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I. Executive Summary


In 2005 the Washington State Legislature authorized Washington’s community and technical colleges to offer bachelors of applied science (BAS) degrees in specific, high-demand technical fields
.  As one of four community colleges selected by the Washington State Board for Community and Technical Colleges to offer a BAS degree, South Seattle Community College (South) proposes to offer a BAS degree in Hospitality Management. 


The program goals are to:

1. Remove roadblocks preventing students holding technical associate’s of arts degrees (such as the AAS-T degree in Culinary Arts or Business Information Technology) from using those credits to complete a bachelor’s degree;

2. Increase opportunities for students and incumbent hospitality industry workers in South’s service area to attain management-level responsibilities and earn higher lifelong wages through baccalaureate-level training and education;

3. Serve the region’s highly diverse population, building on South’s demonstrated success in offering outstanding education and economic opportunity to students of color, English as a Second Language/English Language Learner (ESL/ELL) students and students who are first in their families to attend college;

4. Address significant unmet industry demand for skilled and diverse hospitality management personnel in the Seattle-King County metropolitan area and in Washington State;

5. Contribute to the attainment of state higher education and regional economic development goals in one of Washington’s leading high-growth industry sectors. 

The BAS in Hospitality Management at South Seattle Community College will prepare students for management, marketing and human resource positions in all facets of the hospitality industry, including tourism, hotel operation, restaurant management, catering, cruise ships, casino operations and travel. The degree will also serve emerging hospitality fields such as the growing number of assisted and independent living facilities in the Puget Sound region catering to the rising population of retirees and the elderly. The program is unique in its focus to provide applied management training to underrepresented students in the region’s largest hospitality industry. 


With this program, South Seattle Community College will fill an important higher education niche in Washington State.  The only other similar bachelor's degree program is at Washington State University (WSU) in Pullman, approximately 300 miles from Seattle.  The Hospitality Business Management Program at WSU has increasing demand for students, which set a record seat count request in the Fall of 2005 of over 1,000 students. Students at WSU interview with approximately 5.7 companies and typically receive multiple job offers prior to graduation. Nearly all (95%) of the students have job offers before graduation. Washington State University has agreed to be our mentor university as the college moves ahead to offer the new bachelor’s degree program. WSU will offer four classes in the core curriculum by distance learning. 

The proposed curriculum addresses three general areas: upper level general education coursework, management courses tailored to the hospitality industry (accounting, finance, supervision, economics, marketing, and cost control), and an industry-specific work experience internship, formulated to be a capstone course that is a bridge to employment upon graduation. The management coursework as well as the internship will emphasize the practical application of theory in a hospitality management environment. The majority of this curriculum will be delivered in a direct instructional environment, with distance learning and internship opportunities. 

There will be two marketing objectives associated with the degree program. The first marketing objective will be to use the Hospitality Management bachelor’s degree and other four-year degree opportunities on campus to re-position the college, increase awareness, and increase its overall prestige. The objective takes advantage of a number of the college’s strengths, including the strong reputation of its culinary program and its location in a major city with an international perspective and renowned as a tourist destination. The objective will take advantage of the opportunity to build strong partnerships with industry. Meeting the objective will lessen the weakness that a community college may be seen as unable to offer a four-year degree program with high quality and standards of excellence. 

The second marketing objective will be to meet the enrollment and revenue goals associated with the degree.
 The college has been awarded authorization and appropriations to allow 22 FTE students in the first incoming class and 22 in the second, for a total of 44 FTE’s enrolled at any time. Because many students are expected to enroll part-time, actual head count is expected to be 35 in the first year and 70 once both classes have matriculated. The first class will matriculate in the fall of 2007. 

II. Environmental Analysis
A. The Marketing Environment

1.  Competitive Forces

The Bachelor’s of Applied Science (BAS) in Hospitality Business Management degree program at South Seattle Community College will prepare students for management, marketing and human resource positions in all facets of the hospitality industry, including tourism, hotel operations, restaurant management, catering, cruise ship operations, casino operations and travel. The degree will also serve emerging hospitality fields such as the growing number of assisted and independent living facilities in the Puget Sound region catering to the rising population of retirees and the elderly.  

a) Regional Competitors

The proposed BAS in Hospitality Management is unique in Washington State; the only similar bachelor’s degree program in Washington is at Washington State University (WSU) in Pullman, approximately 300 miles from Seattle. However, unlike the proposed bachelor’s of applied science degree at South, WSU’s degree is a traditional academic bachelor’s degree. Students who have technical certificates or degrees from the community and technical college systems would not be eligible to transfer their credits and enroll as juniors in the WSU program. 

Washington State University supports the proposed program at South and has participated in multiple forums and meetings designed to help South develop a high quality BAS degree program in Hospitality Management. In addition, WSU, as indicated in their letter of support, will be an active partner and mentor to the college as it develops and offers the degree. The University of Washington, The Evergreen State College, and Seattle University are also supporting this program and have provided letters of support. The letters of support are available at www.seattlecolleges.edu/hospitality.

Central Washington University (CWU) will be offering a BAS program in Food Service Management at Highline Community College. The program, recently approved by the Higher Education Coordinating Board, will focus on food service management and food production, one industry sub-sector in the hospitality industry. 

South’s proposed BAS degree program in hospitality management differs from CWU’s program in Food Service Management in several important aspects. In contrast to the CWU’s specific degree in food service management, South’s proposed degree in hospitality management will focus on hospitality management in general and will address the broader skill sets and educational requirements for success in a variety of leadership positions such as hotel manager, executive housekeeper, front office manager, convention and event planner, casino manager, marketing manager, food and beverage manager across several hospitality management industry sectors. These sectors include hotels, cruise ship operations, hotels, arts and entertainment, tourist venues and other accommodations. The two programs will complement each other, providing potential students with different choices and complementary areas of emphasis. 

b) National Competitors

The Journal of Hospitality and Tourism Education, published by the International Council on Hotel, Restaurant, and Institutional Education, annually ranks the top hospitality management programs in the United States. These routinely include:

· University of Houston 

· Cornell University 

· University of Nevada, Las Vegas 

· Florida International University 

· Florida State University 

· Michigan State University 

· Pennsylvania State University 

· University of Central Florida 

· Cal Poly Pomona 

· Purdue University 

· Virginia Polytechnic Institute and State University 

Johnson and Wales University, with multiple campuses around the country, focuses exclusively on hospitality management, with an emphasis on cooking and restaurant management. Lexington College in Chicago is noted for being the only hospitality management college designed exclusively for women. There are two major accreditation bodies for hospitality schools, the Accrediting Commission for Programs in Hospitality Administration (ACPHA), and the Commission on Accreditation of Hospitality Management Programs (CAHM). A total of about 40 colleges hold one of these accreditations; in addition, about 10 colleges have highly regarded programs but have not pursued these accreditations. 

c) Proximity to Employers 

A key advantage of South’s program is its close proximity to Seattle’s extensive hospitality industry employer base. With the presence of Seattle’s increasing cruise ship lines, airlines, hotels, restaurants and tourist venues in its catchment-area, South will be able to offer a wide array of internships for place-bound students. These internships will provide an opportunity for high quality, hands on learning experiences for incumbent workers seeking career advancement as well as new prospective employees exploring career options in this rapidly evolving industry. South has received commitments from a wide variety of hospitality industry employers in the Seattle-King County metropolitan area to support the program with applied internship opportunities. 

d) Service to Placebound Students 

South’s BAS degree program in Hospitality Management will fill an important higher education niche in Washington State. Currently, students who would like to earn a BAS degree in Hospitality Management must leave Washington to attend a college that offers a comparable degree, an option that is not feasible for place-bound students. By offering the Hospitality Management degree option in Seattle, place-bound students in South Seattle Community College’s catchment-area will be able to maintain their personal commitments and continue their education in this high-demand field. This program will provide an additional advantage to the local economy; hospitality employers will be able to recruit locally and encourage and support current employees who would like to return to college and earn higher degrees.

2.  Economic Forces

South’s proposed degree in Hospitality Management will serve the following industry sectors established by the North American Industry Classification System (NAICS): arts, entertainment and recreation, food services and drinking places, and hotels and other accommodations.
 These sectors are growing locally, regionally, statewide and nationally, with increasing needs for highly trained managers. Washington State University’s Business Management Program in hospitality management demonstrates that employment demand exceeds statewide supply. WSU’s program experienced a record seat count request in Fall 2005 of more than 1,000 students. Students in WSU’s program interview with approximately five to seven companies with 95 percent receiving job offers before graduation. 

a) Strong Local Employer Demand for Skilled Hospitality Industry Managers

Local and regional demand for skilled hospitality management personnel is growing due to several factors:

· Population growth—Seattle, King County, Puget Sound and the state are expected to see continuing population growth.
· Increasing job skill demand—the job recovery is seeing rising job demand for skilled workers. Many service-sector occupations, including those in hospitality management, increasingly require postsecondary skills. 

· Increasing travel and tourism to Washington State as a destination and as a portal to Alaska and the Pacific Rim—compared to other industries, the travel industry has seen strong and relatively stable growth and generates a relatively high number of entry-level and small business ownership opportunities.  Employment has been increasing since 2003. 
· Long-term strength of travel and tourism in Washington State—travel and tourism in Washington State generates some of the highest industry revenues, following aerospace, software and agriculture. In Seattle and King County, more than 8.7 million visitors spent almost $4 billion in 2004, generating more than 59,000 jobs and $342 million in state and local tax revenues. 

· Cruise ship growth—In 2004 the Seattle Homeport saw a 50 percent growth in cruise business, and another record year is projected for 2005. In 1999, the port hosted six cruise ship visits. In 2005 the Port of Seattle expected more than 170 cruise ship port calls and 700,000 passengers. 

