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Finance and Operations
FINANCE & ADMINISTRATION
• People and Procurement Operations

• Human Resources
• Payroll
• Procurement
• Disbursements
• Auxiliary Services

• Dining Services/Aramark
• Barnes & Noble Bookstore
• Vending
• Bearkat Course
• Ricoh
• University Hotel

• Controller
• Banking and Debt Management 
• Facilities Management and Business Services
• Student Financial Services
• General Accounting
• Financial Accounting
• Property and Surplus
• Office of Research Administration

• Budget and Financial Planning

OPERATIONS
• Facilities

• Environmental Health and Safety
• Facilities Planning and Construction
• Facilities Services
• Residence Life Maintenance and Facilities

• Public Safety Services
• Police 
• Emergency Management
• Parking and Transportation

• Compliance and Operational Analytics

INTEGRATED MARKETING AND COMMUNICATIONS 
(IMC)
• Marketing & Branding
• Digital Marketing & Analytics
• Communications
• Executive Communications
• Creative Design & Production



Part 1. Execution Accountability 
FY25 Funded Initiatives
1. Central 

a. (HR) Captrust Services (TSUS Mandated) – ORP and SRP fund and administration management - $50,000
b. (HR) Title IX – Assistant Director IV – Pregnant and Parenting Liaison - $83,124 

2. HEF Items
a. (Facilities) Facilities Services (Renovation and Repair) - $6,000,000
b. (Police) Two new patrol cars and refurbishment of the Go Trailer - $310,000
c. (Facilities) Landscape Crew Equipment - $100,000
d. (IMC) Video and Photography Equipment - $315,000

Presenter Notes
Presentation Notes
Central​
Captrust​
Fully implemented – all funds are transferred to the 4 selected vendors.  Our employees and leadership (investment committees) have advisory services from Captrust (and they are very helpful and no additional cost for employees).  Note:  We do continue to have an annual fee from Captrust for their oversight. ​
Pregnant & Parenting Liaison​
Brianna Soqui (former intake coordinator in T9) was selected for the Pregnancy and Parenting Liaison.  As of today, she is serving 38 pregnant and/or parenting students.  Over the course of the last year, she served 77 such students. ​

HEF Items​
Facilities Services Renovation & Repair ​
ABIV Envelope Repairs (Design), TEC Mechanical Systems Upgrade, East Plant Electrical Gear Upgrade, NGL Water Intrusion, CFS Generator HEAF, Old Main Market Drainage Improvements, Smith-Hutson Auditorium, Life Sciences Building Civil Repairs, Gibbs Ranch LC Restroom Doors, ITSB Roof Replacement, Sonny Sikes Arena TV Addition, CJC Balconies Envelope Repairs, Gibbs Ranch (Cattle Guard Wings & Water Crossing, Sanitary Sewer Flow Redirection, Fencing, Mower), Misc. Maintenance​
Two new patrol cars & refurbishment of the Go Trailer​
The Go Trailer refurb was scrapped after we found that the trailer had damage and water was seeping in. The trailer was transferred to the engineering department for their program. The money that was allocated for this (100k which would not have covered the cost of the refurb at 250K plus) was not done.  Instead, we used the money to cover the costs of two new patrol cars, one patrol truck, the side by side, equipment for vehicle computer/camera, 2 in-car radio speaker system retrofitting, and 32 hard body plates.​
Landscape crew equipment​
2024 GMC Sierra, Otis RC Mower, 2024 Kubota RTV, (2) Toro Stand-on Mowers, (2) Gravely Stand-on Mowers, Stand-on Blower, (4) Landscape Trailers, Toro attachments (power broom, rake, aerator, mulch bucket), (8) weed eaters, (4) backpack blowers, Honda Push Mower​
Video & photography equipment​
Professional video cameras, along with travel and storage cases and related accessories, to support IMC broadcasting and production responsibilities​
Updated photography cameras and accessories to support the university photographer and associated student staffing​
Laptop computers for designated staff to support day‑to‑day work and production needs​
A LiveU subscription to support live and remote broadcasting capabilities​






Part 1. Execution Accountability 
FY25 Funded Initiatives: Central

Initiative Original Allocation 
Overview

Implementation 
Status

Measurable Outcomes / Early 
Indicators Next Steps Strategic Alignment

(HR) Captrust Services (TSUS 
Mandated) – ORP and SRP 
fund and administration 
management - $50,000 

Funding supports TSUS-mandated 
CAPTRUST financial services for 
Optional Retirement Program 
(ORP) and Supplemental 
Retirement Program (SRP) 
administration, including plan 
investment oversight and 
compliance

Completed

• All participant funds ($168M) transferred to 
the four selected vendors

• Captrust advisory services active for all 
employees at no additional cost and for 
investment committees

• Continue Captrust 
oversight of ORSP & SRP 
programs, including 
ongoing vendor 
monitoring, compliance 
support, employee 
education, and financial 
wellness

• Embody a Culture of 
Excellence

• Process Alignment
• Provided Support

(HR) Title IX – Assistant 
Director IV – Pregnant and 
Parenting Liaison - $83,124 

Funding supports a dedicated 
Pregnancy and Parenting Liaison 
position to provide resources and 
support services for pregnant and 
parenting students and ensure 
compliance with Tex. Educ. Code  
§51.982

Completed

• 77 pregnant and/or parenting students 
served over the past year

• 38 students currently receiving ongoing 
support and accommodations to aid with 
retention and persistence of our parenting 
population

• Expand outreach and 
awareness of services

• Strengthen campus and 
community partnerships

• Continue to grow the 
number of students 
served

• Student Success and Access
• Embody a Culture of 

Excellence

Presenter Notes
Presentation Notes
Central​
Captrust​
Fully implemented – all funds are transferred to the 4 selected vendors.  Our employees and leadership (investment committees) have advisory services from Captrust (and they are very helpful and no additional cost for employees).  Note:  We do continue to have an annual fee from Captrust for their oversight. ​
Pregnant & Parenting Liaison​
Brianna Soqui (former intake coordinator in T9) was selected for the Pregnancy and Parenting Liaison.  As of today, she is serving 38 pregnant and/or parenting students.  Over the course of the last year, she served 77 such students. ​




Part 1. Execution Accountability 
FY25 Funded Initiatives: HEF

Initiative Original Allocation 
Overview

Implementation 
Status

Measurable Outcomes / Early 
Indicators Next Steps Strategic Alignment

(Facilities) Facilities Services 
(Renovation and Repair) - 
$6,000,000

Funding supports critical facility 
renewal across campus, including 
HVAC/mechanical replacements, 
electrical infrastructure upgrades, 
roof and envelope repairs, and a 
large pool of reactive maintenance

Completed

• Reduced equipment failure risk through 
widespread HVAC and electrical 
replacements

• Improved building reliability and VFD 
modernization

• Significant progress in addressing water 
intrusion and envelope deterioration

• Increased safety through lighting, access 
control, sidewalks, and structural repairs

• Reduced deferred maintenance backlog 
through $2.8M+ reactive maintenance pool 
deployment

• Complete ongoing 
infrastructure and 
systems projects

• Move planned repair and 
upgrade projects into 
construction

• Reduce deferred 
maintenance

• Student Success and Access
• Elevate Reputation & Visibility

(Police) Two new patrol cars 
and refurbishment of the Go 
Trailer - $310,000

Funding originally allocated for 
refurbishment of the Go Trailer 
and acquisition of two new patrol 
cars

Partially modified due to 
feasibility and partially 

completed

• Funding was redirected to the purchase of 
two patrol vehicles, one patrol truck, a side-
by-side utility vehicle, vehicle computer and 
camera equipment, in-car radio speaker 
system retrofits, and 32 hard body armor 
plates

• Enhanced campus public safety capability 
through fleet expansion, upgraded in-
vehicle technology, and improved officer 
protective equipment

• Continue assessing fleet 
and equipment needs

• Prioritize replacement of 
aging public safety assets

• Student Success and Access
• Embody a Culture of Excellence

Presenter Notes
Presentation Notes

HEF Items​
Facilities Services Renovation & Repair ​
ABIV Envelope Repairs (Design), TEC Mechanical Systems Upgrade, East Plant Electrical Gear Upgrade, NGL Water Intrusion, CFS Generator HEAF, Old Main Market Drainage Improvements, Smith-Hutson Auditorium, Life Sciences Building Civil Repairs, Gibbs Ranch LC Restroom Doors, ITSB Roof Replacement, Sonny Sikes Arena TV Addition, CJC Balconies Envelope Repairs, Gibbs Ranch (Cattle Guard Wings & Water Crossing, Sanitary Sewer Flow Redirection, Fencing, Mower), Misc. Maintenance​
Two new patrol cars & refurbishment of the Go Trailer​
The Go Trailer refurb was scrapped after we found that the trailer had damage and water was seeping in. The trailer was transferred to the engineering department for their program. The money that was allocated for this (100k which would not have covered the cost of the refurb at 250K plus) was not done.  Instead, we used the money to cover the costs of two new patrol cars, one patrol truck, the side by side, equipment for vehicle computer/camera, 2 in-car radio speaker system retrofitting, and 32 hard body plates.​




Part 1. Execution Accountability 
FY25 Funded Initiatives: HEF Cont.

