DIVISION OF STUDENT SERVICES
Goalsfor 2007-2008 Academic Year Aligned With
Institutional Strategic Goals

1. Foster the development of an inclusive community

a.

Create opportunities for departments within the division to develop collaborative
programs with internal and external constituents
(1) Recommend staff for committee service
(a) 50 percent of staff will serve on committees
(2) Develop collaborative programs
(a) Submit two proposals to the Vice President for approval
(3) Market and promote department programs and services through the use of weekly
e-mails, newsletters, and brochures
(@) Create ten weekly e-mails per long semester
(b) Create one newsletter per long semester with one news clip submitted from each
department
(c) Create division brochure annually
(d) Submit one department brochure to the Vice President annually

2. Provide innovative programs and services

a.

Increase the availability of division resources to the departments for development of new
and innovative programs and services for students
(1) Identify two new programs and services in need of resources

(a) Research funding for the Bearkat OneCard Financial Center

(b) Research the feasibility of electronic medical files in the Health Center

Develop programs and activities that enhance the student experience in the areas of
University spirit, traditions, and residential campus culture
(1) Utilize the University camp facility for the development of a summer spirit camp
program for incoming freshmen
(a) Provide the first series of spirit day camps by summer 2008
(b) Ten percent of the 2008 freshman class will participate in a series of spirit day
camps
(2) Incorporate University traditions into freshman student experience
(a) Provide at least seven mini sessions highlighting University traditions during the
Freshman Orientation Program
(b) Collaborate with all SAM 136 instructors to develop a traditions component in the
curriculum by fall 2008
(3) Increase funding for Program Council and student organizations to sponsor weekend
programs for the campus community
(a) Create a Saturday Night Alternative Program (SNAP) funding source, through
Student Service Fees, for student organizations to program on the weekend

39



(b) Increase the Program Council budget by 10 percent, which will be designated to
develop five weekend programs per semester

3. Foster professional and personal development of staff

a. Provide opportunities for intellectual, physical, and spiritual development for employees
(1) Evaluate staff using the Human Resources Annual Merit Review
(a) Complete 100 percent annual staff evaluations by June 30
(2) Meet with the directors on a monthly basis during long semesters
(a) Present department activity reports to the Vice President
(b) Provide university updates to directors
(3) Develop two annual staff development programs for division employees
(a) 75 percent of staff will attend
(b) Provide one educational session per long semester
(c) Provide one team building session per long semester

4. Develop student participation and satisfaction for programs and services

a. Provide assessment tools for departments to evaluate programs that will determine
students’ perceptions and opinions
(1) Fund the purchase of student assessment software
(a) Purchase StudentVoice software
b. Each department will review and evaluate current programs to encourage student
participation
(1) Evaluate 25 percent of department programs
(a) Meet the department performance indicator goal

5. Engage students in programs that promote critical thinking and lifelong learning skills

a. Provide opportunities for students to explore traditional and alternative learning
(1) Survey students to determine their response to the Collegiate Readership Program
(&) Number of newspapers distributed
(b) Assessment of civic engagement and global awareness on campus
(2) Survey of students attending information exchange luncheons sponsored by the Vice
President for Student Services
(a) 75 percent of students surveyed indicate increased knowledge of university
operations
(b) 75 percent of students surveyed indicate luncheons were a valuable experience
(c) 75 percent of students surveyed indicate that meeting University administrators
were of benefit to them
(3) Provide budgetary and administrative support to the Alcohol Awareness Initiative
(@) Increase budget by 20 percent
(b) Hire a full-time health/wellness educator
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DIVISION OF UNIVERSITY ADVANCEMENT
Goalsfor 2007-2008 Academic Year Aligned With
Institutional Strategic Goals

1. Enhance the support and involvement of alumni and friends

a. Increase support
(1) Size of membership base
(@) Increase in total alumni membership base to 7,000
(b) Increase in alumni life membership to 850
(2) Participation in annual giving
(@) Increase the donor base to 7,000
(b) Increase the alumni undergraduate donor base to 4,750

b. Increased number and quality of events and activities
(1) Number of meetings and attendance
(@) Increase the number of meetings and events to 90
(b) Increase attendance at events to 10,000
(2) Hold regional alumni events and organize alumni clubs
(@) Hold alumni events annually in 8-10 areas with concentrations of alumni
(b) Establish 2 clubs annually from areas with concentrations of alumni