· Hotel market growth – The Puget Sound area’s hotel market is “poised for a banner 2006…An upswing in business travel has pushed occupancy and room rates above those in the rest of the nation. Five hotels are under construction, and a half-dozen more are in the pipeline on the Eastside and in downtown Seattle”.

b) Job Vacancy Survey and High-demand Occupations

Local employer demand for skilled hospitality industry managers is evident in job vacancy survey data and supporting employer survey data.  According to Washington State Employment Security Department’s Labor Market and Economic Analysis Branch, many positions throughout the hospitality industry are in high demand. Based on the Spring 2005 Job Vacancy Survey, available at www.seattlecolleges.edu/hospitality, Employment Security identified more than 8,000 vacancies in the hospitality industry statewide and 2,583 vacancies in King County. Ninety percent of the vacancies in King County were in jobs classified as high demand.  Many of these represent occupations that require a bachelor’s degree or are a career ladder to upper management in hospitality. Examples that are in demand in Seattle-King County include:

· First-line supervisors/Managers of Food Preparation and Serving Workers

· First-line Supervisors/Managers of Office and Administrative Support Workers

· General and Operations Managers

· Meeting and Convention Planners
Table One below shows related management and supervisory positions currently in high demand, educational requirements, average annual wages, and projected openings for selected time periods. 

Table One.  Projected Occupational Outlook in Selected High-demand Supervisory

and Management Positions, Seattle-King County, 2002-2012

	
	
	
	
	
	Projected Employment, 

Seattle-King County

	Standard Occupational Classification (SOC)
	SOC Title
	Educational

Level
	Average Annual Wage (March

2005)
	2002
	2007
	2012
	 Average Annual Total Openings  2002-2007
	Average Annual Total Openings  2007-2012

	112021
	Marketing Managers
	Bachelor's or higher degree, plus work experience
	$123,645
	1,982
	2,153
	2,374
	72
	85

	112022
	Sales Managers
	Bachelor's or higher degree, plus work

experience
	$106,631
	3,013
	3,140
	3,359
	82
	104

	119199
	Managers, All Other
	 - 
	$92,773
	6,564
	7,097
	7,525
	239
	227

	351012
	First-Line Supervisors/ Managers of Food Preparation and Serving Workers
	Work experience in a related occupation
	$39,533
	5,436
	5.861
	6,158
	218
	201

	431011
	First-Line Supervisors/ Managers of Office and Administrative Support Workers
	Work experience in a related occupation
	$53,901
	11,150
	11,656
	12,443
	345
	414


Note: The Standard Occupational Classification (SOC) system does not specify hospitality management positions such as hotel managers, executive housekeepers, and other industry-specific management job titles. The SOC titles cover management positions across multiple industry sectors. The SOCs shown in Table 1 are those that most closely match specific hospitality management positions.

Source: Washington State Employment Security Department.

As shown in Table Two, there are more than 125,000 hospitality industry employees in the Seattle-Bellevue-Everett metropolitan area. The Bureau of Labor Statistics estimates that management-level positions range from six to nine percent of the workforce, depending on the hospitality industry sub-sector. 

Table Two. Hospitality Management Positions: Seattle-Bellevue-Everett

	Management Positions
	Total
	Management Estimate
	Total Managers

	Arts, Entertainment and Recreation
	22,700
	6%
	1,362

	Hotels and Other Accommodations
	13,900
	9%1
	1,251

	Food Services and Drinking Places
	90,200
	6%2
	5,051

	
	126,800
	-
	7,664


c) Local Area Demand-Decline Occupations

The Seattle-King County Workforce Development Council’s Local Area Demand-Decline Occupations list shows a wide range of hospitality industry occupations—many of which may ladder directly into hospitality industry supervisory and management positions—as being in high demand. This list is also available at www.seattlecolleges.edu/hospitality.

d) Occupational Outlook 2002-2012

As shown at www.seattlecolleges.edu/hospitality, the Seattle-King County Occupational Outlook 2002-2012 describes the educational requirements for jobs as “little preparation,” “short preparation,” “middle-level preparation,” or “long preparation”. Long preparation is defined as four years or more of academic work, bachelor’s degree or higher, and potential additional work experience. Jobs requiring such higher skill levels in leisure and hospitality include:

· Hotel general and residential managers

· Executive housekeepers

· Front office managers

· Convention and event planners

· Casino managers

· Restaurant managers

e) Career Guide to Industry

The U.S. Department of Labor’s Career Guide to Industries 2006-2007
 indicates strong demand for postsecondary training in all three hospitality management subsectors. Hotels and other accommodations requires that first-level managers have “good communication skills, a solid educational background, tact, loyalty, and a capacity to endure hard work and long hours…more recently, lodging chains have been hiring persons with four-year college degrees in the liberal arts or other fields and starting them in trainee or junior management positions”.

The Career Guide to Industries notes that, in the hospitality industry subsector of arts, entertainment and recreation, “Entry-level supervisory or professional jobs in recreation sometimes require completion of a 2-year associate degree in parks and recreation at a junior college. Completing a 4-year bachelor’s degree in this field is necessary for high-level supervisory positions.” 

In food services and drinking places, the third hospitality management sector, the Career Guide to Industries notes that, “Completion of postsecondary training is increasingly important for advancement in the food services and drinking places industry. Whether it is in the form of a bachelor’s degree or as specialized training in culinary arts or hospitality management, completion of such programs demonstrates both the maturity and motivation required for work in a hectic fast-paced industry.”

f) Rapid Industry Growth


The Seattle Jobs Initiative recently reported that leisure and hospitality has been one of the fastest growing industries locally over the past five years. In King County, leisure and hospitality had a net job increase of almost 29 percent from 2000 to June, 2005. In the past year (July, 2004 to June, 2005), 5,300 jobs were added, bringing the total number of leisure and hospitality jobs in King County to an estimated 112,300. This report is available at www.seattlecolleges.edu/hospitality. 

g) National Data Demonstrate Demand 

As shown in Table Three below, the hospitality industry is extensive, employing almost 12 million people nationally in 2002. Given the projected growth in these sectors, the hospitality industry is one of the fastest growing nationally; more than 2 million new jobs are expected by 2012, with a net projected industry growth rate of 18 percent. 

Table Three. Projected National Occupational Growth in Hospitality Management, 2002-2012

	Industry 
	Total Employment 2002
	Projected Growth 2012
	Net projected employment growth

 (percent growth)

	Arts, entertainment and recreation  (NAICS 71)
	1,778,000
	2,275,000
	497,000 (28%)

	Hotels and other accommodations (NAICS 721)
	1,780,000
	2,080,000
	300,000 (17%)

	Food services and drinking places (NAICS 722)
	8,412,000
	9,749,000
	1,337,000 (16%)

	Total
	11,970,000
	14,104,000
	2,134,000 (18%)



Source: U.S. Department of Labor, Bureau of Labor Statistics

3. Political Forces

a) Statewide Economic Development Initiatives


In her recent address to the first Governor’s Tourism Summit in Seattle on November 17, 2005, Governor Christine Gregoire designated tourism as a target industry for statewide economic development in 2006 and beyond. The economic contribution of the hospitality industry is described in further detail at www.seattlecolleges.edu/hospitality. 

b) State and Regional Needs Assessment


There is widespread political recognition in the state that Washington’s capacity to offer four-year college degrees will be outstripped by the demand associated with the baby boom echo. For example, in its State and Regional Needs Assessment, the Higher Education Coordinating Board forecasts that between now and the year 2010, public colleges and universities must grow to accommodate an additional 45,000 students to meet demand resulting from population pressure and increased need for degrees. The State and Regional Needs Assessment is available at www.seattlecolleges.edu/hospitality. 

Seattle, King County, Puget Sound and the state are expected to see continuing population growth. Based on current participation rates and the Higher Education Coordinating Board’s 2005 State and Regional Needs Assessment, between 2004 and 2011 lower-division enrollments are projected to increase by over 3,500 FTE’s. The Seattle-King County area is expected to be among the three regions of the state where the pressure will be greatest: capacity to serve an additional 1,410 FTE’s must be developed in King County alone within the next five years. According to the needs assessment, King County is home to one-third of the state’s workforce. Between 1990 and 2000 South King County’s population grew 20 percent, one of the fastest growth rates in the state. 

4. Legal and Regulatory Forces


The opportunity for South Seattle Community College to offer the bachelor’s degree in hospitality business management will take advantage of recent legislation
 that allows community and technical colleges to develop partnerships with four-year colleges and universities. Under this new law, the community colleges may collect tuition at the same rate as the four-year public regional universities (currently $4,000 plus $100 in lab fees) and will also receive additional state support per enrolled student FTE (currently $6,300), for a total of $10,400.


In March of 2006, South was one of six colleges that submitted a competitive application to the State Board of Community and Technical Colleges for selection as one of the four pilot colleges given authorization to award the degree and for appropriation of funds. Later that same month, South Seattle Community College’s application was approved. A copy of that proposal and supporting documents can be found at www.seattlecolleges.edu/hospitality. 


On May 22 the college took the next step toward regulatory approval by submitting a new program application to the state’s Higher Education Coordinating Board. A decision on this application is expected in June or July. Assuming that this application is treated favorably, an accreditation application will be submitted in the fall to the Northwest Commission on Colleges and Universities for candidacy status as a four-year degree-granting institution.

5. Technological Forces


South consulted with industry executives concerning changing industry skill requirements that support the higher educational requirements proposed in this degree offering. Industry executives also indicated a strong need for diverse and underserved students who can meet higher skill requirements needed to succeed in hospitality management positions, students that South has traditionally served. 


Between July and November, 2005, South held four focus groups, engaging hospitality and tourism experts from industry, government, and academia including the members of the advisory committee. The participants in these sessions were unanimous in their belief that there is a strong need for the proposed program in Western Washington due to increasing skill requirements that the proposed curriculum addresses. Detailed information about the focus groups and the information they provided is available at www.seattlecolleges.edu/hospitality.


As mentioned previously, South also conducted structured interviews with hospitality industry executives to assess industry skill requirements. The interview analysis identified several themes underscoring the need for advanced skills in hospitality management. According to respondents, the hospitality industry (including all its individual sectors) has undergone rapid change. Information technology and accounting are areas of particularly rapid transformation. Hospitality managers require increasing training in accounting software tools to track inventories and control costs, for instance. Communication skills are also increasingly needed as communication media proliferate and clear writing and verbal communication skills become increasingly essential for success. As one respondent stated: 

“It used to be that these were just transition jobs, but no longer. The expectation is that people are in a career and that is what is happening. Also, there is an overall increase in educational levels across the board.” 

Additional information about the structured interview analysis and responses is available at www.seattlecolleges.edu/hospitality.