Initiative Original Allocation 
Overview

Implementation 
Status

Measurable Outcomes / Early 
Indicators Next Steps Strategic Alignment

(Facilities) Landscape Crew 
Equipment - $100,000

Funding supports the 
modernization and replacement of 
essential landscape and grounds 
maintenance equipment to 
improve campus appearance, 
efficiency, and operational 
capacity

Completed

• Improved efficiency and productivity of 
landscape operations

• Enhanced ability to maintain campus 
grounds at a higher standard

• Increased reliability of equipment used for 
daily maintenance activities

• Prioritize replacement of 
aging assets

• Continue evaluating fleet 
and equipment lifecycle 
needs, replace aging or 
high-wear assets as 
needed, and ensure 
adequate resources to 
maintain consistent 
campus appearance 
standards

• Student Success and Access
• Elevate Reputation and 

Visibility
• Embody a Culture of 

Excellence

(IMC) Video and Photography 
Equipment - $315,000

Funding supports modernization 
of university video production, 
photography, and digital content 
capabilities to enhance 
institutional communications, 
broadcasting, and media 
production capacity

Partially Completed/In 
Progress

• Improved capacity for high-quality video 
production and photography services

• Expanded ability to support live and remote 
broadcasting

• Increased operational efficiency for 
communications and media production 
workflows.

• Continue evaluating 
emerging media 
production needs

• Refresh aging equipment 
on a lifecycle basis

• Expand capabilities to 
support growing demand 
for digital storytelling, live 
streaming, and university 
communications.

• Student Success & Access
• Elevate Reputation and 

Visibility

Presenter Notes
Presentation Notes

HEF Items​
Landscape crew equipment​
2024 GMC Sierra, Otis RC Mower, 2024 Kubota RTV, (2) Toro Stand-on Mowers, (2) Gravely Stand-on Mowers, Stand-on Blower, (4) Landscape Trailers, Toro attachments (power broom, rake, aerator, mulch bucket), (8) weed eaters, (4) backpack blowers, Honda Push Mower​
Video & photography equipment​
Professional video cameras, along with travel and storage cases and related accessories, to support IMC broadcasting and production responsibilities​
Updated photography cameras and accessories to support the university photographer and associated student staffing​
Laptop computers for designated staff to support day‑to‑day work and production needs​
A LiveU subscription to support live and remote broadcasting capabilities​






FY25 Reallocation
Finance and Operations

Hospitality & Auxiliary Services
• FY25 reallocated savings from dining halls utilities budget to cover maintenance cost/purchase 

prioritized new equipment defined on deferred maintenance plan
• FY25 reallocated funds to purchase merchandising trailer for off-site sales

People Operations
• FY25 HR reallocated funds from positions in compensation and onboarding to build the Employee 

Engagement team
• FY24, 25, & 26 HR moved funds from professional development programing (purchased fewer meals, 

snacks, beverages at training events) to increase in engagement activities including employee 
graduation recognition and institution-wide employee appreciation day recognition 

Procurement and Business Services
• FY25 Moved $19,000.00 from Student Wages to O&M for Jaggaer Consultant
• FY25 Emburse Enterprises Analytics package not covered by IT@SAM, $18,236.46 as expected 

(includes integrations support)

  

Presenter Notes
Presentation Notes





Part 1. Execution Accountability
FY25 Keep–Stop–Start (KSS) Initiative Progress
Keeps: 

1. Using data and feedback to continuously improve services (F&O)
2. Expanding services and programs to support students and employees (F&O)
3. Brand development (IMC)
4. Developing new SHSU website (IMC)

Stops: 
1. Requiring approvals for redundant or immaterial items (F&O)
2. Outsourcing functions that are both more efficient and effective in house (F&O)
3. Waste by reviewing expenditures, resource usage, and processes (F&O)
4. Accepting projects unrelated to the strategic plan (IMC)
5. Conducting multiple rounds of content and creative reviews (IMC)
6. Allowing projects to be launched without preliminary consultation from IMC (IMC)

Starts:
1. Review of campus spaces (F&O)
2. Use of contract video and photography services (IMC)

Presenter Notes
Presentation Notes
Keeps:  
Using data and feedback to continuously improve services (F&O) (Completed) 
Create a committee to review all Bearkat Bundle issues each semester 
A committee was formed to review all BKBundle issues. The committee identified and recommended areas for improvement in both communication and processes. These have been implemented, but the committee continues to review the issues each semester to further improve the process. 
Review space utilization data to determine immediate and future space needs (Completed)
An RFP was issued to analyze and improve space utilization, the respondents all required additional data that we do not currently track. Additional work is being done in house to improve our data quality to be able to make decisions. 
Expanding services and programs to support students and employees (F&O)
Pregnant and parenting students (Completed)
The University allocated resources for a pregnancy and parenting liaison position and the Breanna Cole was hired for the role in September, 2024.  Natalie Isaac remains the Director of the Title IX and Discrimination Resolution office where the liaison is housed.
Department of Public Awareness Programs (Completed)
These programs are offered through UPD and may be requested by an organization or department Do we have a number of programs and attendees that have been offered during this period?
For calendar year 2025, UPD delivered 53 public awareness and training programs, reaching a total of 551 participants. Topics include CPR, Civilian Response to Active Shooter Events, Defensive Tactics, Stop the Bleed, and more (I have the full list if you want it).
Kat Tracks (Completed)
Using survey data, Kat Tracks began providing transportation services 3 days a week to shopping locations and modified the route to include HEB.  We are in the process of implementing a bus tracking device/app so that students can determine where the bus is located on the route and plan accordingly.  Additionally, we have added an additional route to transport students to Gibbs Ranch so that two days per week there are shuttles running.  Both services continue to see steady usage by students.
Brand Development (IMC) (Ongoing)
Completed discovery and development of university logo marks. Launched marks to campus.
Completed student microsite
Completed prospective viewbook
Completed prospective travel book
Developed for Advancement the facilities sales tools
Developed and deployed fan journey campaign
Completed University Brand development and successfully deployed across all units.
Completed brand templates for program fact sheets and shared with all communication staff.
Completed branding for all admissions print and digital collateral for 2025 enrollment cycle.
Completed branding for all requested advancement campaign collateral.
Implemented Athletics Fan Engagement plan successfully.
Increased social fan engagement audience size by 76%
Increased social impressions by 188%
Increased social engagements by 193%
Increased football ticket sales by 28%
Increased basketball sales by 40%
Developing new SHSU website (IMC) (Ongoing)
Completed comprehensive audit of SHSU.edu and shared with all divisions
Completed phase one of three of the website audit with all divisions
Initiated communications plan for the website project
Completed strategy development of SHSU.edu and shared with all divisions.
Completed governance portfolio of SHSU.edu and shared with all divisions.
Completed prototype of SHSU.edu and shared with all divisions.
Current issues:
Foundational Work Underway (Next 3–6 Months)
Standardizing publishing workflows across all main-site and affiliated websites to improve efficiency, consistency, and accountability.
Expanding Siteimprove adoption by formalizing access, training, and reporting for all Cascade users.
Advancing accessibility compliance through updated documentation and the launch of new, ongoing accessibility processes.
Clarifying Cascade governance with streamlined documentation around access, permissions, and system configurations.
Current Strategic Website Initiatives 
Centralized Policy Management Implementing a university-wide policy finder to make policies easier to locate, manage, and maintain consistently.
Audience‑Focused Messaging Partnering with editors, communicators, and campus stakeholders to ensure shsu.edu speaks more directly and effectively to prospective students and other key audiences.
Structured Content Auditing Launching a repeatable content audit process to align web content with SHSU’s brand, marketing, and accessibility standards.
Scalable Training & Enablement Building a sustainable training program for web editors, including formal training, a comprehensive web guide, and on-demand video resources.
Site‑Wide Governance & Quality Control Rolling out governance workflows to establish clear publishing standards, improve accountability, and support content quality at scale.

