 10
299 46 5
Completers 3 7 -
[ s |
Fall 2017 387 70 25
Spring 2018 356 61 2
Summer 2018 212 62 1
318 64 19
Completers 3 4 -
[ e |
Fall 2018 435 88 46
Spring 2019 407 91 44
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Summer 2019 183 53 8
342 77 33

Completers 4 9

Fall 2019 445 80 45

Spring 2020 394 69 43

Summer 2020 163 34 9
334 61 32

Completers 4 3 1

MARKETABLE SKILLS FOR MARKETNG PROGRAM

1. Research Primary Target Market characteristics for advancements in promotion and customer service;
analyze marketing data critically to reach sound conclusions.

2. Create data reports to increase productivity of employer or personal businesses.

3. Construct and develop Business Plans for small business owners; create company handbooks and other
professional resources for use by company personnel.

4. Create group goals and work productively with others to achieve these goals.

5. Demonstrate understanding digital marketing strategies and how to use them to meet key marketing
objectives; use measurement tactics and performance indicators to analyze campaign performance.

6. Communicate effectively and professionally with peers, managers, and potential and current customers.
7. Create customer service goals using specifics of personality types; interact appropriately with customers from
many cultures and perspectives.
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CHAIRPERSON SIGNATURE:

=

Chris Boehm (sep 23, 2021 10:07 CDT)

DATE:

Sep 23,2021

NEXT MEETING:
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Marketing and Entrepreneurship Advisory Committee Meeting Record

CHAIRPERSON: Patrick Taylor

MEETING DATE: 03/14/2017

MEETING TIME: 11:30 a.m.

MEETING PLACE: 1108
SCC Library Conf Room

RECORDER: Susan Ray

PREVIOUS MEETING: 10/28/16
PRC J204

NEXT MEETING: 10/19/2017
SCC 1108

MEMBERS: (P = Present)

OTHERS PRESENT:

Name/Title/Business Affiliation

Name/Title/Business Affiliation

Name/Title/Business Affiliation

Collin Continuing Education

p | ChrisBoehm Gloria Cockerell
iQOR Marketing Discipline Lead
Russ Burch Karen Musa
Capital One Bank Associate Dean
» | JohnByers
Prog Mgr Computers & Tech

P Ken Chamberlin Owner
Primal Parkour

Chris Dahlander CEO
Snappy Salads

P Carson Doss Owner
Carson M. Doss & Associates, LLC

George J. Elking

P | Fred Frawley Owner
Fred Frawley Law Firm

P | Mayte Garrett

Eileen Gonzales Marketing Director
Allen Economic Dev. Corp.

P Becky Hunt Director of CTE
Allen ISD

Joe Jacobsen  Pricing Strategy Assist.
IC Penney

P Joshua Johnson, Sr.
My Global Ex

p | DaveLobo
Complex Opporturiity Manager

Andy Long

Jodi Miller Teacher
Plano ISD

p | Daishea Mitchell Owner
Acclaimed CPR Training, LLC

p | JillMoore Leadership Dev
Mary Kay Inc.

Frisco Rough Riders

Garret Randle Premium Sales Mgr.

p | SusanRay Retail Mgr
Beauty USA

Aja Russell
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Project Manager
Digital Marketing

p | DebSkiles Director Sales/Marketing

The Westin
Sheraton Stonebriar Hotels

p | Patrick Taylor Owner
NTEX Marketing

p | ToniVincent
Accountant

Paige Warner
District Sales Manager—DFW
Pinnacle Division

Southern Glazers Wine and Spirits

Alan Weintraub Owner
AP Enterprises

p | Maroba M. Zoeller

Allen ISD

Chief Governmental Relations Officer

AGENDA

Agenda ltem

Action, Discussion, Information

Responsibility

Calling of Meeting to Order

Fred Frawley

OLD BUSINESS

Approval of Minutes from Last Meeting

Fred Frawley

Agenda Chair

Patrick Taylor

New Business:

1) Information for the Agenda

a) Explanation of Committee changes in 2016-17
academic year

b) Explanation of businesses and jobs of
Committee members
2) Introduction of Committee Members
3) Explanation of how the Committee operates
between meetings

Members’ discussion: a) best practices for
electronic interactions in between meetings

b) possible third meeting per year (tabled for later
consideration)

c) possible Zoom meeting ability for members
who must be absent from meetings physically

d) possible Zoom meeting as one of the required
meetings per academic year
4) Economic Development in the geographic area
that Collin serves.
5) Collin’s addressing Workforce skills as much as
Academic skills in order to meet demands of future
Economic Development requirements
6) Offerings in local High Schools that prepare HS
students for Collin focus on Entrepreneurship (such
as Eagle Edge at Allen HS.
7) Discussion of how High School students, as well
as other community members can benefit
themselves and others by participating in the
Entrepreneurs’ Evening.
8) Discussion of types of speakers and panels most

1)Gloria Cockerell

2) Members
3) Patrick Taylor
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wakiable for Entreprenews Center at SCC.

9] Request from Chris Dablander for coples of
degree and certificate Plans in Marksting and
Entrepreneurship (To be made available

wlectronically once all changes are approved.)

Curricuum Decision Explanations: Explanation of Certificates and AAS Dagrees Gloria Cockerell
Explanation of Marketing Program changes and
additions in 2016-17 academic year

Onher: 1) Questions and suggestions for meeting topics 1)Members
. 2) Determining best cays and tienes for mectings 2)Members
MINUTES
Key Discussion Points DOtscuzzion
O Business: Approval of Spring. 2016 Moued by Chris Dohlander. Seconded by Carson Doss.
rioutes.

Mew Business: 1) Explanation of separstion | Gloria Cockered!
of Busiress Maragement and Marketing &
Emtrepreneurship Advisory Committees

2) Explanation of how Advisory Committee | Patrick Taylor
operates between meetings.

Curriculum Decisions:

Other: 1) Questions and suggestions for

mesting toplcs. 1} Interest In teomomic Develapment, and how it will affect Colin College
2) Determmining best days and times for 2} Members determined that Tuesduys or Thorsclays at 1130 a.m. are best
| mestings meeting times for this sroup.

DATE: NEXT MEETING:

\ F-oto-2ey7 |