6.  Sociocultural Forces

a) Characteristics of the Community


As one campus of a three-college district that serves the highly urban Seattle area, South Seattle Community College provides classes to approximately 15,000 students a year. South Seattle Community College is known for excellence, innovation and strong community partnerships. The college’s most recent five-year accreditation report provided the College five “commendations” in the areas of commitment to mission, institutional effectiveness and outcomes assessment, community partnerships, commitment to diversity, and outstanding new facilities at our Duwamish branch campus. The report included no “recommendations” for areas of improvement.  


South Seattle Community College is located in the southwestern corner of Seattle; its service area includes extensive commercial and industrial sectors as well as residential neighborhoods. South’s service area is characterized by its large population of recent immigrants. In south King County, minority populations have increased in number over the last decade far faster than the general population. In the White Center neighborhood, 37 foreign languages are spoken in the public schools. At Evergreen High School, 50 percent of students speak a language other than English at home. This unprecedented wave of immigrants and refugees has greatly increased the demand for ESL programs and services at South. The number of South’s students whose primary language is not English (35 languages in all) more than doubled in the two years from 2001 to 2003, increasing from 13 percent to 28 percent. Students enrolled in ESL classes made up 33 percent of South’s student body in 2003, and 19 percent were classified as immigrants or refugees. 


The composition of South’s student body reflects the local demographics in other ways as well. The proportion of South’s students that are members of ethnic minorities, 47 percent, makes South one of the two or three most diverse in the state. Nearly 50 percent of South’s students are first-generation college students; 36 percent are low-income, and five percent are disabled. Over 90 percent of incoming students who took placement tests in 2003 demonstrated academic need in math, over 50 percent in English and nearly 50 percent in ESL.


The communities comprising South’s service area are in great need of additional need of additional baccalaureate-level education. For example, in the White Center neighborhood, only 13.3 percent of residents hold a bachelor’s or higher degree versus 40 percent for King County as a whole. 


South is strongly engaged with surrounding community and business institutions, and is a leader in regional initiatives associated with education, improvement and economic development. For example, the college is the convener of the Puget Sound Industrial Excellence Center, an institution that provides extensive educational and training services for businesses, serves as a small business incubator, and teaches individuals the skills of entrepreneurship. 

b) Population Growth

In addition, King County’s population is projected to continue growing rapidly over the next ten years. The Office of Financial Management recently revised its population projections upward to account for resurging economic growth in Washington State that is attracting higher levels of in-migration from other states and from other countries. Given the continued population growth in King County, growing numbers of people will need baccalaureate level education in high-demand fields.

B.  Target Markets

Enrollment targets for the Hospitality Management Program were established by joint agreement between the college and the State Board of Community and Technical colleges. The college will accept up to 22 full-time-equivalent (FTE) students in the junior and senior classes, for a total of 44 FTE’s. Because some students will attend part-time, the total enrollment goal will be 35 in the first junior class and 35 in the second enrolling class, for a total head count of 70 enrolled students.

The agreement with the State Board of Community Colleges and the intent of the enabling legislation requires the college to concentrate on place-bound students and students whose vocational degree at a community college is ineligible for transfer credit to a four-year university. The expectation is that the community colleges should not compete with the state’s four-year colleges for the statewide pool of potential students. Therefore the two most obvious market groups are students that are currently enrolled at South or other nearby community colleges and who are working on associate’s of applied science degrees in culinary arts or business information technology. International students form a potential third group.

The proposed four-year Hospitality Management degree also creates an opportunity to reposition the college and increase its overall prestige. While this goal might be seen as a communications or public relations goal rather than a marketing goal per se, from the point of view of planning and implementation the college administration chose to include it within this marketing plan. Therefore a fourth target market is the so-called “thinking and acting public”, a group often referred to as “opinion leaders.”

1.  Identification of Target Markets
In 2005 the College conducted a series of three market surveys designed to gauge interest in the program from multiple perspectives: current students, prospective students and incumbent hospitality industry workers and managers. In total, the analyses incorporated responses from more than 600 individuals. 

Student demand for the BAS degree program in Hospitality Management is also supported by the high demand in South’s culinary arts programs and other related programs, current and prospective student survey data, current enrollment waiting lists, incumbent worker demand, and changing industry skill requirements. Structured interviews and focus groups with industry executives support this assessment as well.  
Highlights of the demand evidence are as follows:

· Seattle Community College has a current waiting list of 13 students for the proposed BAS degree program in hospitality management, assuming the program is approved.

· In 2004-05, 80 Seattle Community College students graduated with associate degrees in culinary programs and business information technology. Another 105 students received certificates. 

· Culinary arts programs at the South and Seattle Central Community College are at capacity and have waiting lists for entry. Approximately 225 FTE’s are enrolled at South, ensuring continued strong future demand for the program.

· Surveys of culinary arts program students at the Seattle Community Colleges and Renton Technical College demonstrate additional strong interest by students who seek to continue their studies in an applied four-year degree program. Approximately 80 students have expressed interest in the program. 

· Surveys of prospective students considering South Seattle Community College for their academic career have indicated strong interest in the BAS in hospitality management program. 

· An online survey of incumbent workers also shows strong demand for the degree program in order to improve upon job skills and gain management education and training in the workers’ field of interest.

· Incumbent worker demand is also supported by increasing industry skill requirements, as demonstrated in surveys and interviews of hospitality industry managers and focus groups held with hospitality industry executives and community leaders. 
a) Currently Enrolled Students 

The culinary program enrollment at South Seattle Community College is currently nearly 225 FTE’s. In the 2004-05 academic year, 70 students graduated with associate’s degrees in culinary programs from the Seattle Community College District and 13 received degrees in Business Information Technology. In addition, 105 students received certificates in culinary arts, which may generate additional interest in the BAS degree pathway should it become available. Additional data regarding completions is available at www.seattlecolleges.edu/hospitality. There is a waiting list for new enrollments at both South Seattle Community College’s and Seattle Central Community College’s AAS Culinary Arts programs and both programs are currently at capacity. In light of continuing strong demand, the associate’s degree program is likely to exceed 100 graduates per year in future years. Current enrollment in this program at South Seattle Community College is 225 FTE’s.

As one measure of enrollment interest, students currently enrolled in South’s Pastry and Baking Arts program were surveyed for prospective participation in the proposed Hospitality Management Program. A total of 13 students have committed to apply for entry into the BAS degree program with a financial deposit.

To further assess current and projected student demand for a BAS degree program in Hospitality Management, the College surveyed 173 students enrolled in Culinary Arts programs at South Seattle Community College, Seattle Central Community College, North Seattle Community College
 and Renton Technical College in Fall 2005 (Hauth & Hale, 2006a). Of those who responded to the question, “Would you be interested in enrolling in a Hospitality Management baccalaureate degree program?,” 121 (71 percent) indicated yes. When asked, “How likely would you be to undertake a bachelor’s degree program in Hospitality Management at South Seattle Community College?,” a total of 80 students (46 percent of those responding) indicated that they would be “Very Likely” or “Somewhat Likely” to enroll if such a program were offered at South. “Opportunity for advancement in current or desired field” was the highest rated response noted (an average ranking of 8.9 out of 10 possible points). In indicating which factors would affect the student’s decision on college preference, “Employment/internship opportunities” ranked equally with “Reputation of the institution” (8.0 points out of 10 possible points). More detailed information about the culinary arts survey results are available at www.seattlecolleges.edu/hospitality. 
Other related programs in the state are also likely to generate enrollment demand.  South’s recently launched wine studies program offers degrees and certificates in winemaking, food and wine pairing, and wine marketing. In the fall of 2005 the program had a total of 23 FTE’s enrolled; it is expected to grow considerably in the future. 

A recently completed online survey at South assesses prospective students’ interest in completing a bachelor’s degree at South and to capture preferences for various program offerings. Provided to viewers of South’s website for the past seven months, the survey further demonstrates the enthusiasm of place-bound students and community residents for the degree program. Of the 441 respondents, 87.8 percent expressed that they were “Very Interested” in completing a bachelor’s degree at South Seattle Community College. Six percent (31 respondents) expressed an interest specifically in Hotel and Restaurant Management and 29.6 percent (152 respondents) expressed in interest in Business/Accounting and Business/Administration. More than 83 percent of the respondents reported being “Very Interested” in enrolling within the next 12 months. Assuming that 30 percent of the 31 respondents in hotel and restaurant management apply, an additional 9 students would enroll in the program. The website survey and supporting quotes from two respondents are available at www.seattlecolleges.edu/hospitality.

b) Incumbent Workers in the Industry

South conducted an online survey of hotel employees through Seattle’s Convention and Visitors Bureau to assess incumbent worker demand. The results indicate strong industry demand for hospitality management skills training. A broad range of workers responded, including general managers and hospitality managers in sales, public relations, catering, marketing, front desk, and other occupations.  Of the 48 persons who participated, 65 percent said they would be interested in a bachelor’s degree in hospitality management. Similar to students, the most highly rated reason for interest in the degree on the part of current industry employees was opportunity for advancement in their current or desired field. A total of 23 respondents (48 percent of all respondents) said they would be likely or very likely to undertake the degree program if it were offered at South. Of those who responded, more than 60 percent were owner/operators or manager/supervisors and 50 percent had six or more years of experience in the hospitality industry. The survey respondents are highly diverse: 96 percent of the respondents reported a race or ethnicity other than Caucasian. The majority of those responding reported Asian/Pacific Island ethnicity (65 percent of all respondents). More detailed information about this survey and survey results are available at www.seattlecolleges.edu/hospitality. Based on the incumbent worker survey results, structured interviews with hospitality industry executives, and the size of the hospitality industry in Seattle-King County, it is conservatively estimated that 30 incumbent workers would enroll in the program annually. 

c) International Students
Another potential target market is provided by international students. South Seattle Community College actively recruits students from overseas through its office of International Programs. The college currently has over 200 international students enrolled. Most come from Japan, Taiwan and Vietnam, with students from Scandinavia forming a small minority. This distribution reflects the current marketing and outreach focus. The majority of international students at the college are female.