Stops:  
Requiring approvals for redundant or immaterial items (F&O) (Completed)
The online COB was rolled out spring 2025 
Outsourcing functions that are both more efficient and effective in house (F&O) (Completed)
All main campus custodial was brought back in house
Waste by reviewing expenditures, resource usage, and processes (F&O) (Completed)
These items have all been put into place and processes written for their continued success (energy management, business process review, compliance review, paper forms) Can I have a few cool energy management metrics/facts?
30 new electric meters in selected buildings December 15–19 (2025) as part of the energy improvement plan. The new meters will provide precise interval data on electrical energy consumption.
 University Plaza Turndown Project
Total cost/year initial for energy: $92,400
Total cost/year for energy after TAB: $35,112
55% energy savings & 62% adjusted savings/year
Accepting projects unrelated to the strategic plan (IMC)
Completed: successfully moved responsibility of project acceptance and management to divisions and reduced the number of smaller projects managed by IMC.
Initial project acceptance now sits with divisions and departments through their campus communicators.
Campus communicators now have direct visibility into incoming work from their own areas.
Divisions and departments now have greater ownership of project prioritization.
Requests are being clarified earlier in the process.
This has helped streamline the workflow between campus communicators and IMC.
Smaller and less strategic projects are increasingly being managed closer to the source.
IMC is better positioned to focus on higher-value strategic work.
What we are refining now:
We are adding kickoff meetings led by IMC leadership.
These kickoff meetings will improve shared understanding of the request.
This will also reinforce brand consistency and collaborative partnership.
All social media is now managed through social media publishing and scheduling tool 
Provided resources and expertise for admissions directives.
Completed: continued successful partnership with Education Connex on graduate enrollment engagement process leading to the highest spring registration class in 10 years.
Conducting multiple rounds of content and creative reviews (IMC) (Completed)
All marketing communications projects are governed through project management system across all divisions.
Allowing projects to be launched without preliminary consultation from IMC 
Successfully established practice of the following programs or departments to work with IMC on brand messaging and design for external promotions
International
Polytechnic
College Graduate
Athletics


Starts: 
Review of campus spaces (F&O) 
Accessibility study was completed for campus and will be used as a guide for all future facility improvements (Completed)
A traffic study was completed on the one-way roads around campus (Completed)
The wayfinding/navigation website/app was completed and went live fall 2025. (Completed)
Use of contract video and photography services (IMC) (Completed)
Hired high quality vendor to produce University Anthem video that will be used on the main website as well as in digital advertising campaign. Also hired a vendor to produce an Advancement Facilities promotional video. Trained student workers to film video. What else are we looking at?
We are looking to use outside resources for the following video production needs:
An updated 30-second athletics anthem video for broadcast
Hype and intro videos for football and volleyball
Motion graphics packages for the videoboard
High-quality student success story videos to support advertising efforts

KEEPS

Initiative Area: Using data and feedback to continuously improve services (F&O)
Key Accomplishments: Established a semesterly committee to review Bearkat Bundle issues and identify process and communication improvements. Implemented recommended enhancements based on committee findings while maintaining ongoing review cycles. Initiated efforts to improve space utilization decision-making by issuing an RFP and identifying gaps in current data tracking, followed by internal work to strengthen data quality for future analysis.
Status: Completed
Evidence of Impact: Improved Bearkat Bundle processes through structured review cycles that led to identified and implemented enhancements in communication and operations. Identified critical data gaps in space utilization tracking through the RFP process, informing next steps to strengthen institutional data quality and enable more accurate future space planning decisions.
Strategic Plan Alignment: Embody a Culture of Excellence (Priority 2) 

Initiative Area: Expanding services and programs to support students and employees (F&O)
Key Accomplishments: Expanded multiple support services across the division to improve student and employee access to resources and campus programs. This includes establishing a Pregnancy and Parenting Liaison position within the Title IX and Discrimination Resolution Office, expanding UPD public awareness programming, and enhancing Kat Tracks transportation services based on student feedback and usage data.
Pregnancy and Parenting Liaison position filled and operational within the Title IX office structure
UPD delivered 53 public awareness and training programs in CY2025 covering safety, emergency preparedness, and response topics
Kat Tracks service expanded to include increased weekly routes, shopping access (including HEB), and additional transportation to Gibbs Ranch
Status: Completed
Evidence of Impact: Pregnancy and Parenting Liaison is actively providing direct support services to students while embedded within Title IX operations. UPD programs reached 551 participants in CY2025, demonstrating strong engagement in safety and preparedness training. Kat Tracks continues to see steady student usage, with expanded routes and increased service frequency improving access to essential services and university locations. Service enhancements are informed by student feedback and usage data, supporting continuous improvement of transportation access.
Strategic Plan Alignment: Student Success and Access (Priority 1) | Embody a Culture of Excellence (Priority 2) | Elevate Reputation and Visibility (Priority 3)

Initiative Area: Advancing the Brand
Key Accomplishments: Established and launched the unified university brand system, including development of university logo marks and deployment across campus. Created foundational branded enrollment materials, including the student microsite, prospective viewbook, and travel book. Developed initial athletics fan engagement strategy and supporting advancement sales tools.
Status: Completed
Evidence of Impact: Laid the foundation for consistent university branding across admissions, enrollment marketing, athletics, and advancement communications. Established initial fan engagement framework and standardized recruitment materials used across key enrollment and outreach efforts.
Strategic Plan Alignment: Elevate Reputation and Visibility (Priority 3)

Initiative Area: Developing the SHSU website
Key Accomplishments: Completed comprehensive audit of SHSU.edu and completed Phase I of a multi-phase audit in collaboration with campus divisions. Developed and shared the SHSU.edu website strategy, governance framework, and prototype design. Initiated a formal communications plan to support stakeholder engagement throughout the website redevelopment process. Advanced foundational planning for long-term website improvements, including accessibility, governance, and content management structures.
Status: Ongoing
Evidence of Impact: Established foundational governance and operational framework for enterprise-wide website transformation, including defined publishing workflows, system governance structures, and content management standards. Expanded digital quality controls through Siteimprove adoption planning and accessibility compliance initiatives. Initiated scalable training and enablement efforts for web editors to improve consistency and content quality. Began implementation of structured content auditing and audience-focused messaging strategies to better align SHSU.edu content with prospective student and institutional communication goals.
Strategic Plan Alignment: Elevate Reputation and Visibility (Priority 3)

STOPS

Initiative Area: Requiring approvals for redundant or immaterial items (F&O)
Key Accomplishments: Rolled out the online Change Order/Budget (COB) process in Spring 2025 to modernize and streamline procurement-related approvals and transaction processing.
Status: Completed
Evidence of Impact: Improved efficiency and consistency in budget adjustment processing by transitioning COB submissions to an online workflow, reducing manual handling and improving standardization of budget revisions across units.
Strategic Plan Alignment: Embody a Culture of Excellence (Priority 2)

Initiative Area: Outsourcing functions that are both more efficient and effective in house (F&O)
Key Accomplishments: Transitioned main campus custodial services from outsourced providers to in-house operations to improve service delivery efficiency, responsiveness, and operational control.
Status: Completed
Evidence of Impact: Improved operational oversight and service responsiveness by bringing custodial services in-house, enabling more direct management of staffing, service standards, and campus needs. Enhanced consistency in facility cleanliness and allowed for closer alignment of custodial operations with campus priorities and event schedules.
Strategic Plan Alignment: Embody a Culture of Excellence (Priority 2)

Initiative Area: Waste by reviewing expenditures, resource usage, and processes (F&O)
Key Accomplishments: Implemented campus-wide processes to reduce waste through energy management, business process review, compliance review, and reduction of paper-based forms. Established ongoing operational frameworks to support continued efficiency improvements across resource usage and administrative processes. Installed 30 new electric meters across selected campus buildings (December 15–19, 2025) to improve energy tracking capabilities through precise interval consumption data. Implemented the University Plaza Turndown Project as part of the broader energy efficiency strategy.
Status: Completed
Evidence of Impact: Energy efficiency initiatives produced measurable cost and consumption reductions, including a decrease in annual energy costs at University Plaza from $92,400 to $35,112 following system tuning and optimization, representing a 55% reduction in total energy use and a 62% adjusted savings rate. New metering infrastructure enhances real-time monitoring capability and supports more accurate identification of energy usage patterns and future conservation opportunities.
Strategic Plan Alignment: Embody a Culture of Excellence (Priority 2)