2. Enhance quality of communication with alumni and friends

a. Improve content and appearance of publications
(1) Frequency and quality of issues
(a) Send two issues of Heritage magazine annually to alumni and friends
(b) Send three to four issues of Kat Konnection annually to alumni members
(c) Feature outstanding aspects of colleges, programs, faculty, students, and
alumni in publications
(d) Quality assessed via reader feedback and professional peer evaluation

b. Improve other printed material
(1) Frequency and quality of pieces mailed
(a) Send 3 direct mail pieces for development mailed to alumni and friends
(b) Send 2 or 3 direct mail pieces to alumni for alumni membership
(c) Send 8 or more announcements to targeted audiences regarding programs
(d) Quality assessed by recipient responses through gifts and memberships,
attendance at programs, and professional peer evaluation

3. Expand media coverage of university
a. Increase news releases
(1) Number of news releases distributed
(@) Prepare 550 major and minor releases annually
(b) Prepare 1,200 hometown releases (student news) annually
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b. Secure more media placements
(1) Media contacts and number of placements made
(a) Make 3,250 media contacts
(b) Secure 3,000 placements

c. Identify strengths and accomplishments throughout the University
(1) Visit each college at least once each semester
(2) Contact each college monthly

4. Enhance the image of the university

a. Establish programs to establish stronger graphic standards and branding
(1) Create effective printing standards and branding policies
(a) University-wide acceptance and use
(b) Improved performance from use of printed material as measured by
feedback, results, and professional peer evaluation

b. Improve overall university marketing
(1) Attractive and effective printed and video promotional material
(a) 60 or more consultations with university departments and programs
(b) Uniform material that indicates it is from SHSU
(c) Feedback from recipients, measurement of results, and professional peer
evaluations

5. Improve the accuracy and effectiveness of the alumni and development database

a. Increase the size of the database with good addresses and telephone numbers
(1) Number of alumni and friends with valid contact information
(@) Increase combined database to 87,000
(b) Increase alumni portion of the database to 81,000
(c) Increase combined valid phone numbers to 60,000
(d) Increase combined valid email addresses to 25,000

b. Increase the number of major gift prospects ($25,000 or more)
(1) Number of major gift prospects
(@) Through research software identify 100 new major gift prospects
(b) Through relationship building activities with volunteers and major donors
identify 100 new major gift prospects

6. Achieve significant progress toward capital campaign goal of $50 million
a. Secure $10 million or more annually in commitments
(1) Pledges, gifts, matching expectancies, and deferred gifts

(a) Attain combined commitments totaling $10 million and more annually
(b) Increase valid major gift prospects by 100 annually
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b. Cultivate and solicit new prospects
(1) Cultivation conducted
(a) Begin active cultivation of 50 to 100 new major gift prospects annually
(2) Solicit new prospects
(a) Solicit at least 30 to 35 qualified new major gift prospects annually
(b) Solicit approximately 2,500 new non-major donors annually primarily
through direct mail and telephone
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A2

A.3

APPENDIX
HUB

GOAL —Sam Houston State University will comply with both “the letter and the
spirit” and with all applicable laws, regulations and executive orders related to
Historically Underutilized Businesses (HUBS). It is the goal of the University to
foster a positive and working relationship with HUBs whenever possible.

Obj ective — Sam Houston State University will make a good faith effort to assist
Historically Underutilized Businesses to receive opportunities for awards on
purchase of construction, professional services, supplies, materials, equipment,
and services, including those relating to the issuance of bonds. Sam Houston
State University will develop a written HUB Advocacy Program (HUBAP) to
carry out these commitments.

Strategy — The President will appoint a HUB Coordinator who will have the
responsibility for monitoring and lending assistance to all programs dealing with
HUBs.

The HUB Coordinator will:

Keep the President and all division heads informed of the latest development in
the area of HUBS;

Update the University HUBAP as necessary.

Develop models of education in reach and outreach activities for use by the
University in development HUB programs;

Share successful methods of increasing the participation of HUBs with
departments and other agencies;

Serve as liaison between universities’ Computer Services to ensure accuracy and
timely availability of data;

Review all HUB related reports prepared by the University’s Computer Services
Department.

Develop and update policy statements;

Monitor the University’s goals and objectives.