During May of 2006, the college conducted a focus group with current international students. Students participating in the focus group were unanimous in their opinion that a hospitality or hotel and restaurant management program at South would have a strong appeal, primarily because of the college’s safe location, the proximity to the downtown of a famous tourist city on the Pacific Rim, and because hospitality would be an occupation that would allow graduates to use their language skills and international  perspective to advantage in a future career. 

d) Opinion Leaders

Another potential target market is the so-called “Thinking and Acting Public” of the Seattle area, often collectively referred to as “Opinion Leaders.” Examples of members of this group include elected officials, corporate leaders, community leaders, and philanthropists. Opinion leaders are predisposed to participate in discussions, speak at meetings, appear at social events, and hold associational membership—all forms of civic participation; they are also likely to be avid consumers of print news.
2. Needs Analysis

a) Advisory Committee

In the early summer of 2005, the College recruited over 40 respected government, community and industry leaders to participate in an advisory committee for the project development. The College convened two summer meetings of the group to obtain industry advice on program demand, content and structure. The group uniformly held the opinion that a strong need exists for the program and that employers would hire graduates. All members agreed to continue service on a program advisory committee if the degree program were approved. Many members, as well as other members of the community, submitted letters of support. A list of the members, a summary report on the endorsement letters, and the letters of support themselves are available at www.seattlecolleges.edu/hospitality.

b) Demand Focus Groups

Between July and November, 2005, South held four focus groups, engaging hospitality and tourism experts from industry, government, and academia including the members of the advisory committee. Detailed information about the focus groups and the information they provided is available at www.seattlecolleges.edu/hospitality.  The groups were used to assess the need for the program, potential target markets, the qualifications of the college to offer the degree, the content of the curriculum, employment demand and industry support.

Members of the various groups were clear in their opinions:

1. 
There is a great need in the west side of the state – especially the Seattle area – for a bachelor’s degree program in hospitality management.

2. 
South Seattle Community College is ideally suited to offer the degree because of its location in the Seattle area (the location of most hotels and restaurants in the state, an international tourist venue and a prominent Pacific Rim trading partner), the excellence of its existing programs in culinary arts and wine, and the international diversity of its student body.

3. 
A curriculum can be designed that meets the needs of a broad spectrum of the hospitality industry, including hotels and restaurants. It should have a strong internship component and should provide a core curriculum that emphasizes the hard business skills such as math, accounting, and management. Human relations skills and professionalism are also important.

4. 
Graduates will find good jobs. There is an industry-wide lack of trained managers and leaders. Moreover, the industry is growing rapidly, with new hotels and restaurants opening frequently. The cruise ship industry will be a particularly important new source of jobs.

5. 
The industry will step forward as a partner in the undertaking and will offer advice, internship sites and financial sponsorships.
c) Structured Interviews with Hospitality Industry Executives

The College also conducted 13 structured interviews with hospitality industry executives. The structured interviews analysis demonstrates strong demand for a BAS degree program in Hospitality Management. Reasons cited for this demand include the College’s close proximity to major hospitality industry businesses, access to a strong and diverse labor pool, and the partner college’s demonstrated experience in developing and administering Culinary Arts programs. Additional information about the structured interview analysis and responses is available at www.seattlecolleges.edu/hospitality.

The interview analysis identified several themes underscoring the need for advanced skills in hospitality management. According to respondents, the hospitality industry (including all its individual sectors) has undergone rapid change. Information technology and accounting are areas of particularly rapid transformation: indeed the two fields were seen by many as merging. Hospitality managers require increasing training in accounting software tools to track inventories and control costs, for instance. Communication skills are also increasingly needed as communication technologies and media proliferate and clear writing and verbal communication skills become increasingly essential for success. 
Another common thread emerged regarding hospitality management as a career rather than a temporary, transitional or seasonal position. As one respondent stated, “It used to be that these were just transition jobs, but no longer. The expectation is that people are in a career and that is what is happening. Also, there is an overall increase in educational levels across the board.” 

A third theme identified in the interviews dealt with emerging tastes and the sophistication of customers. Respondents forecasted that their business opportunities would expand as baby boomers become empty-nesters with higher levels of discretionary income. These customers are perceived to be more discriminating in their choices and sophisticated in their tastes, particularly in the tourism, foods and entertainment arenas. Consequently, workers in the hospitality industry will require higher skill levels to successfully meet the needs of a changing market demographic. 
d) Articulation
An important source of potential students will be partnerships and formal articulation agreements with nearby community colleges. During the summer and fall of 2005, Seattle Hospitality College developed a strong set of articulation agreements.

With annual enrollments of more than 50,000 students, the Seattle Community College District—comprised of North Seattle Community College, South Seattle Community College, Seattle Central Community College and the Seattle Vocational Institute—is the second largest institution of higher education in the State of Washington. Articulation has been established among all culinary arts and business information technology offerings at the partner colleges in the district. This articulation will be extended to the BAS degree program in Hospitality Management, once approved.

In addition to articulation with programs within the Seattle Community College District, the BAS degree program in Hospitality Management will be articulated with related programs offered by other community and technical colleges in the region. In addition to the Seattle District Colleges we are developing partnerships with Renton Technical College, Highline Community College, Lake Washington Technical College, Clover Park Technical College, Edmonds Community College, and Bates Technical College. Highline Community College participated in two of our focus groups and provided excellent feedback. Letters confirming these articulation plans are provided at: www.seattlecolleges.edu/hospitality. 

e) Community Research
In June and July 2005 South Seattle Community College conducted a community awareness and opinion survey. This is the first formal community research undertaken for the college in about 10 years. Hebert Research, of Bellevue, contacted residents across our service area by telephone, using random digit dialing, with special emphasis on high school students. Our overall goal was to determine public awareness, opinions and satisfaction levels about college programs and services.
Interviews were conducted with a random sample of 388 community residents within the primary service area: persons who live in the 15 ZIP codes selected. South’s official service area contains 13 ZIP codes; two additional ZIP codes were selected in the north edge of Highline Public Schools district, where South has long-established relationships.) Additional interviews were conducted with 220 high school juniors and seniors. 

There were two specific goals in the research:

· Measure the level of interest in community college education;

· Identify attitudinal drivers that attract high schools juniors and seniors to academic institutions and determine how the relative influence of these factors varies between various segments of the population.   

Our findings included the following:

· A total of 55.6% of interviewees consider themselves in need of courses leading to the bachelor’s degree, and 18.1% would take courses leading to the bachelor’s degree within the next 12 months.

· A total of 34.3% think it is a moderate probability or high probability that they would enroll in a course at South Seattle Community College within the next 12 months.

· A total of 5.3% of interviewees indicated interest in enrolling in the proposed Hospitality Program. 

· “Top of mind awareness” was measured by prompting interviewees to mention colleges in the area; South Seattle Community College was the first college mentioned in 12.1% of cases.

· Total awareness of the College within the primary service area is superior among community members (87.5%), and successful among high school juniors and seniors (78.2%).  Awareness of South by both groups is higher than the level of awareness for any other community or technical college in the region. 

· High school juniors and seniors appeared largely uninformed about South, although those who offered opinions thought it was an average to good school that is in the neighborhood that offers vocational programs including the culinary arts program.  

· High school students see a number of attractive qualities in South’s students, implying that South is a positive place where students with the right attitudes go, and, thus, it is a school they might consider.

· The way to reach high school students is through the Internet, the college’s Web site, and high school counselors who can provide a college brochure that is meaningful to them.  Social networks (family, friends and peers) are also powerful sources of information and influence for high school students.  Parents are the major source of influence regarding where high school students attend college and their information needs deserve concentrated attention.

· High school students are still sorting out their opinions regarding what attracts them to a college but it is apparent that, as a group, they already value things in a similar way.  High school students are concerned about the affordability of college.  They want to go to a college that offers the exact courses they want.  They want to go to a school that will be a partner in their success.  

· High school students are looking for quality teachers whose knowledge and expert teaching skills will help them to excel in the classroom and with whom they can have a rewarding, supportive relationship.  They want a school that understands their individual needs and is prepared to help them meet a high standard.

· Despite the broad and similar level of appeal of the vast majority of the college attributes tested in the research, each student sub-group has an idiosyncratic priority of appealing attributes.  For example, students interested in job training are more highly attracted to schools offering the exact program they want plus tutoring and internships.  Transfer students want to make sure their credits transfer easily, that financial help is available and that teachers at the school support independent thinking.  

· The students not sure about their future are most attracted by personable teachers who are comfortable to talk to.  On the other hand, students who want to immediately enter a 4-year university want highly qualified teachers who will prepare them well for exams and are attracted by the availability of financial aid to help with their expenses.

Investigation of the brand image of South Seattle Community College among community members identified the following themes:

A Good Community College

· I had a good time there. I really enjoyed going to school there;

· I think it is a positive school;

· I went there, the teachers are nice. I learned a lot;

· A good school where people can get a degree.

Convenient/Close to Residence

· Nearest to my neighborhood;

· Convenient location;

· It’s convenient to where I live;

· I live close to it, but I really don't know that much about it.

Culinary Arts Program

· Every Thursday they have a bakery class and sell their bakery goods for a very low price;

· Good culinary program;

· Culinary Arts Associate Degrees;

· It has a nice restaurant.

Undifferentiated Community College

· It’s just a community college;

· It's a generic community college consisting of lower division university; curriculum as well as vocational or occupational training;

· Just another community college;

· They do a lot of technical programs.

Vocational Training

· Vocational program;

· Trade Schools;

· Training for people who are trying to get back into the job market;

· I think of it as more of a trade school.

f) Marketing Focus Groups


During the week of May 8, 2006 the college conducted a series of three focus groups intended to assist in the development of product strategies, positioning statements and marketing activities for each of the target markets associated with enrollment. The groups were as follows:

1. Current students in the culinary arts and business programs;

2. Current international students;

3. Incumbent workers in the hospitality industry.

The findings of the focus groups are incorporated into the marketing strategies outlined later in this plan.