Initiative Area: Accepting projects unrelated to the strategic plan
Key Accomplishments: Transitioned initial project intake and acceptance responsibilities to campus divisions and departments through designated campus communicators, reducing the volume of smaller, non-strategic requests managed directly by IMC. Improved early-stage clarity of project requests and increased departmental ownership of prioritization. Established clearer workflows between IMC and campus partners, enabling IMC to focus more directly on higher-value strategic initiatives. Centralized social media management through a scheduling and publishing platform to improve consistency and oversight. Maintained and expanded partnership with Education Connex to support graduate enrollment engagement efforts.
Status: Ongoing
Evidence of Impact: Reduced IMC workload associated with low-complexity project intake, enabling increased focus on strategic marketing and communications priorities. Improved request clarity earlier in the workflow, resulting in more efficient project scoping and execution. Strengthened governance of social media content through centralized publishing tools. Continued graduate enrollment support efforts contributed to the highest spring registration class in 10 years, demonstrating effectiveness of targeted enrollment engagement strategies.
Strategic Plan Alignment: Student Success and Access (Priority 1) | Elevate Reputation and Visibility (Priority 3)

Initiative Area: Conducting multiple rounds of content & creative reviews
Key Accomplishments: Implemented a standardized governance structure for marketing communications projects across all divisions using a centralized project management system. Streamlined content and creative review workflows to improve consistency, alignment, and accountability in marketing production processes.
Status: Completed
Evidence of Impact: Improved efficiency and consistency in marketing project execution by reducing redundant or repeated rounds of content and creative review. Established a centralized system for tracking and governing marketing communications projects, enabling clearer ownership, improved alignment across divisions, and more efficient review cycles.
Strategic Plan Alignment: Embody a Culture of Excellence (Priority 2)

Initiative Area: Allowing projects to be launched without preliminary consultation from IMC
Key Accomplishments: Established a structured expectation that key university units engage IMC for brand messaging and design support prior to launching external marketing and promotional initiatives. Formalized collaborative workflows with International, Polytechnic, College Graduate, and Athletics units to ensure alignment with university branding standards and strategic communications priorities.
Status: Completed
Evidence of Impact: Improved consistency and alignment of external-facing communications by ensuring early collaboration between campus units and IMC. Strengthened brand integrity across major high-visibility areas of the university through standardized review practices and improved coordination on messaging and design prior to public release.
Strategic Plan Alignment: Elevate Reputation and Visibility (Priority 3)


STARTS

Initiative Area: Review of campus spaces
Key Accomplishments: Completed a comprehensive accessibility study to guide future facility improvements across campus. Conducted a traffic study of one-way road systems surrounding campus to inform circulation and safety planning. Developed and launched a campus wayfinding/navigation website and application in Fall 2025 to improve directional support for students, employees, and visitors.
Status: Completed
Evidence of Impact: Established data-informed foundations for long-term campus planning through completion of accessibility and traffic studies. Improved campus navigation and user experience through the launch of a digital wayfinding tool, enhancing access to buildings and services for students, employees, and visitors. Strengthened planning capacity for future infrastructure and mobility improvements based on study findings.
Strategic Plan Alignment: Student Success and Access (Priority 1) | Elevate Reputation and Visibility (Priority 3) | Embody a Culture of Excellence (Priority 2)

Initiative Area: Expanding multimedia communications
Key Accomplishments: Engaged external video production vendors to produce high-impact university content, including the University Anthem video for use across the main website and digital advertising campaigns, and an Advancement Facilities promotional video. Expanded internal production capacity by training student workers in video filming and support roles, establishing a hybrid model that combines contracted expertise with in-house support.
Status: Completed
Evidence of Impact: Improved production quality and scalability for high-visibility university marketing content through strategic use of external vendors. Increased internal capacity and flexibility by training student workers to support video production needs. Established a repeatable production model that enables efficient delivery of high-impact storytelling assets used across digital advertising, athletics branding, and enrollment marketing.
Strategic Plan Alignment: Elevate Reputation and Visibility (Priority 3)



Part 1. Execution Accountability
FY26 Funded Initiatives
1.  HEF

a. (Facilities) Facilities Services (Renovation and Repair) - $6,000,000
b. (Facilities) Gibbs Ranch - $150,000
c. (Police) Patrol Cars - $212,000
d. (Police) Motorola Handheld Radios - $100,000
e. (IMC) Equipment/Mobile Studio - $150,000
f. (IMC) Building Signage - $250,000

Presenter Notes
Presentation Notes
HEF Items​
Facilities Services Renovation & Repair ​
Pave Ave. J to 17th Street, Coliseum Ring, East Plant Electrical Gear Upgrade, Art D Exterior Repair & Drainage, ABIV Envelope Repairs, 1108 Bearkat Blvd. Renovation, Smith-Hutson Water Fountain Replacement, CJC Balconies Envelope Repairs, Sciences Annex Dry Fire System Conversion, Dog Cognition Renovation, Misc. Maintenance​
Gibbs Ranch​
Learning Center AHU VFD Replacement, New Gate & Opener, Learning Center Painting/Mount Plaques/Pour Footing for Sign/Seal Stone Wall, Limestone Base Sonny Sikes Arena, Sonny Sikes Arena Fan Project. These improvements have been completed, and solicitation is ongoing for future assets.​
Patrol Cars​
(2) Chevrolet Tahoes​
The new Patrol Cars have been ordered and should have delivery soon.  Our patrol cars are an extension of our office for the individual officers.  They enhance our capabilities and allow us to provide a greater services to our community.  ​
Motorola Handheld Radios​
(2) In-car radio speaker system retrofittings, (2) in-car cameras, 35 radios, and Motorola Command Central Aware (situational awareness software)​
The police radios enhance our communication capabilities greatly.  We have purchased the next generation of first responder communications equipment that is based on radio frequency, wifi capabilities, and where these options are non-existent the radio uses a cell frequency.  This allows are radios to be used in buildings on campus where we were once not able to.  In addition, it saves in construction cost of not having to implement new tower construction or purchasing bidirectional amplification into currently constructed buildings on our main campus.  This increases our response to issues and impacts the overall safety of the university and our community.  Furthermore, we are awaiting software from the purchase that will allow for mapping showing where our officers are at on campus when the radio is turned on.  In addition, the Walker County Sheriff's Office has moved to these types of radios and we now share locations together where we can see each other.  Improving overall safety.​
IMC Equipment​
The $150,000 investment funded the purchase of a mobile studio, including a production van and photography and video production equipment, to support general university needs. This expanded IMC’s capacity to produce high‑quality visual content for academic programs, enrollment marketing, institutional communications, and campus events across multiple locations.​
The vehicle and equipment have been purchased and are currently being integrated into IMC operations and workflows.​
Early results include increased in‑house photo and video production capacity, greater flexibility for campus‑wide coverage, improved turnaround times, and reduced reliance on external vendors—supporting operational efficiency and consistent branding.​
No additional capital investment is requested at this time. IMC will continue refining workflows and utilization to ensure alignment with Strategic Plan priorities.​
IMC Building Signage​
The $250,000 investment was allocated to replace outdated exterior building signage and implement the university’s updated visual identity, creating a consistent and modern appearance across facilities to support recruitment, wayfinding, and institutional reputation.​
In progress. IMC has submitted a project request with Facilities and provided a prioritized list of buildings for replacement. Facilities is currently working to identify a vendor through a cooperative purchasing agreement or RFP process.​
IMC and Facilities have identified replacement locations and worked with a vendor to develop preliminary fabrication and installation estimates. Clarifications are underway to finalize scope and pricing.​
The $250,000 allocation is expected to fund a prioritized subset of building signage rather than a full campus‑wide replacement. Updates will be implemented in phases, beginning with the highest‑visibility locations. Full replacement of all exterior signage will occur over multiple years as funding allows, in alignment with branding standards, budget constraints, and Strategic Plan priorities related to recruitment, campus experience, and institutional reputation. Sign locations:​
COM Parking Garage​
Visitor Center​
Fred Pirkle Engineering Technology Center​
West Plant​
Campus Bookstore​
Sam South​
Health/Counseling Center​
San Jacinto Parking Garage​
Johnson Coliseum​
Coliseum Parking Garage​
University Plaza​
Gibbs Ranch​
The Woodlands Center​
Sanders Stadium (should be paid by Athletics)​




Part 1. Execution Accountability
FY26 Funded Initiatives

Initiative Original Allocation 
Overview

Implementation 
Status

Measurable Outcomes / Early 
Indicators Next Steps Strategic Alignment

(Facilities) Facilities Services 
(Renovation and Repair) - 
$6,000,000

Funding supports campus-wide 
facility renewal projects focused 
on infrastructure repair, 
accessibility improvements, 
mechanical and life safety 
upgrades, and ongoing deferred 
maintenance