Document and submit good faith efforts to the President;

Maintain reports on HUB activity for future reference;

Monitor areas that appear to be non-productive, and develop new strategies to
increase HUB participation.

Strategy — The Vice President for Finance and Operations and the Director of
Physical Plant will appoint a HUB Coordinator for construction, who will have
responsibility for implementing all programs dealing with HUB activities relating
to construction.

Report good faith efforts in the field of construction to the HUB Coordinator;
Serve as liaison between the Physical Plant and the HUB Coordinator; and
identify areas in construction requiring special attention in the HUB program and
recommend action.
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A.6

Administer record-keeping systems (monthly updates to the President and
division heads) that will measure the effectiveness of this program and report the
progress on Good Faith Efforts to the HUB Coordinator.

Coordinate the completion and filing of all reports required by law through the
HUB Coordinator.

Keep administrators of the University informed of the latest developments in the
area of construction relating to HUBS.

Strategy — In order to implement the University HUBAP, the component HUB
program shall include, to the greatest extent possible, good faith efforts.

Ensure that the Texas HUB Certification Electronic Database provided by The
Texas Building and Procurement Commission (the “Commission”) is accessible
to all employees and encourage use of the directory in procurement activities;
Provide access to procurement policies and procedures to HUBs in an effective
process so as to encourage participation of those businesses;

Develop and participate in educational outreach activities, such as:

Staging periodic trade fairs to HUBs to demonstrate their products and services to
potential buyers.

Actively working with the Small Business Development Center (SBDC) to
encourage potential HUBs to go through the HUB Certification Program under
the SBDC Certification Program.

Invite other agencies to HUB Vendor Forums which are given to our purchaser.
Participate in programs that consolidate information (example: The Walker
County Alliance - website) about upcoming contracting opportunities and allow
potential bidders to discover upcoming opportunities.

Actively encourage potential contractors to use HUB subcontractors through
wording in bid and proposal documents and through information given at pre-bid
conferences, meetings.

Maintain membership with the Texas Universities HUB Coordinators Alliance
(TUHCA) and attend quarterly meetings.

Strategy — Compliance with state law; current state law requires that all
purchases, except as specifically provided, be based whenever possible on
competitive bids.

Strategy — Reporting requirements; a copy of the goals, objectives, and strategies
will be included in the University Strategic Plan as required by Texas
Government Code, Sec. 2161.123.

The General Services Act requires that a consolidated report be issued by the
Commission based, in part, on information provided by each state agency. In
accordance with this requirement, each component will;

1. Continuously maintain, and compile monthly, information relating to its use

and the use of HUBs by each operating division of the component, including
information regarding subcontractors and suppliers.
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2. Report to the Commission through the HUB Coordinator the total number and
dollar amount of the purchases of goods and services awarded and actually
paid from non-treasury funds by the component. This report will be in a form
prescribed by the Commission and will be due no later than March 15 for the
previous six-month period and September 15 for the previous fiscal year.

3. Report to the Commission through the HUB Coordinator the total number and
dollar amount of certified HUB subcontracting in all of the component’s
contracts for the purchase of goods and services. This report may include
subcontracting participation paid from treasury and non-treasury funds. The
report will be due not later than March 15 for the previous six-month period
and September 15 for the previous fiscal year.

Strategy — System Office shall file a report related to bond issuance and items
financed by bonds, as required by Section 55.03 Texas Education Code. The
report shall contain the following information:

1. Total number of contracts and dollar amount of each contract relating to the
issuance of bonds by the Board under Chapter 55 and to the items to be
financed by those bonds; and

2. Total number of businesses submitting bids or proposals relating to the
issuance of bonds and to the items to be financed by those bonds.

Strategy - Historically Underutilized Businesses (HUB) Advocacy Program;
Sam Houston State University is a residential state supported institution,
providing both undergraduate and graduate education through three doctoral
programs. The University is organized into five colleges: The College of Arts
and Sciences, The College of Business Administration, The College of Education
and Applied Sciences, The Department of Criminal Justice, and The College of
Humanities and Social Sciences. The University offers seventy-nine bachelors,
forty-eight masters, and five doctoral programs.