C.  Current Marketing Objectives and Performance


The college takes a coordinated approach to implement marketing, public relations and outreach efforts. Current marketing objectives of South Seattle Community College include:

· Meet enrollment goals;

· Build the reputation of the college;

· Attract private funding;

A variety of departments and teams are responsible for implementing marketing tasks including the Department of Communications, the Department of Recruitment and Outreach, the Department of International Programs and the Department of Development among others. Recent indicators of performance indicate that the college is being successful with its marketing efforts. For example:

· The college is meeting enrollment goals at a time that nearby colleges’ enrollment is down;

· Opinions of the college by industry leaders reported in focus groups and structured interviews are positive;

· The Hebert survey of persons in the college’s catchment area reports high levels of awareness and generally positive opinions;

· The college’s development office and the associated nonprofit foundation have experienced strong growth in private support of the college in 2003, 2004 and 2005;

· International student enrollment has shown steady growth for several years;

· Enrollment of students as freshmen directly from local high schools in the fall of 2005 was double that of the previous year. 

South is strongly engaged with surrounding community and business institutions, and is a leader in regional initiatives associated with education, community improvement and economic development. For example, the college is the convener of the Puget Sound Industrial Excellence Center, an institution that provides extensive educational and training services for businesses, serves as a small business incubator, and teaches individuals entrepreneurship skills. 

The college’s connections with industry and the community are especially relevant to the proposed BAS degree in Hospitality Management. The institution is poised to draw on its many relationships and its reputation for success to build broad industry and community engagement in support of the BAS degree program. We expect corporate financial sponsorships, internship opportunities and jobs for the graduates, as evidenced by the following corporate and community leadership commitments:

· 41 community and industry leaders actively participate in the BAS advisory committee;

· 13 industry executives participated in structured interviews;

· 48 community and industry leaders submitted formal letters of endorsement;

· Eight colleges and universities are entering into articulation agreements in support of the BAS in Hospitality Management.

III. SWOT Analysis

Summarized below are the strategic strengths, weaknesses, opportunities and threats that affect the proposed Hospitality Management Program:

A.  Strengths

· Strong existing and potential partnerships;

· Strong reputation of existing culinary program;

· Highly diverse student body;

· Strong international student program

· Location in a major Pacific-rim city with an international perspective and renowned as a tourist destination;

· Local program in a city with many related jobs in industry offers opportunities for place-bound workers;

· Projected revenue adequate;

· Minimal capital investment required.

B.  Weaknesses

· No track record with bachelor’s degrees;

· Community college may be seen as unable to offer a four-year degree program with high quality and standards of excellence;

· Community college name on the degree will not offer prestige;

· Single product dependent on legislative stability;

· Enrollment is an unknown;

· Staff will be mostly new.

C.  Opportunities

· New legislation offers the college an opportunity to enter the four-year degree market;

· Statewide political and demographic demand for increased four-year degree opportunities;

· Growth of the hospitality sector;

· Compelling evidence of industry hiring demand;

· Compelling evidence of student enrollment interest;

· Compelling social benefits of the program;

· Unique product with few local or regional competitors;

· Four-year degree could increase the prestige of the college;

· Strong opportunities for partnerships with industry; corporations and industry associations may get involved, offering sponsorship contributions, scholarships and co-marketing agreements;

· Related degree and certificate programs could be offered;

· Contract training could be offered.

D.  Threats

· Failure to reach enrollment goals (unlikely);

· Internal conflict between two-year and four-year constituencies within the college (no signs of this at present);

· Other more established four-year colleges could offer competing programs;

· The partnership with Washington State University could fail;

· Legislative change could require cancellation of the program;

· The HECB could rule adversely on the College’s application;

· The NWCCU could rule adversely on accreditation.

E.  Matching Strengths to Opportunities

By offering a four-year bachelor’s degree in Hospitality Management, the college would draw on some of its greatest strengths, including the reputation of its existing culinary and wine programs, its strong relationships with area industry leaders, and its location in a renowned Pacific-rim city. The initiative would match these strengths to developing opportunities, including the new legislative authorization, statewide political momentum in favor of expanded four-year degrees, strong evidence of industry support, and equally strong evidence of enrollment demand. 

IV. Marketing Objectives


Marketing objectives for the Hospitality Management program were set by President Jill Wakefield and the college cabinet in the spring of 2006. 

Marketing Objective 1

The first marketing objective will be to use the Hospitality Management bachelor’s degree and other four-year degree opportunities on campus to re-position the college, increase awareness, and increase its overall prestige. The objective takes advantage of number of the college’s strengths, including the strong reputation of its culinary program and its location in a major city with an international perspective and renowned as a tourist destination. The objective will take advantage of the opportunity to build strong partnerships with industry. Meeting the objective will lessen the weakness that a community college may be seen as unable to offer a four-year degree program with high quality and standards of excellence. 

Marketing Objective 1 reflects a number of core elements of the college’s mission
 including the intent of “providing quality learning experiences” and the value of a “close involvement with the community and strong partnerships with business, labor and industry.” The objective also serves the college wide priorities, including “Invest in new program development under “1. Promote student learning and success,” and “Develop alternative sources of income” under “2. Ensure the financial health of the college.”

Assessment of success with this objective will be measured by the following means:

· Replication of the Hebert research survey after five years with analysis of differential scores between 2005 and 2010;

· Successful 2010 accreditation process with positive evaluations;

· Follow-up focus groups and structured interviews with industry and community leaders in 2009-2010;

· Annual analysis of the results of the Community College Experience Survey Questionnaire (CCESQ) completed by all departing students;

· Successful recruitment of corporate sponsors and significant supporting gifts for the program by the end of 2007-2008;

· Interviews with the first groups of program graduates in the spring of 2009 and spring of 2010. 

The measure of success will be positive changes in all these measures. Specific or quantitative goals will be set as part of the 2007-2008 strategic planning process. 

Marketing Objective 2

The second marketing objective will be to meet the enrollment and revenue goals associated with the degree. The college has been awarded authorization and appropriations to allow 22 FTE students in the first incoming class and 22 in the second, for a total of 44 FTE’s enrolled at any time. Because many students are expected to enroll part-time, actual head count is expected to be 35 in the first year and 70 once both classes have matriculated. The first class will matriculate in the fall of 2007. 

Meeting enrollment goals will largely guarantee that revenue goals are met. The State Board of Community and Technical Colleges will offer fixed revenue of $226,000 in one-time start-up funding; payment to the college is expected in July of 2006. Variable revenue will include $6,300 in state funding per enrolled FTE and $4,100 in student tuition per FTE. 

 The objective takes advantage of number of the college’s strengths and opportunities, especially the location in a major city with an international perspective and renowned as a tourist destination and the compelling evidence for industry hiring demand and student enrollment demand. The objective will also address the weakness that the college has no track record with four-year degrees. 

Marketing Objective 2 reflects a number of core elements of the college’s mission including the intent of “providing quality learning experiences.” The objective also serves the college wide priorities, including “Invest in new program development under “1. Promote student learning and success,” and “Develop alternative sources of income” under “2. Ensure the financial health of the college.”

Assessment of success with this objective will be measured in by the following simple means:

· Are annual enrollment goals met or exceeded?

· Are annual revenue goals met or exceeded?

V. Marketing Strategies

To develop the marketing strategies and activities associated with the Hospitality Management Degree, a marketing working group convened during April and May of 2006. The four members of the group were:

· Ginger Moriya, Director of International Marketing and Outreach

· Michael Munson, Director of Communications

· Rosie Rimando, Director of Outreach and Recruitment

· Richard Penny, Director of Development

The group held a series of three one-hour meetings, during which preliminary decisions were made about target markets, product strategies, positioning statements, key messages and promotional activities. The group also designed, implemented and analyzed three one-hour marketing focus groups with potential students that were implemented the week of May 8, 2006. Each focus group included participants representing a different target market as follows:

· Current culinary and business students;

· International students;

· Incumbent industry workers.

A draft marketing plan was developed based on the decisions of the marketing group and the results of the focus groups. On May 12 the marketing group then held a joint meeting with the operations committee where the draft plan was reviewed and revisions were incorporated to form a final plan. 
A: Target Market  and Marketing Mix 1: The Thinking and Acting Public


As outlined previously in the plan, the first marketing objective is to use the new four-year Hospitality Management Degree to reposition the college and increase its prestige. To do so, the marketing team identified a single target market for this effort: the so-called “Thinking and Acting Public” of the Seattle area, often collectively referred to as “Opinion Leaders.” Examples of members of this group include elected officials, corporate leaders, community leaders, and philanthropists. Opinion leaders are predisposed to participate in discussions, speak at meetings, appear at social events, and hold associational membership—all forms of civic participation; they are also likely to be avid consumers of print news.  The marketing mix for this target market is outlined in the sections that follow below.  

1.  Product Strategy

Use the Hospitality BAS and other four-year degree opportunities on campus to re-position the college and increase its overall prestige by reaching out to the thinking and acting public. 

2.  Pricing Strategy

Actual pricing of the degree (tuition rates) is determined by the State Board of Community and Technical Colleges. The board has set tuition rates as being equivalent to that of the regional universities, currently $4,100. This is less than tuition at competitive programs including as Washington State University and the better known out-of-state programs such as Cornell, University of Nevada at Las Vegas, and Johnson & Wales. A further price advantage will accrue to students who need to complete their associate’s degree before moving into the program. These students will pay the statewide rate for community college tuition, currently about $2,300.

However, because low price as an marketing point could conflict with market perception of quality (especially for quality-conscious international students), price will not be emphasized in the advertising materials. Instead it will be reserved to appropriate one-on-one conversations.

3.  Distribution strategy


The program will be offered at South Seattle Community College’s main campus. Timing of core-curriculum classes will be optimized to allow students to work in the hospitality industry while enrolled. Four classes will be offered by distance learning and will be taught by the faculty in the Hospitality Business Management program at Washington State University.
4.  Promotion Strategy


The college will use a variety of communications and public relations activities to communicate messages about the bachelor’s degree program in order to positively influence opinions about South Seattle Community College held by the thinking and acting public. The promotional mix will emphasize promotional and advertising activities. Direct sales activities will include participation in advisory committee activities and individual meetings with key opinion leaders;  sales promotion activities will primarily consist of special events. The key elements of the strategy are incorporated into the positioning statement and core messages listed below. 

a)  Positioning Statement

South Seattle Community College’s new bachelor’s degree programs, including our Bachelor’s of Applied Science in Hospitality Management, reflect the college’s role an innovative community leader and the city of Seattle’s position as a center for international trade and tourism. The college offers access and opportunity, focuses on creating jobs, and supports international and regional economic development. South is a workforce college that has forged the strongest partnerships with business and industry of any college in the Seattle area. 

b) Core Messages

· A college that offers both two-year and four-year degrees in high-demand areas;
· A college that is entrepreneurial, innovative and gets things done;
· A college that stands out because of its close ties to industry, responsiveness to business needs and commitment to international and regional economic development;
· A college that reflects the inventive character and unique international perspective of Seattle and the Pacific Northwest;
· A college that offers access and opportunity for all.
B.  Target Market and Marketing Mix 2: Current Culinary and Business Students

As outlined previously in the plan, the second marketing objective is to meet the enrollment and revenue goals for the Hospitality Business Management program. Three target markets have been identified to support this objective: current culinary and business students, incumbent workers in the hospitality industry and international students. The product strategy and marketing mix for the first of these three enrollment  markets – current community college students and alumni, especially Culinary Arts, Pastry and Baking Arts, and Business Information Technology – is  outlined in the sections that follow below.  