In Progress

• Improved campus infrastructure reliability 
through completed and ongoing paving, 
drainage, electrical upgrades, building 
envelope repairs, and life safety system 
improvements across multiple facilities

• Continue advancing active 
construction projects and  
complete remaining 
renovation and repair work

• Student Success and Access
• Elevate Reputation and 

Visibility

(Facilities) Gibbs Ranch - 
$150,000

Funding for proper maintenance 
and appeal for the facility and to 
purchase much needed assets

Completed
• Improved overall appearance of facility to 

enhance enrollment growth and revenue 
growth

• Continue soliciting pricing
• Continued investment 

needed to enhance the 
learning experience at the 
MAC and Gibbs Ranch

• Student Success and Access
• Elevate Reputation and 

Visibility

(Police) Patrol Cars - $212,000

Funding supports the purchase of 
replacement patrol vehicles to 
enhance law enforcement 
mobility, visibility, and field 
response capabilities across 
campus

In Progress

• Improved operational readiness and field 
response capacity through updated patrol 
fleet assets designed to serve as mobile 
command and response units for officers

• Complete delivery and 
deployment of vehicles

• Remove or reassign aging 
fleet units

• Integrate new vehicles into 
daily patrol operations

• Student Success and Access
• Elevate Reputation and 

Visibility

Presenter Notes
Presentation Notes
HEF Items​
Facilities Services Renovation & Repair ​
Pave Ave. J to 17th Street, Coliseum Ring, East Plant Electrical Gear Upgrade, Art D Exterior Repair & Drainage, ABIV Envelope Repairs, 1108 Bearkat Blvd. Renovation, Smith-Hutson Water Fountain Replacement, CJC Balconies Envelope Repairs, Sciences Annex Dry Fire System Conversion, Dog Cognition Renovation, Misc. Maintenance​
Gibbs Ranch​
Learning Center AHU VFD Replacement, New Gate & Opener, Learning Center Painting/Mount Plaques/Pour Footing for Sign/Seal Stone Wall, Limestone Base Sonny Sikes Arena, Sonny Sikes Arena Fan Project. These improvements have been completed, and solicitation is ongoing for future assets.​
Patrol Cars​
(2) Chevrolet Tahoes​
The new Patrol Cars have been ordered and should have delivery soon.  Our patrol cars are an extension of our office for the individual officers.  They enhance our capabilities and allow us to provide a greater services to our community.  ​




Part 1. Execution Accountability
FY26 Funded Initiatives

Initiative Original Allocation 
Overview

Implementation 
Status

Measurable Outcomes / Early 
Indicators Next Steps Strategic Alignment

(Police) Motorola Handheld 
Radios - $100,000

Funding for the acquisition of 
next-generation Motorola 
handheld radios to improve first 
responder communication, 
interoperability, and campus-wide 
emergency response capabilities.

Completed

• Significantly improved communication 
capabilities (radio frequency, Wi-Fi, and 
cellular fallback)

• Better coverage inside campus buildings 
where previously unavailable

• Cost savings by avoiding new tower 
construction or bidirectional amplification

• Faster response times and increased overall 
safety

• Interoperability with Walker County 
Sheriff’s Office (shared location visibility)

• Upcoming mapping software will show real-
time officer locations

• Complete full deployment 
of radios and finalize 
software integration

• Student Success and Access
• Elevate Reputation and 

Visibility

(IMC) Equipment/Mobile 
Studio - $150,000

Funding for the purchase of a 
mobile studio, including a 
production van and photography 
and video production equipment

In Progress • Greater flexibility for campus-wide 
coverage

• IMC will continue refining 
workflows and utilization to 
ensure alignment with 
Strategic Plan priorities

• Student Success and Access
• Research and Academic 

Excellence 
• Elevate Reputation and 

Visibility

(IMC) Building Signage - 
$250,000

Funding supports replacement of 
outdated exterior building signage 
and implementation of updated 
university branding standards to 
ensure a consistent, modern 
campus identity that enhances 
wayfinding, recruitment, and 
institutional visibility

In Progress

• Preliminary scope development and vendor 
engagement have been completed, 
including identification of priority 
replacement locations and initial fabrication 
and installation estimates

• Project planning is underway to align 
signage updates with institutional branding 
standards and campus visibility priorities

• Finalize vendor selection
• Confirm scope and pricing
• Begin phased installation 

starting with high-visibility 
campus locations

• Continued implementation 
will occur over multiple 
phases

• Student Success and Access
• Elevate Reputation and 

Visibility

Presenter Notes
Presentation Notes
HEF Items​
Motorola Handheld Radios​
(2) In-car radio speaker system retrofittings, (2) in-car cameras, 35 radios, and Motorola Command Central Aware (situational awareness software)​
The police radios enhance our communication capabilities greatly.  We have purchased the next generation of first responder communications equipment that is based on radio frequency, wifi capabilities, and where these options are non-existent the radio uses a cell frequency.  This allows are radios to be used in buildings on campus where we were once not able to.  In addition, it saves in construction cost of not having to implement new tower construction or purchasing bidirectional amplification into currently constructed buildings on our main campus.  This increases our response to issues and impacts the overall safety of the university and our community.  Furthermore, we are awaiting software from the purchase that will allow for mapping showing where our officers are at on campus when the radio is turned on.  In addition, the Walker County Sheriff's Office has moved to these types of radios and we now share locations together where we can see each other.  Improving overall safety.​
IMC Equipment​
The $150,000 investment funded the purchase of a mobile studio, including a production van and photography and video production equipment, to support general university needs. This expanded IMC’s capacity to produce high‑quality visual content for academic programs, enrollment marketing, institutional communications, and campus events across multiple locations.​
The vehicle and equipment have been purchased and are currently being integrated into IMC operations and workflows.​
Early results include increased in‑house photo and video production capacity, greater flexibility for campus‑wide coverage, improved turnaround times, and reduced reliance on external vendors—supporting operational efficiency and consistent branding.​
No additional capital investment is requested at this time. IMC will continue refining workflows and utilization to ensure alignment with Strategic Plan priorities.​
IMC Building Signage​
The $250,000 investment was allocated to replace outdated exterior building signage and implement the university’s updated visual identity, creating a consistent and modern appearance across facilities to support recruitment, wayfinding, and institutional reputation.​
In progress. IMC has submitted a project request with Facilities and provided a prioritized list of buildings for replacement. Facilities is currently working to identify a vendor through a cooperative purchasing agreement or RFP process.​
IMC and Facilities have identified replacement locations and worked with a vendor to develop preliminary fabrication and installation estimates. Clarifications are underway to finalize scope and pricing.​
The $250,000 allocation is expected to fund a prioritized subset of building signage rather than a full campus‑wide replacement. Updates will be implemented in phases, beginning with the highest‑visibility locations. Full replacement of all exterior signage will occur over multiple years as funding allows, in alignment with branding standards, budget constraints, and Strategic Plan priorities related to recruitment, campus experience, and institutional reputation. Sign locations:​
COM Parking Garage​
Visitor Center​
Fred Pirkle Engineering Technology Center​
West Plant​
Campus Bookstore​
Sam South​
Health/Counseling Center​
San Jacinto Parking Garage​
Johnson Coliseum​
Coliseum Parking Garage​
University Plaza​
Gibbs Ranch​
The Woodlands Center​
Sanders Stadium (should be paid by Athletics)​






Hospitality & Auxiliary Services
• FY26 Reallocated funds to purchase golf cart for KatPost
• FY26 Reallocated budget to support Kat Tracks requested increase

Procurement and Business Services
• FY26 Moved $18,000.00 from Student Wages to O&M for Chrome River Consultant
• FY26 Unforeseen expense $8,000.00 payment to Emburse Enterprises to add with USBank 

Travel and P-Card integration with BANNER
• FY26 Emburse Enterprises Analytics package, $12,645.00
• FY26 Payment Works software increase $2,500.00 over FY25 for cost of $51,727.26

Police & Campus Safety
• FY26 Reallocated funds to purchase new radios
• FY26 Reallocated funds to cover a server upgrade for in-car videos and the installation cost for 

new in-car computer stands
Controller’s Office

• FY26 Reallocated funds to cover the Touchnet Renewals amount by $5,587
• FY26 Reallocated funds for the ORA portion of Cayuse
• FY26 Reallocated funds to cover the unfunded portion of the EnergyCap software

  