Procurement opportunities include supplies, materials, services, equipment,
construction contracting and professional services. Sam Houston State University
is committed to both “the letter and spirit” to make a Good Faith Effort to assist
HUBs in the procurement process in accordance with the goals and rules
established under law by the Texas Building and Procurement Commission
2161.003 — Agency Rules (TAC 111.15)

Strategy — Purchasing Procedures: The rules that govern Sam Houston State
University purchasing can be located on the following website
http://www.shsu.edu/administrative/ under purchasing policies.
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A.10 Strategy — HUB Strategic Plan Progress Report.
Goal = Strategic Plan HUB Goal Actual for | Actual for | Goal for

Actual = % Spent with HUBs from HUB Report | FY ‘05 FY ‘06 FY ‘07
Heavy Construction other than building contracts 91.8% 0.0% 11.9%
Building construction, including general contractors
and operative builders contracts 12.8% 27.5% 26.1%
Special trade construction contracts 43.1% 48.3% 57.2%
Professional services contract 30.2% 34.2% 20.0%
Other services contract 3.8% 4.5% 33.0%
Commodities contract 20.5% 23.4% 12.6%

* The University had no expenditures in FY ’06 for Heavy Construction other than building
contracts.

University’s Action Plan

Advertise bids, on the Walker County HUB Alliance web page.

The University has established a web page to assist HUB’s in obtaining bid proposals
through a simple web site format.

Encourage local agencies and school districts to solicit bids from local certified HUB
vendors and advertise their bids on the new Walker County Alliance Association web
page.

The web page also allows other local entities in Walker County to advertise their bid
opportunities by way of the internet.

Assist the Small Business Development Center in reaching non-certified HUB’s in
the community and encourage them to become HUB certified.

The Small Business Development Center (SBDC) has been a very effective tool in
walking potential certified HUBs through the process of becoming HUB certified. On
several occasions the SBDC has held evening classes to discuss many of the
advantages of potential HUB’s becoming HUB certified.

Provide training bi-annually (minimum) to departments concerning the University’s
HUB requirements and goals (internal workshop), as well as the purchasing policies
and procedures.

This training program has proven to be very successful. The training covers a check
list of topics and each trainee is required to sign a written acknowledgement upon
completion that he understands his duties and responsibilities in ensuring a “Good
Faith Effort” is made with HUBs.

Offer one Historically Underutilized Business Vendor Fair per year.

Our Vendors Fairs have been effective from its inception. There have been several
years our booths (over eighty) have been sold out one month prior to the vendor fair
date.

During SHSU's Annual HUB Vendor Fair, act as a liaison between the University and
HUB businesses including helping businesses to understand the University's
procurement processes, explanation of the CMBL and benefits of HUB certification
and registration, and distributing "How to Do Business with SHSU™ document.
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Purchasers (within the Purchasing Department) are encouraged to increase the
number of Hub vendors solicited for bids from the required minimum of two HUB
vendors to a minimum of four HUB vendors per bid.

This has also proven to be very effective in increasing our Hub expenditures and in
many cases they solicit more than four.

Attend HUB forums within our region and provide an opportunity for spot purchases
to the vendors attending the HUB forums.

Several awards have been issued through Spot Bid Fairs.

Develop competition between the six executive divisions within the University on
their monthly HUB percentages and “Good Faith Effort” with HUB’s.

This is an ongoing initiative that has been very instrumental in keeping all divisions
updated on their progress and where they stand with their peers.

Schedule six HUB vendor forums annually with the purchasing department and
departments that may have an interest in their products or services.

Several of these forums are scheduled throughout the year. This has been a good
educational tool for both the purchasers and the departments.

Advertise major construction projects in a HUB/Minority publication.

This is standard procedure for all construction projects over $100,000.00.

Foster the on-going Mentor-Protégé program with WW Grainger Inc. and Burgoon
Company.

The mentor-protégé program has gone well and we have seen a steady growth in the
Burgoon Company.

Maintain membership with the Texas Universities HUB Coordinators Alliance
(TUHCA) and attend quarterly meetings.

Continue HUB advertising campaign in the Houston Minority Business Council
Network (full page), Hispanic Journal (1/2 page) and Minority Business News USA
(Woman's Enterprise Texas Magazine) (1/2 page) with other universities in the
TUHCA.

Include coverage of CMBL and accessing HUB vendor lists on the "Checklist for
Training Sessions with Departments” that training attendees sign. This will help train
the end users to use the State's CMBL list as a tool to identify HUB vendors who can
supply needed products or services.
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