1.  Product Strategy

The BAS in Hospitality Management offers students a chance to earn a degree right here at South that would qualify them to move up into higher paying, more prestigious jobs in an exciting, fun industry. We are marketing to a target group that is already comfortable with South, likes it here, and have discovered they have additional ambition. 

2.  Pricing Strategy

Actual pricing of the degree (tuition rates) is determined by the State Board of Community and Technical Colleges. The board has set tuition rates as being equivalent to that of the regional universities, currently $4,100. This is less than tuition at competitive programs including Washington State University and the better known out-of-state programs such as Cornell, University of Nevada at Las Vegas, and Johnson & Wales. A further price advantage will accrue to students who need to complete their associate’s degree before moving into the program. These students will pay the statewide rate for community college tuition, currently about $2,300.

However, because low price as a marketing point could conflict with market perception of quality (especially for quality-conscious international students), price will not be emphasized in the advertising materials. Instead it will be reserved to appropriate one-on-one conversations.

3.  Distribution strategy


The program will be offered at South Seattle Community College’s main campus. Timing of core-curriculum classes will be optimized to allow students to work in the hospitality industry while enrolled. Four classes will be offered by distance learning and will be taught by the faculty in the Hospitality Business Management program at Washington State University.

4.  Promotion Strategy


The college will use a promotional mix consisting largely of simple advertising and promotional activities to recruit existing college students into the program. Direct sales and sales promotion activities will not be relevant to this work, although quasi-sales activities, outlined later, with presentations in classrooms and meetings with undergraduate advisors. The key elements of the strategy are incorporated into the positioning statement and core messages listed below. 

a)  Positioning Statement

South Seattle Community College’s new bachelor’s degree program in Hospitality Management offers culinary and business graduates a professional degree in a familiar environment where they have already been successful, without moving to another city. The degree would create exciting career opportunities in hotels, cruise ships, tourist venues, clubs and restaurants.

b) Core Messages

· A bachelor’s degree in a familiar college environment where you know you can succeed;
· No need to move and flexible scheduling so that you can attend part-time while still working in the industry;
· Opportunities and a chance to move ahead in responsibility, pay and career aspirations – open career ladder and “sky’s the limit;”
· A career that can be fun, offering variety, domestic and international travel, social interaction, glamour and exciting night life;
· Seattle is a great place to do this – cultural and travel center of the Pacific Northwest, international flavor, renowned local cuisine, many restaurants and hotels, cruise ship hub.
· Builds on strong existing culinary, wine and business programs at the college;
· Expert instruction from caring, helpful instructors;
· Marketing phrases may include “Moving Up?” or “Ready to go Forward?”
C.  Target Market and Marketing Mix 3: Incumbent Hospitality Workers


As outlined previously in the plan, the second marketing objective is to meet the enrollment and revenue goals for the Hospitality Business Management program. Three target markets have been identified to support this objective: current culinary and business students, incumbent workers in the hospitality industry and international students. The product strategy and marketing mix for the second of these three enrollment  markets – incumbent workers in the hospitality industry – is outlined in the sections that follow below.  The ideal candidates would already have some college, so that with the addition of prior learning credit for experience, they would not have much work left to achieve the equivalent of an AAS-T degree. 

1.  Product Strategy

The Hospitality Management degree offers upward mobility and career opportunity for persons already working in the hospitality industry. Taking advantage of the college’s location in Seattle, the degree program is delivered by a college that understands the needs of working adults. It offers mobility, a career ladder, and opportunity. Other features include credit for prior learning, convenient hours, and connections to the industry such as internships & placement. 

2.  Pricing Strategy

Actual pricing of the degree (tuition rates) is determined by the State Board of Community and Technical Colleges. The board has determined that tuition will be equivalent to that of the regional universities, currently $4,100. This is less than tuition at competitive programs including as Washington State University and the better known out-of-state programs such as Cornell, University of Nevada at Las Vegas, and Johnson & Wales. A further price advantage will accrue to students who need to complete their associate’s degree before moving into the program. These students will pay the statewide rate for community college tuition, currently about $2,300.

However, because low price as a marketing point could conflict with market perception of quality (especially for quality-conscious international students), price will not be emphasized in the advertising materials. Instead it will be reserved to appropriate one-on-one conversations.

3.  Distribution strategy

The program will be offered at South Seattle Community College’s main campus. Timing of core-curriculum classes will be optimized to allow students to work in the hospitality industry while enrolled. Four classes will be offered by distance learning and will be taught by the faculty in the Hospitality Business Management program at Washington State University.

4.  Promotion Strategy


The college will use a promotional mix consisting largely of simple advertising and promotional activities to recruit incumbent hospitality workers into the program. Direct sales and sales promotion activities will not be relevant to this work, although quasi-sales activities, outlined later, will focus on outreach to industry leaders and associations. The key elements of the strategy are incorporated into the positioning statement and core messages listed below. 

a)  Positioning Statement

South Seattle Community College’s new bachelor’s degree program in Hospitality Management offers busy working professionals a chance to pursue a hospitality management degree right here in Seattle. They can open up new and exciting career paths in hospitality management while continuing to live and work in a city that is renowned for its tourism and hospitality industries and for its international connections.

b) Core Messages

· Opportunities and a chance to move ahead in responsibility, pay and career aspirations – open career ladder and “sky’s the limit.”
· Have you been passed over for promotion because employers have raised the bar for education of managers and supervisors?
· No need to move and flexible scheduling so that you can attend part-time while still working in the industry;
· Builds on strong existing culinary, wine and business programs at the college;
· A career that can be fun, offering variety, domestic and international travel, social interaction, glamour and exciting nightlife.
· Seattle is a great place to do this – cultural and travel center of the Pacific Northwest, international flavor, renowned local cuisine, many restaurants and hotels, cruise ship hub, etc. 
· Internships in the major outlets and strong placement support translates to great jobs upon graduation;

· ESL programs and other assistance; open to people from the Hispanic and Asian-American communities
· Affordable cost, availability of scholarships;
· Marketing phrases may include “Moving up?”, “Ready to go forward?”, or “Get off the line and get into management.”

D.  Target Market and Marketing Mix 4: International Students


As outlined previously in the plan, the second marketing objective is to meet the enrollment and revenue goals for the Hospitality Business Management program. Three target markets have been identified to support this objective: current culinary and business students, incumbent workers in the hospitality industry and international students. The product strategy and marketing mix for the third target market – international students – is outlined in the sections that follow below. There will two sub-segments to the group. The first will be those coming as freshmen, and the second will be those coming as juniors. The majority will be female, and persons from Asian countries will predominate. 


Certain policy, authorizing and pricing decisions with regard to international enrollment in the Hospitality Management program are still pending. Therefore launch of international marketing activities will be delayed until those questions have been resolved.
1.  Product Strategy

The proposed degree offers a chance to get a bachelor’s degree in hospitality management at a small college that gives personal attention. South offers a safe location but close to downtown in an internationally-oriented city that is a famous tourist destination. Promoting the degree to freshmen will utilize a “pull-through” strategy to build enrollment in the associate’s degree programs.

2.  Pricing Strategy

Actual pricing of the degree (tuition rate) is determined by the State Board of Community and Technical Colleges. The college is currently discussing the issue of international student tuition for the program with the board. The board is likely to decide that these tuition rates will be equivalent to nonresident rates at the regional universities, currently about $13,000. This is less than tuition at competitive programs including as Washington State University and the better known out-of-state programs such as Cornell, University of Nevada at Las Vegas, and Johnson & Wales. A further price advantage will accrue to students who need to complete their associate’s degree before moving into the program. However, because low price as a marketing point could conflict with market perception of quality (especially for quality-conscious international students), price will not be emphasized in the advertising materials. Instead it will be reserved to appropriate one-on-one conversations.

3.  Distribution strategy

The program will be offered at South Seattle Community College’s main campus. Timing of core-curriculum classes will be optimized to allow students to complete internships in the hospitality industry while enrolled. Four classes will be offered by distance learning and will be taught by the faculty in the Hospitality Business Management program at Washington State University. 

4.  Promotion Strategy


The college will use a promotional mix consisting largely of simple advertising and promotional activities to recruit incumbent hospitality workers into the program. Direct sales and sales promotion activities will focus on outreach to foreign high schools and the use of enrollment agents. The key elements of the strategy are incorporated into the positioning statement and core messages listed below. 

a)  Positioning Statement

South Seattle Community College’s new bachelor’s degree program in Hospitality Management offers an exciting degree on a safe campus but close to downtown in an internationally-oriented city that is a famous tourist destination. The Hospitality Program is a high-quality, accredited program with expert instructors that offers overseas students a rewarding, professional career that will take advantage of their international experience and language skills. 

b) Core Messages

· A safe campus with a residence hall, but an easy bus ride to downtown (once this facility is available);
· Seattle is a great place to do this – cultural and travel center of the Pacific Northwest, international flavor, renowned local cuisine, many restaurants and hotels, cruise ship hub, etc;
· A lifetime career with good pay that builds on the students’ international perspective and English skills;
· Highly regarded internships in corporations with high name recognition.
· Positive indicators of quality, including accreditations, affiliations, testimonials and endorsements;
· Strong academics, expert faculty, rigor and standards;
· Affordable cost and availability of scholarships.
VI.  Marketing Implementation


The college will begin implementing certain informal marketing activities immediately upon completion of this plan, especially those activities associated with influencing perceptions of the college. Formal marketing and recruitment efforts cannot begin until the accrediting body, the Northwest Commission on Colleges and Universities, issues a ruling of “candidacy status,” expected in October of 2006. 