FY26 Reallocation
Finance and Operations



Keeps: 
1. Continuing Offering and Expanding Kat Tracks (FBS)
2. Utilization of existing software to increase efficiencies (F&O)
3. Advancing the Brand: Developing the 2026 Marketing Plan (IMC)
4. Developing the SHSU website (IMC)
5. Support for enrollment (IMC)

Stops: 
1. Sending individual timesheet reminders (Payroll)
2. Requiring additional round of VP and director approvals in BKB to close POs when the amount 

ended less than the original PO amount (Procurement)
3. Reduce the number of vehicles with full coverage (F&O)
4. Accepting projects unrelated to the strategic plan (IMC)
5. Conducting multiple rounds of content and creative reviews (IMC)
6. Allowing projects to be launched without preliminary consultation from IMC (IMC)

Starts:
1. Cataloging of F&O policies to ensure regular and timely review and updates (F&O)
2. Expanding multimedia communications (IMC)

Part 1. Execution Accountability
FY26 Keep–Stop–Start (KSS) Initiative Progress

Presenter Notes
Presentation Notes
Keeps:  
F&O plans to keep offering Kat Tracks. Not only is this a valuable service to students, but we have seen increased usage. This action aligns with strategy 1: prioritize student success and student access and goal 1.1 of recruit, retain, graduate, and empower students to drive sustainable growth. It will impact students’ ability to access local venues, which is critical to their retention and engagement in the community and aids in achieving pillar 2 of retention. (FBS) (Ongoing)
In summer 2025, we purchased 2 handicap accessible vans with one primarily dedicated to use for the Kat Tracks service to expand the accessibility of this service. We expanded the Kat Tracks routes to have the retail route to run on 3 days per week, the Gibbs Ranch route to run 3 days per week, and we added a new route to PERL that runs one day per week. For the fall 2025 semester, we had 1,037 student riders for the retail route, 353 student riders to Gibbs Ranch, and 23 student riders to PERL.
F&O plans to keep utilizing existing software to increase efficiencies in adjacent areas because it allows the creation of efficiencies without additional costs. This action aligns with strategy 2: embody a culture of excellence and goal 2.5 of provide excellent and timely service to students, faculty, staff, visitors, and alumni and will provide the ability to complete work faster and in a more accurate manner which helps to achieve pillar 4 – agility. (F&O) 
Fall 2025, we expanded our utilization of Wdesk to build our AFR in Wdesk instead of in Word as we have done in the past. By utilizing Wdesk, we were able to improve the appearance and accuracy of the tables by having all of the notes and supports link directly to what we submit to the TSUS office for consolidation. 
Advancing the Brand/Developing the 2026 Marketing Plan (Aligning Marketing , Creative, Digital and Communications with the plan; Developing "Beyond The Measure" podcasting series; Developing Marketing Campaign for upcoming 26/27 year; Increasing Customer Engagement; Increased University social engagement by 24%; Increased University YouTube engagement by 34%) (IMC) 
Completed University Brand development and successfully deployed across all units.
Completed brand templates for program fact sheets and shared with all communication staff.
Completed branding for all admissions print and digital collateral for 2025 enrollment cycle.
Completed branding for all requested advancement campaign collateral.
Implemented Athletics Fan Engagement plan successfully.
Increased social fan engagement audience size by 76%
Increased social impressions by 188%
Increased social engagements by 193%
Increased football ticket sales by 28%
Increased basketball sales by 40%
Developing the SHSU Website (Developing Faculty/Staff Directory; Developing Policy Finder; Developing News and Stories Enhancements; Continuing content development; Creating content for high-level university sections; Developing workshops for university communicators; Migrating additional university sites to the new CMS) (IMC)
Launched  Main SHSU website, Museum website, and Physicians website. Data points?
Traffic Volume & User Growth: Overall reach and demand have increased significantly. While total growth is strong, the data reveals a distinct shift in how different segments are accessing the site.
Total Users: Increased by 21% year-over-year.
Total Sessions: Increased by 8%, indicating a broader audience base.
Segmented Growth: 
Internal Users: Surged by 160%. This spike is directly attributed to changes in remote work policies, leading more staff and faculty to access internal resources from campus.
External Users: Grew by 14%. This is particularly notable as it shows a steady increase in prospective audiences and outside interest, even as some previous "external" traffic shifted to internal classification.
External Audience Behavior & Intent
The data suggests that external visitors are interacting more deeply with the site, with engagement metrics aligning closely with recruitment and enrollment goals.
Primary Interests: Admissions and Academics remain the top drivers of interest, followed by Cost & Aid.
Conversion Focus: The Apply button was the most-clicked primary Call to Action (CTA) for external traffic, signaling high intent among prospective students.
Top Content: Pages such as Admissions, Apply, and Visit have climbed in rank, further confirming that the current audience is focused on the enrollment funnel.
Support for Enrollment (Creating brand campaign for next enrollment cycle; Managing advertising for graduate and polytechnic markets; Supporting with social media posts; Implementing and refined marketing analytics to improve decision making on resourcing and spending; Implementing and aligned advertising metrics to admissions campaigns to improve creative approaches; Partnered with Education Connex to facilitate graduate enrollment engagement process) (IMC)
Successfully launched Asana across all divisions providing visibility and governance on projects
Repositioned communications department to developing more marketing content
Successfully launched Sprout Social across all divisions providing visibility and governance on all social media
Repositioned CJ college communicators within IMC for better resource alignment with college needs
Repositioned Social Media staff to better support Athletics and Admissions social media management
Data Analysis:
Implemented and refined marketing analytics to improve decision making on resourcing and spending
Implemented and aligned advertising metrics to admissions campaigns to improve creative approaches
Partnered with Education Connex to facilitate graduate enrollment engagement process

Stops:  
F&O plans to stop sending individual timesheet reminders because this action takes 8 hours per month to complete with minimal engagement from the recipients. This action aligns with strategy 2: embody a culture of excellence and goal 2.2 of aligning processes and resources, such as staffing, facilities, technology, and other assets to strategic priorities and will have the allowance of 8 additional hours to be spent on tasks that provide a more impactful return, supporting pillar 4 – agility. (Payroll) 
Completed in Summer 2025 with flexibility allowed the first two pay periods of the semester for adjustments.
F&O plans to stop requiring an additional round of VP and director approvals in BKB to close POs when the amount ended less than the original PO amount. This action aligns with strategy 2: embody a culture of excellence and goal 2.2 of aligning processes and resources, such as staffing, facilities, technology, and other assets to strategic priorities and will have an increase in processing time and less administrative task for employees across SHSU, supporting pillar 4 – agility. (Procurement) 
Completed Summer 2025.
F&O plans to reduce the number of vehicles with full coverage by reducing to liability coverage only when the cost outweighs the benefit based on value of the vehicle. This action aligns with strategy 1: prioritize student success and access and goal 1.3 to eliminate opportunity and achievement gaps because it will have a reduction in expenses that will allow for investment in areas that better support students, supporting pillar 4 – agility. (F&O) 
Complete 
SHSU reduced the number of vehicles that are insured for physical damage from 134 to 53 with the intent of reducing our premium and losses. During the same reporting period, SHSU’s Total Insured Value (TIV) changed due to new vehicle purchases and updates to UPD vehicle values to include their specialty equipment. The university’s TIV only reduced by $2,107,841. Due to the increase in insurance rates and TIV changes, this resulted in a savings of $6,386.67 for the policy’s physical damage premium. By reducing the number of vehicles SHSU insures for physical damage, SHSU has decreased their claim count from 12 claims in 10/2024-10/2025 to 3 claims in 10/2025-10/2026. To date, this has reduced our self-funded loss amount by $42,797.24. Pending no large claims, we anticipate this number will continue to trend downward which will eventually reduce our annual loss fund contributions.
Accepting projects unrelated to the strategic plan: Prioritize activities supporting enrollment, retention and completion.  Align processes and resources. (IMC)
Aligned Communications team toward development of new media content.
Aligned Digital team toward deeper analytics on advertising performance.
Developed Athletic Fan Journey and implemented.
Conducting multiple rounds of content and creative reviews because conducting multiple rounds leads to delays in projects timelines. (IMC) 
Implemented process improvement across all divisions which moves marketing strategy forward in the process and aligns the proper IMC resource to the need
Allowing projects to be launched without preliminary consultation from IMC because lead to missed opportunities for strategic alignment with overreaching marketing goals and initiatives
Provided ability for campus communicators to publish their own marketing projects through systems which provide overall governance to IMC while enabling self-support by the communicators.

Starts: 
F&O plans to start cataloging of F&O policies to ensure regular and timely review and updates. This action aligns with strategy 2: embody a culture of excellence and goal 2.2 of aligning processes and resources, such as staffing, facilities, technology, and other assets to strategic priorities and will have an impact on streamlining processes across the university and the F&O division, supporting pillar 4 – agility. (F&O) 
F&O has made substantial progress in cataloging its policies, with a large percentage already reviewed and updated. This effort is helping streamline processes across the division and improve consistency. Work is ongoing to complete the remaining updates and to establish a regular review cadence to ensure policies stay current going forward.
42 (31.8%): Reviewed and updated.
31 (23.4%): Reviewed with no updates needed.
(1.5%): Reviewed and in the process of elimination because unnecessary.
57 (43.2%): Policies currently under or pending review.
Contract video and photography services to offer flexibility in scaling resources tied to project need. Maximize resources while reducing inefficiencies leading to higher-quality deliverables. (IMC) 
Hired high quality vendor to produce Advancement Facilities promotional video
Managing in-house resources tasks closely to be better focused on impactful work
Trained student workers to film video

KEEPS

Initiative Area: Continuing Offering and Expanding Kat Tracks (FBS) 
Key Accomplishments: Continued and expanded the Kat Tracks transportation service to improve student access to key off-campus and university-affiliated locations. In Summer 2025, two ADA-accessible vans were purchased, with one dedicated primarily to Kat Tracks operations to improve accessibility and service capacity. Route offerings were expanded to increase frequency and coverage, including the retail route (3 days/week), Gibbs Ranch route (3 days/week), and a new PERL route (1 day/week).
Status: Ongoing
Evidence of Impact: Fall 2025 ridership demonstrates strong and growing utilization of the service, including 1,037 student riders on the retail route, 353 riders to Gibbs Ranch, and 23 riders to PERL. Increased usage reflects improved student access to essential retail, academic, and experiential learning destinations, supporting engagement and retention.
Strategic Plan Alignment: Student Success and Access (Priority) | Goal 1.1: Recruit, retain, graduate, and empower students to drive sustainable growth

Initiative Area: Utilization of existing software to increase efficiencies (F&O)
Key Accomplishments: Expanded use of Wdesk to develop the Annual Financial Report (AFR), transitioning from traditional Word-based reporting to a structured digital platform. This shift enabled improved formatting, data consistency, and direct linkage of supporting documentation within the reporting system submitted to the TSUS office for consolidation.
Status: Completed
Evidence of Impact: Improved accuracy, consistency, and presentation quality of AFR reporting through automated linking of notes and supporting documentation. Increased efficiency in report preparation and reduced manual formatting and reconciliation effort.
Strategic Plan Alignment: Aligns with strategy 2: embody a culture of excellence and goal 2.5 of provide excellent and timely service to students, faculty, staff, visitors, and alumni and will provide the ability to complete work faster and in a more accurate manner which helps to achieve pillar 4 – agility. (F&O) 

Initiative Area: Advancing the Brand: Developing the 2026 Marketing Plan (IMC)
Key Accomplishments: Completed university brand development and deployed updated branding standards across all units. Developed and distributed brand templates for program fact sheets and applied branding consistently across admissions and advancement collateral for the 2025 enrollment cycle. Implemented athletics fan engagement strategy and supported development of marketing initiatives including alignment of marketing, creative, digital, and communications functions, as well as development of the “Beyond the Measure” podcast series and upcoming 2026–2027 marketing campaign planning.
Status: Completed
Evidence of Impact: Significant increases in institutional visibility and engagement metrics, including a 24% increase in university social engagement, 34% increase in YouTube engagement, 76% growth in social fan engagement audience size, 188% increase in social impressions, and 193% increase in social engagements. Athletics marketing efforts contributed to a 28% increase in football ticket sales and a 40% increase in basketball ticket sales.
Strategic Plan Alignment: Elevate Reputation and Visibility (Priority 3)

Initiative Area: Developing the SHSU website
Key Accomplishments: Launched major institutional websites including the main SHSU website, Museum website, and Physicians website. Continued development of key digital tools such as the faculty/staff directory, policy finder, news and stories enhancements, and high-level university content sections. Advanced CMS migration efforts across additional university sites and developed training workshops for university communicators to support content management and governance.
Status: Completed
Evidence of Impact: Significant increases in digital engagement and website usage, including a 21% increase in total users and an 8% increase in total sessions year-over-year. External users increased by 14%, indicating continued growth in prospective student and public engagement. High-intent user behavior is demonstrated through increased interaction with admissions, academics, and financial aid content, with the “Apply” page identified as the most-clicked call-to-action for external audiences. Strong engagement trends across admissions-related pages (Admissions, Apply, Visit) indicate increased movement through the enrollment funnel.
Strategic Plan Alignment: Elevate Reputation and Visibility (Priority 3)

Initiative Area: Support for enrollment
Key Accomplishments: Developed and launched brand and marketing campaigns supporting the next enrollment cycle, including targeted efforts for graduate and polytechnic markets. Implemented and expanded marketing and social media management platforms (Asana and Sprout Social) across divisions to improve governance, visibility, and coordination of projects and communications. Reorganized internal communications and social media staffing structures to better align resources with Admissions, Athletics, and college-level needs. Partnered with Education Connex to support graduate enrollment engagement efforts.
Status: Ongoing
Evidence of Impact: Improved operational transparency with enterprise-wide tracking of marketing and communications projects through Asana. Established centralized governance of social media activity across divisions through Sprout Social, enabling consistent monitoring and approval workflows. Increased alignment between advertising spend and admissions campaign performance through implementation of structured marketing analytics and attribution reporting. Expanded coordinated graduate enrollment outreach through external partnership with Education Connex, resulting in a more structured engagement funnel for prospective graduate students.
Strategic Plan Alignment: Student Success and Access (Priority 1) | Elevate Reputation and Visibility (Priority 3)


STOPS

Initiative Area: Sending individual timesheet reminders
Key Accomplishments: Discontinued individual timesheet reminder communications to streamline payroll operations and reduce administrative workload. Implemented a short adjustment period during the first two pay periods of Summer 2025 to support employee transition and ensure payroll accuracy.
Status: Completed
Evidence of Impact: Freed approximately 8 hours per month of staff time previously dedicated to manual reminder distribution, allowing reallocation of effort toward higher-value payroll and administrative functions. Maintained payroll accuracy during transition period with no reported disruption to submission compliance.
Strategic Plan Alignment: Embody a Culture of Excellence (Priority 2)

Initiative Area: Requiring additional round of VP and director approvals in BKB to close Pos when amount ended less than original PO amount
Key Accomplishments: Eliminated the requirement for additional VP and director-level approvals in BKB when closing purchase orders that end below the original PO amount, streamlining the PO closeout process and reducing redundant approval steps.
Status: Completed
Evidence of Impact: Reduced administrative processing time and eliminated an additional layer of approval for qualifying PO closeouts, resulting in faster procurement cycle completion and decreased workload for departmental and executive-level approvers. Improved overall workflow efficiency across SHSU procurement operations.
Strategic Plan Alignment: Embody a Culture of Excellence (Priority 2)

Initiative Area: Reduce the number of vehicles with full coverage
Key Accomplishments: Transitioned a portion of the SHSU vehicle fleet from full physical damage coverage to liability-only coverage based on vehicle value and cost-benefit analysis. Reduced the number of insured vehicles with physical damage coverage from 134 to 53 while maintaining appropriate coverage for high-value assets and specialized vehicles.
Status: Completed
Evidence of Impact: Reduced physical damage insurance premium costs by $6,386.67 despite changes in Total Insured Value (TIV) due to fleet updates and specialty equipment adjustments. Decreased reported claim activity from 12 claims (10/2024–10/2025) to 3 claims (10/2025–10/2026), resulting in a $42,797.24 reduction in self-funded loss exposure. Overall fleet insurance structure is trending toward lower loss frequency and improved risk alignment.
Strategic Plan Alignment: Embody a Culture of Excellence (Priority 2)

Initiative Area: Accepting projects unrelated to the strategic plan
Key Accomplishments: Reoriented Communications and Digital teams to focus on higher-impact initiatives, including development of new media content, expanded advertising performance analytics, and enhanced audience engagement strategies. Developed and implemented an Athletic Fan Journey to improve engagement across key touchpoints.
Status: Completed
Evidence of Impact: Improved focus of marketing and communications efforts toward enrollment, retention, and engagement priorities through increased emphasis on content development and data-driven advertising analysis. Strengthened athletics engagement strategy through implementation of a structured fan journey, improving consistency of outreach and audience experience across channels.
Strategic Plan Alignment: Student Success and Access (Priority 1) | Elevate Reputation and Visibility (Priority 3) 