A. Marketing Organization

Responsibility for marketing the Hospitality Business Management Program will be shared by a number of sectors of the college. A marketing committee will coordinate the efforts. The committee, chaired by the Director of Development, will also include the Director of Communications, the Director of Recruitment and Outreach and the Director of International Marketing and Recruitment. The Director of Development will also serve on the implementation team for the degree and will coordinate the marketing efforts with that larger group and with the Executive Dean for Technical Programs, who bears the overall responsibility for delivery of the program. Each member of the marketing committee will be responsible for directing the necessary efforts of their departments. 

In large measure, the marketing efforts will be organized by target market. Much of the work associated with Target Market One, The Thinking and Acting Public, will be done by the Director of Communications, the Director of Development and the college’s President. Much of the work associated with Target Markets Two and Three, current students and incumbent workers, will be done by the Director of Outreach, the Dean of Hospitality, the Executive Dean for Technical Programs, and one of the two full-time faculty members for the new degree program, who will be assigned to cultivate industry relationships. Finally, most of the work associated with Target Market Four, international students, will be accomplished by the Director of International Programs and the Director of International Marketing and Recruitment. 

B. Project Marketing Budget

The overall budget for the Hospitality Management Program is provided in the Appendix. The marketing budget for Year One of the project (the 2006-2007 planning and recruitment year, prior to admission of the first class in the Fall of 2007-2008) is $10,000. This modest budget assumes that much of the cost of marketing activities will be borne by the existing departmental budgets for Outreach, Communications, Development and International Programs. A second assumption is that the marginal costs in time and money associated with adding these activities to the duties of the affected departments is minimal. Specific items that will be included in the marketing budget for the Hospitality Management Program are shown in Table Four.

      Table Four. Marketing Budget.

	Hospitality Management Program

	Marketing Budget 2006-2007

	
	

	Item
	Expense

	Program Brochure
	$3,000 

	Program Posters
	              250 

	Program Banners
	              250 

	Advertisements
	           5,000 

	University Center Grand Opening
	           1,500 

	
	

	TOTAL
	$10,000 


C. Timetable

Establish enrollment informal waiting list
April, 2006

Proposal to HECB 
May 15, 2006
Receive funding from SBCTC
July 1, 2006
Hire faculty 
July 15, 2006
HECB approval 
July 15, 2006
NWCCU application 
July 30, 2006
Receive candidacy status from NWCCU 
October 30, 2006
Official launch of marketing campaign
October 30, 2006

International programs begins promoting the degree
October 30, 2006
Relevant college sectors trained in basic marketing message
November 30, 2006
Advisors ready to promote program
November 30, 2006
Application for admission finalized and distributed
January 1, 2007

Begin accepting applications
February 1, 2007
50% of enrollment goal met
February 5. 2007
75% of enrollment goal met
June 15, 2007
Registration and cashiers prepared to enroll and accept tuition.
May 15, 2007
100% of enrollment goal met
August 15, 2007
Admit first students 
September, 2007

D. Activities, responsibility and Performance Standards
1. Activities for Target Market One, The Thinking and Acting Public

a) Engage the college audience and promote word-of-mouth marketing by conducting a May 18, 2006 workshop on the degree with the management team.
 Make additional presentations in other forums, including President’s Day. Follow up with additional communications and activities, relying heavily on email and web announcements;

Person responsible: Executive Dean for Technical Programs, Vice President for Instruction
Target completion date: May 18, 2006 and then ongoing.
Budget: Not applicable.

Performance Standard: Management team members report they are informed about the degree program, are able to provide information to others and to complete required tasks. 

b) Develop stories of recent graduates who have been successful in hospitality management occupations;

Person responsible: Director of Communications

Target completion date: September 30, 2006 and ongoing

Budget: Not applicable.

Performance Standard: Two success stories are written and posted to the website by the target date; an additional four are completed by April 30, 2007.
c) Use internships as a point of connection to industry leaders;

Person responsible: Executive Dean for Technical Programs, faculty and the Internships and Placement Coordinator

Target completion date: July 2007 and ongoing

Budget: Not applicable.

Performance Standard: Sufficient industry connections are developed to support 35 internships by the target date. 

d) Develop an active advisory committee of industry leaders;

Person responsible: Director of Development, Vice President for Instruction, Executive Dean for Technical Programs and College President

Target completion date: October 2006 and ongoing

Budget: Not applicable.

Performance Standard: Committee contains at least 20 members; meetings are held at least quarterly and are attended by at least 10.

e) Talk to legislators;

Person responsible: College President

Target completion date: January 2007
Budget: Not applicable.

Performance Standard: The Hospitality Management Degree is discussed with at least 10 elected officials during 2006-2007.

f) Place stories through press releases and reporter contacts;

Person responsible: Director of Communications

Target completion date: April, 2006 and ongoing

Budget: Not applicable.

Performance Standard: At least five relevant stories appear in local and regional media prior to the end of 2006-2007. 

g) Place Op eds and letters to the editor;

Person responsible: Director of Communications

Target completion date: June, 2006 and ongoing

Budget: Not applicable.

Performance Standard: One opinion editorial and three letters to the editor appear prior to the end of 2006-2007.

h) Implement events and receptions associated with the program launch. Use existing events such as the grand opening of the new University Center, the college’s “Gifts from the Earth” dinner, and a new dedication event associated with the matriculation of the first incoming class to get the word out to senior hospitality leaders;

Person responsible: Director of Development

Target completion date: October 2006 (University Center grand opening), January 2007 (Gifts from the Earth), September 2007 (Dedication Event) and ongoing

Budget: $1,500 for the University Center Grand Opening.

Performance Standard: Events are held and the Hospitality Program is featured in program content. Event volunteers and committee members are drawn from the hospitality community.
i) Attract significant corporate sponsorship, such as a naming opportunity that pairs the college with a prestigious name in the hospitality field.

Person responsible: Director of Development, Executive Dean for Technical Programs, Vice President for Instruction, College President
Target completion date: June, 2006 and ongoing

Budget: Not applicable.

Performance Standard: $50,000 in corporate sponsorship is attracted by the end of 2006-2007.

j) Design and place newspaper ads announcing bachelor’s degrees at South Seattle Community College.

Person responsible: Director of Communications
Target completion date: June 30, 2007 and ongoing

Budget: $5,000

Performance Standard: Four ads are designed and placed by the target date.

2. Activities for Target Market Two, Current Students and Alumni

a) Visit classes at SSCC and other community colleges to deliver presentations;

Person responsible: Director of Recruitment and Outreach, Executive Dean of Technical Programs, Dean of Hospitality and Faculty

Target completion date: Fall, 2006 and ongoing

Budget: Not applicable.

Performance Standard: Classroom visits get the message about the Hospitality BAS degree in front of 95% of enrolled culinary and business information technology at South and in front of 75% of similar students at nearby colleges with articulation agreements.

b) Hold open houses timed to capture culinary students as they are leaving class;

Person responsible: Director of Recruitment and Outreach, Executive Dean of Technical Programs
Target completion date: Fall, 2006 and ongoing

Budget: Not applicable.

Performance Standard: Three open houses are held by the end of June, 2007.

c) Use the advisors and faculty members to promote the program to incoming students and to current freshmen and sophomores;

Person responsible:  Executive Dean of Technical Programs, Faculty and Advisors

Target completion date: Fall, 2006 and ongoing

Budget: Not applicable.

Performance Standard: Advisors include mention of the program in all meetings with appropriate students.

d) Use targeted emails or web posts;

Person responsible: Director of Recruitment and Outreach

Target completion date: Fall 2006 and ongoing

Budget: Not applicable.

Performance Standard: Five email communications or web posts are sent by the end of June 2007.

e) Develop and share success stories and testimonials;

Person responsible: Director of Communications

Target completion date: September 30, 2006 and ongoing

Budget: Not applicable.

Performance Standard: Two success stories are written and posted to the website by the target date; an additional four are completed by April 30, 2007.
f) Promote the program in the class schedule mailed to 105,000 area residents;

Person responsible: Director of Communications

Target completion date: Fall 2006 and ongoing

Budget: Not applicable.

Performance Standard: Quarterly class schedules are mailed on time, include prominent promotional content for the BAS degree. 

g) Develop and distribute a program flyer, brochure and poster;

Person responsible: Director of Communications

Target completion date: Flyer by July 5, 2006; brochure and poster by November 30, 2006
Budget: $3,000 for brochure and $250 for poster.

Performance Standard: Program brochure and poster are completed and distributed by the target date.

h) Display messages on the Reader Board;

Person responsible: Director of Communications

Target completion date: April, 2006 and ongoing

Budget: Not applicable.

Performance Standard: Ads for the hospitality BAS degree or for bachelors’ degrees at South appear at least five times prior to the end of June, 2007.

i) Develop and display banners;

Person responsible: Director of Communications

Target completion date: April, 2006 and ongoing

Budget: $250

Performance Standard: Banners are completed in April 2006 and displayed at least five times by the June 30, 2007.

j. Implement events and receptions associated with the program launch. Use existing events such as the grand opening of the new University Center, “College Night,” the college’s “Gifts from the Earth” dinner, and a new dedication event associated with the matriculation of the first incoming class to get the word out to senior hospitality leaders;

Person responsible: Director of Outreach and Recruitment; Director of Development

Target completion date: October 2006 (University Center grand opening), January 2007 (Gifts from the Earth), September 2007 (Dedication Event) and ongoing

Budget: $1,500 for the University Center Grand Opening.

Performance Standard: Events are held and the Hospitality Program is featured in program content. Event volunteers and committee members are drawn from the hospitality community.
k) Engage in targeted outreach to alumni, by means of letters and selected phone calls

Person responsible: Director of Outreach and Recruitment
Target completion date: January 15, 2007
Budget: n/a
Performance Standard: One mailing is completed by the target date.