Initiative Area: Conducting multiple rounds of content & creative reviews
Key Accomplishments: Implemented a process improvement to streamline content and creative review workflows across divisions. Adjusted review processes to ensure earlier alignment of IMC resources to project needs and reduce redundant review cycles.
Status: Completed
Evidence of Impact: Reduced project delays associated with multiple rounds of content and creative review by improving upfront alignment and clarifying approval pathways. Increased efficiency in marketing production workflows by ensuring earlier engagement of appropriate IMC resources, resulting in faster progression from strategy to execution.
Strategic Plan Alignment: Embody a Culture of Excellence (Priority 2)

Initiative Area: Allowing projects to be launched without preliminary consultation from IMC
Key Accomplishments: Implemented a governance structure requiring preliminary IMC consultation for marketing and communications projects to ensure alignment with institutional branding and strategic marketing goals. Enabled campus communicators to publish content through approved systems that maintain IMC oversight while supporting decentralized, self-service content development.
Status: Completed
Evidence of Impact: Improved consistency and strategic alignment of marketing and communications efforts across campus by ensuring IMC review early in project development. Maintained operational efficiency by allowing campus communicators to continue publishing content through governed systems, reducing bottlenecks while preserving brand integrity and messaging alignment.
Strategic Plan Alignment: Elevate Reputation and Visibility (Priority 3)


STARTS

Initiative Area: Cataloging of F&O policies to ensure regular and timely review and updates
Key Accomplishments: Launched a division-wide effort to catalog F&O policies to ensure consistent review, updating, and governance. Completed substantial policy review work, including updating, validating, or identifying policies for elimination, while establishing a structured inventory of existing policy documents.
Status: In progress
Evidence of Impact: Improved policy clarity and consistency across the F&O division through review and update of 42 policies (31.8%) and confirmation of 31 policies (23.4%) requiring no changes. Identified 1.5% of policies for elimination due to redundancy or obsolescence. Established a structured pipeline for the remaining 57 policies (43.2%) currently under review, supporting improved governance, standardization, and process alignment across the division.
Strategic Plan Alignment: Embody a Culture of Excellence (Priority 2)

Initiative Area: Expanding multimedia communications
Key Accomplishments: Engaged contracted video and photography services to provide scalable production capacity aligned to project demand. Managed internal IMC production workloads to prioritize high-impact initiatives and improve resource allocation. Expanded student workforce capability through training in video production and filming support.
Status: Completed
Evidence of Impact: Improved production efficiency and flexibility by leveraging contracted vendor support for high-priority promotional content. Increased internal capacity for strategic communications work through better workload prioritization. Expanded in-house production support capability by training student workers in video capture and production tasks, strengthening long-term staffing flexibility.
Strategic Plan Alignment: Elevate Reputation and Visibility (Priority 3)




Part 2. Strategic Resource Alignment
FY27 Budget Requests: Finance & Operations
1. Staffing – Three ORA positions (One Manager and two Accountants) - $297,125

• In FY26, ORA underwent an intensive review by Internal Audit that highlighted the need for additional staffing 
to adequately provide services necessary to support the research functions at SHSU. These positions are 
currently positions that are housed at SHSU, but service SRSU. That agreement will be expiring and allows us 
the ability to move trained grant professionals back to SHSU to support SHSU needs and growth in the 
research enterprise.

2. HEF – Facilities & Police – $8,600,000
• This investment in deferred maintenance, vehicles, and communication equipment is necessary to continue to 

protect the campus both in the physical buildings and the security of campus. 
3. Facilities O&M – $750,000

• Due to the increased square footage of additional buildings and price increases across the board, an O&M 
increase is needed for facilities to continue to provide consumable supplies, including preventative 
maintenance supplies. 

4. Procurement O&M Jaggaer Autonomous AP – $108,600
• This solution automates invoice review, GL coding, purchase order matching, duplicate detection, and 

compliance checks while reducing manual workload and lowering risk.



Part 2. Strategic Resource Alignment
FY27 Budget Requests: IMC
1. Discretionary advertising – $250,000

• Discretionary advertising budget to be used to directly support on-time delivery of campaigns, web 
updates, and stakeholder communications. This is essential for IMC to respond quickly 
to emerging opportunities, promote key university initiatives, and support strategic priorities. It allows 
the team to deploy targeted campaigns, enhance visibility, and adapt messaging in real time to 
maximize impact.

2. Facility Branding Updates – $250,000
• Continuation of updating all outdoor branding to new brand. 



Part 3.  Institutional Listening
In Progress Future Potential (Parking Lot)

Under Review Not Feasible

• Direct Pay BKB form with built in FO19 (People & Procurement Operations)​
• Celebrate employee service years milestones (People & Procurement Operations)​
• Decentralize the design of some department materials (IMC)​
• Post-launch website stabilization & improvement (IMC)​
• Expand social media presence (IMC)​
• Student input needed for marketing campaigns (IMC)​
• Continue expanding Kat Tracks (Controller)​
• Clean/restore "Centennial Sam" (Facilities Management)​
• Reduce Heritage Magazine duplicate mailings (IMC)​
• Standardize department name change process (Controller/FPB)​
• Reduce catering waste & help hungry Bearkats (People & Procurement Operations)​
• F&O Guidebook (People & Procurement Operations)

• Additional employee education assistance/tuition waivers/reimbursement
• Standardized EPAF training/handbook
• Stop annual review changes so close to annual review deadlines
• Clarify process for "preapproved" IT purchases
• Evaluating up
• Eliminate religious holiday approval barriers
• Update/enhance phone call hold messaging
• Streamline IDOs/IDTs
• Reading Days should be off-peak parking days
• Improve pedestrian safety between parking garage and BSM

• Employee gym
• Digital/interactive wayfinding kiosks
• Remodel key tracking system
• Upgrade time reporting system/workweek calculations
• Review ROI for university memberships
• Avoid unnecessary return of submitted items when further documentations is needed
• Reduce/eliminate non-Huntsville employees need to come to campus for 

keys/PCard/etc.
• POS system without hand-written receipts
• Launch student innovation challenges
• First-time faculty working before contract properly begins
• Recognition & reward for employee innovation
• Parking shuttles from Zone 3 and overflow lots
• Bearkat parade brigade
• Solar carports

• Releasing W-2 earlier
• Expand coverage for employee dependent undergraduates
• University club dining & drinking establishment
• Reduce unnecessary interactivity with required training
• Track new net employees 
• University-wide reorganization communication (VPs do this, not HR)
• More hybrid/remote work benefits
• Reduce PCP requirement
• Skeleton crew days should be earned time 
• Non-Aramark options for on-campus catering

Presenter Notes
Presentation Notes
Nearly half (47 Ideas or 43%) of the ideas submitted through the institutional listening process related to Finance & Operations. The themes were remarkably consistent—campus stakeholders want faster service response, simpler administrative processes, modern operational systems, clearer communication, and long-term infrastructure planning


Key Finance & Operations Themes from 47 Campus Ideas
Facilities maintenance and infrastructure reliability
Administrative process efficiency
Technology modernization and system integration
Service communication and transparency
Long-term infrastructure planning



Part 3.  Institutional Listening
Keeps:
• Continue improving Office of Research service levels (Budget request #1 F&O) 
• Maintaining Facilities and Safety Infrastructure (Budget request #2 F&O)
• Updating signage on buildings to the new brand (Budget request #2 IMC)
• More social media presence (18 upvotes) (No cost)

o This is already underway
• Kat Tracks (18 upvotes) (1 downvote) (Reallocation of funds)

o Kat Tracks will continue; it was identified as a “Keep” last year
• Decrease catering waste & help hungry Bearkats (56 upvotes/voting disabled) (Limited cost through reallocation)

o This has been implemented; work is ongoing
o Investment in addressing deferred maintenance (Budget request #3 F&O)
Starts:
• Integration of autonomous AP (Budget request #4 F&O)
• Expansion of targeted advertising (Budget request #1 IMC)
• Direct pay form in BearkatBuy with FO19 included (8 upvotes) ​ (No cost)

o The updated form is ready for implementation
• Celebrating employee milestones (42 upvotes) ​ (Limited cost through reallocation)

o Recognition will be based on calendar year service milestones at 5, 10, and 15 years (20-year begins presidential recognition)
Stops:
• Duplicate Heritage mailings (12 upvotes) (Decrease in cost)

o Currently in progress to correct
• Requiring handwritten receipts (14 upvotes) (1 downvote) (No cost)

o Controller/Budget will make sure everyone has a clear, standardized, published pathway to purchasing/obtaining/renting 
a POS system for their department
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