3. Activities for Target market Three, Incumbent Workers

a) There are many overlaps with activities for Target Markets 1 and 2; these will not be repeated in this section;

b) Build advisory committee and work through them for word-of mouth;

Person responsible: Director of Development, Executive Dean for Technical Programs and Vice President for Instruction
Target completion date: October 2006 and ongoing

Budget: Not applicable.

Performance Standard: Advisory committee assists with recruitment at their places of work.

c) Conduct outreach through professional organizations – the Tourist and Convention Bureau, Chamber of Commerce, Seattle Hotel and Lodging Assn., Washington Restaurant Association, as well as others;

Person responsible: Executive Dean and College President
Target completion date: June 30, 2007
Budget: Not applicable.

Performance Standard: At least five meetings are held with trade and commerce organizations; at least 10 communications or web links are created that potentially connect organizational members to the Hospitality Management program by the target date. At least two organizations send a relevant communication to all their members.
d) Create selected speaking opportunities for the college president, vice president or the dean of the program;

Person responsible: Director of Communications, Executive Dean for Technical Programs, Vice President for Instruction and College President
Target completion date:June 30, 2007
Budget: Not applicable

Performance Standard: The College President and other college leaders speak to at least 10 groups about the Hospitality Management Program by the end of June, 2007.

e) Increase quality of hospitality newsletter and build mailing list;

Person responsible: Director of Communications

Target completion date: September 2006 and ongoing

Budget: Not applicable.

Performance Standard: Communications department acquires editorial control of the hospitality newsletter; at least four issues are mailed during the academic year.

f) Use limited direct mail – get the WRA or Tourist and Convention Bureau lists;

Person responsible: Director of Communications

Target completion date: November 2006 and ongoing

Budget: Not applicable.

Performance Standard: One direct mail announcement of the new program is issued prior to June 2007. 

g) Incorporate endorsements from opinion leaders in marketing tools.
Person responsible: Executive Dean of Technical Programs, Vice President for Instruction
Target completion date: December 31, 2006
Budget: Not applicable.

Performance Standard: Five endorsement statements are assembled.
4. Activities for Target market Four, International Students

a) There are many overlaps with activities for Target Markets 1, 2 and 3; these will not be repeated in this section;

b) Incorporate promotion of the degree into initial recruitment of incoming freshmen international students; a four-year bachelor’s degree consisting of two years in culinary or business plus two years in the hospitality BAS program becomes a package;

Person responsible: Director of International Programs, Director of International Marketing and Outreach

Target completion date:  October 30, 2006 and ongoing

Budget: Not applicable.

Performance Standard: At least 75% of recruitment presentations include presentation of the hospitality bachelor’s degree. 

c) Use word of mouth and referrals from current international students in all programs;

Person responsible: Director of International Programs, Director of International Marketing and Outreach

Target completion date: November 2006 and ongoing
Budget: Not applicable.

Performance Standard: Updates on the Hospitality Management Program are included in all group meetings of international students; students are reminded to refer their friends. 

d) Construct a residence hall; build a strong website presence that emphasizes the residence hall once completed;

Person responsible: Vice President for Finance and Administration, Director of Development

Target completion date: Fall, 2010
Budget: Not applicable.

Performance Standard: Construction completed by the target date. 

e) Develop promotional materials that emphasize the prestige of internship sites, affiliation with Washington State University, endorsements, accreditations and awards;

Person responsible: Director of Communications

Target completion date: November 2006 and ongoing

Budget: Not applicable.

Performance Standard: Promotional materials designed and distributed. 

f) Develop and communicate student testimonials;

Person responsible: Director of Communications

Target completion date: December 2007 and ongoing

Budget: Not applicable.

Performance Standard: At least two student testimonials are designed and distributed by the target date. 

g) Use overseas recruitment agents for about 20% of goal;

Person responsible: Director of International Programs, Director of International Marketing and Outreach

Target completion date: Summer 2007

Budget: Not applicable.

Performance Standard: Promotional materials designed and distributed. 

h) Travel and visit high schools in key recruitment nations;

Person responsible: Director of International Programs, Director of International Marketing and Outreach

Target completion date: June 30, 2007

Budget: Not applicable.

Performance Standard: Visits to 10 schools held by target date. 
E. Monitoring Procedures


The marketing team and the implementation staff group for the program will meet monthly between July 2006 and June 2007. At each meeting the group will review:

1. Progress on construction of a waiting list.

2. Progress on formal enrollment commitments.

3. Progress on marketing activities versus performance standards and target dates.

4. Project financial status.

The Director of Development and the Executive Dean for Technical Programs will keep the College Cabinet apprised of progress. The cabinet and the College President will be alerted if significant discrepancies arise between goals and progress. 
appendix
	Program Expenses

	 
	Year                        1             (Planning/          Recruitment Year)
	Year            2
	Year            3
	Year            4
	Year          n              (full enrollment)

	Students enrolled (FTE)
	0
	22
	44
	44
	44

	 
	 
	 
	 
	 
	 

	Administrative Salaries (0.5 FTE ); Benefits @ 27.72%
	                     -   
	       25,544 
	       26,310 
	       27,100 
	       27,913 

	Fulll-time Faculty Salaries (1.1 FTE in Year 1 and Year 2; 2.1 FTE thereafter); Benefits @ 29.02%
	             82,315 
	       84,784 
	     174,655 
	     179,895 
	     185,292 

	Part-time Faculty Salaries (0.5 FTE); Benefits @ 27.16%
	 
	       19,106 
	       19,679 
	       20,269 
	       20,877 

	Library Faculty Salaries (0.25 FTE); Benefits @ 29.02%
	 
	       16,128 
	       16,611 
	       17,110 
	       17,623 

	TA/RA Salaries (# FTE) Benefits @ # % 
	                     -   
	               -   
	               -   
	               -   
	               -   

	Clerical Salaries (0.5 FTE) Benefits @ 31.36%
	             19,704 
	       20,295 
	       20,904 
	       21,531 
	       22,177 

	Other Salaries (# FTE) Benefits @ # % 
	                     -   
	               -   
	               -   
	               -   
	               -   

	Financial Aid specific to the program 
	                     -   
	               -   
	               -   
	               -   
	               -   

	Contract Services 
	               5,000 
	               -   
	               -   
	               -   
	               -   

	Goods and Services 
	                     -   
	               -   
	               -   
	               -   
	               -   

	Travel 
	               2,000 
	         2,060 
	         4,244 
	         4,371 
	         4,502 

	Equipment 
	             50,000 
	       10,000 
	       15,000 
	       15,450 
	       15,914 

	Lease or Acquisition (attach form iii.a) 
	                     -   
	               -   
	               -   
	               -   
	               -   

	Other (itemize) 
	 
	 
	 
	 
	 

	Marketing, Outreach and Recruitment
	             10,000 
	         5,000 
	         5,150 
	         5,305 
	         5,464 

	Professional Development
	               1,000 
	         2,500 
	         5,000 
	         5,150 
	         5,305 

	Library Materials
	             80,000 
	       33,000 
	       47,000 
	       48,410 
	       49,862 

	Lab Consumables
	                     -   
	         2,000 
	         4,120 
	         4,244 
	         4,371 

	Office and Teaching Supplies
	               1,000 
	         5,500 
	       12,000 
	       12,360 
	       12,731 

	Copying and Printing
	               2,000 
	         2,500 
	         5,075 
	         5,227 
	         5,384 

	Postage and Shipping
	               1,500 
	         1,545 
	         3,136 
	         3,230 
	         3,327 

	WSU Distance Learning Component
	                     -   
	       26,666 
	       53,333 
	       54,933 
	       56,581 

	  Subtotal Costs
	           254,519 
	     256,628 
	     412,218 
	     424,585 
	     437,322 

	 
	 
	 
	 
	 
	 

	Indirect (if applied to the program): 20%
	             50,904 
	       51,326 
	       82,444 
	       84,917 
	       87,464 

	  Total Costs
	           305,423 
	     307,953 
	     494,662 
	     509,501 
	     524,786 

	 
	 
	 
	 
	 
	 

	Program Revenue

	 
	Year                        1             (Planning/          Recruitment Year)
	Year            2
	Year            3
	Year            4
	Year          n              (full enrollment)

	General Fund: State Support 
	 
	 
	 
	 
	 

	SBCTC Planning Funds
	           138,600 
	 
	 
	 
	 

	SBCTC Startup and Equipment Funds
	           100,000 
	 
	 
	 
	 

	SBCTC FTE Revenue ($6,300 per student)
	 
	     138,600 
	     285,516 
	     294,081 
	     302,904 

	Tuition and Fees ($4,100 per student) 
	 
	       90,200 
	     185,812 
	     191,386 
	     197,128 

	SCC District Special Allocation
	             30,000 
	       20,000 
	 
	 
	 

	Corporate Grants / Donations 
	             37,400 
	       60,000 
	       25,000 
	       25,000 
	       25,000 

	Internal Reallocation* 
	 
	 
	 
	 
	 

	Other Fund Source (specify) 
	 
	 
	 
	 
	 

	  Total Revenue 
	           306,000 
	     308,800 
	     496,328 
	     510,468 
	     525,032 

	*If revenues are projected through internal reallocation please attach an explanation of the impact the reallocation would have on other departments or programs. 


� E2SHB 1794, C258 L05.





� The information outlined in the Marketing Environment section of this paper was developed in 2005 and 2006 by a college working group that included Betsy Hale, Associate Dean for Workforce Development, Joe Hauth, Director of Research for the Seattle Community Colleges, Malcolm Grothe, Executive Dean for Technical Programs, and Richard Penny, Director of Development for South Seattle Community College and Executive Director for the South Seattle Community College Foundation


� The North American Industry Classification System (NAICS) has replaced the U.S. Standard Industrial Classification (SIC) system. The hospitality industry includes NAICS 71, 721, and 722. Additional information on NAICS available online at � HYPERLINK "http://www.census.gov/epcd/www/naics.html" ��http://www.census.gov/epcd/www/naics.html� 


� The Career Guide to Industries  (2006-07) edition is online at: � HYPERLINK "http://www.bls.gov/oco/cg/cg1009.htm" ��http://www.bls.gov/oco/cg/cg1009.htm� 
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� North Seattle Community College is closing its culinary arts program at the end of the 2005/2006 academic year.





� This workshop is completed.
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