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1. Summary of Enrollment Trends 
· Mass Communications (MCOM) sections offered between 2005 and 2008 ranged from 15 to 29 sections annually with an average of 23 (table 1.1). 

· The fill rate for this same time period ranged from 76 – 92% annually with an average of 82%, which is below the college average of 91% (table 1.1 and 1.2). 

· MCOM’s average productivity over the last three years is 423.32 WSCH/FTEF.  Because of limited studio and lab space there is a maximum of 25 students in many MCOM sections, therefore, program productivity cannot reach the college’s 493.07 WSCH/FTE average (tables 1.1 and 1.2). 

· According to the October 17, 2007 District Allocation Sheet, a vocational program such as MCOM has a targeted WSCH/FTES of 380 in the “Bin” instead of 500. This puts our productivity number of 423.32 solidly above the vocational target. 

Table 1.1
Mass Communications Enrollment Summary by Year 2005 - 2008
	Year
	Sections
	Census
	% Fill
	WSCH/FTEF

	2004 - 2005
	15
	299
	76
	432.73

	2005 - 2006
	25
	524
	92
	438.12

	2006 - 2007
	29
	548
	78
	402.87

	2007 - 2008
	22
	557
	83
	426.26

	Year Average
	23
	482
	82
	423.32


Table 1.2

College Enrollment Summary by Year 2005 - 2008
	Year
	Sections
	Census
	% Fill
	WSCH/FTEF

	2004 - 2005
	  957
	30,651
	98
	509.68

	2005 - 2006
	2,206
	70,940
	94
	500.30

	2006 - 2007
	2,208
	62,481
	85
	473.62

	2007 - 2008
	1,950
	58,239
	91
	498.20

	Year Average
	1,830
	55,578
	91
	493.07


· Excluding summer sections between 2005 and 2008, Mass Communications sections ranged from 10 to 15 per semester with an average of 12 sections (table 1.3).

· MCOM offers more sections each Spring than in the Fall.  This seems counter intuitive since there isn’t a college wide pattern of larger enrolments in Spring over the last three years (table 1.4). 

· We plan on shifting MCOM 8 from the Spring to the Fall semester to better even out the number of sections per semester. 

Table 1.3
Mass Communications Enrollment Summary by Term 2005 - 2008

	Term
	Sections
	Census
	% Fill
	WSCH/FTEF

	Spring 2005
	15
	299
	 76
	432.73

	Summer 2005
	  1
	  28
	467
	551.22

	Fall 2005
	13
	272
	 96
	445.03

	Spring 2006
	11
	224
	 79
	376.96

	Summer 2006
	2
	  50
	111
	492.54

	Fall 2006
	13
	242
	 90
	495.00

	Spring 2007
	14
	256
	 66
	327.13

	Summer 2007
	  1
	  33
	 94
	1,014.93

	Fall 2007
	10
	250
	 86
	419.28

	Spring 2008
	11
	274
	 79
	416.60

	Term Average
	  12*
	  303*
	   95*
	423.32


*Excluding Summers 

· The MCOM fill rate for this same time period, excluding summer, ranged from 66 – 96% with an average of 95%, which is above the college average of 91% (tables 1.3 and 1.4). 

· MCOM’s average term productivity over the last three years is 423.32 WSCH/FTEF.  Our productivity level is unable to reach the college average of 493.07 because of the limits on class capacity resulting from limited facility size (tables 1.3 and 1.4).  Our productivity could increase if the following changes take place.

· Increase lab times without increasing units.

· Implement SARS tracking in the radio and TV labs. 

Table 1.4

College Enrollment Summary by Term 2005 - 2008

	Term
	Sections
	Census
	% Fill
	WSCH/FTEF

	Spring 2005
	 957
	30,651
	 98
	509.68

	Summer 2005
	 262
	1,465
	 94
	552.22

	Fall 2005
	 964
	31,806
	102
	509.53

	Spring 2006
	 980
	27,669
	 86
	478.85

	Summer 2006
	 268
	  7,558
	 78
	501.36

	Fall 2006
	 936
	28,131
	 92
	493.98

	Spring 2007
	1,006
	26,792
	 82
	448.89

	Summer 2007
	 119
	3,601
	 85
	539.52

	Fall 2007
	 923
	28,209
	 95
	506.60

	Spring 2008
	 908
	26,429
	 88
	484.65

	Term Average
	 732
	22,231
	91
	493.07


· We have reduced our MCOM course offerings.  We used to offer MCOM 8 (formerly offered as MCOM 36 and 37), MCOM 33A, 33B, 35, and 39, every semester.  To stay within our reduced FTEF allocations we are only offering these courses once a year.  When MCOM 33A, 33B or 39 are offered in the same semester, they are cross listed so the instructor is only paid for one course.  In addition, there are two TV classes that have four hour labs each and the instructor is only paid for 3 hours each. 

· We are over our Fall 2008 Discipline Plan FTEF allocation of 2.35 by .18.  We offer 20 sections; this includes labs counted as separate sections.  In order not to further go over our Fall allotted FTEF, two courses are cross listed and the TV Sports instructor is only paid for three of the four hours of lab (Attachment A). 
· We are also over our Spring 2009 Discipline Plan FTEF allocation of 2.37 by .07.  We offer 21 sections; this includes labs counted as separate sections.  Two courses are cross listed and the Cable TV Station Operation instructor is only paid for three of the four hours of lab.  In order not to go even more over our Spring FTEF allocation, we have not scheduled the 4 unit MCOM 8 and 3 unit MCOM 35 courses (Attachment B). 

· We plan on shifting MCOM 8 from the Spring to the Fall semester to better balance our FTEF needs.  In order to offer the classes our students need to obtain their AA degree in Radio and Television Broadcasting, we are requesting a .45 FTEF increase for the Fall semester for a total of 2.8 FTEF.  This is .27 for MCOM 8 and .18 for the current FTEF deficit. 

· Over the years we’ve had to cancel MCOM 35, Writing for Broadcasting, because of low enrollments.  We offered it as an online class the Spring 2008 semester with an enrollment of 30, which is the best enrollment ever.  We need to offer this course at least once a year.  In order to do this we need our FTEF allotment increased by .20 FTEF.  To offer this class and not exceed our FTEF allocation, we need to increase our FTEF by the current deficit of .18 for a total increase of .38 FTEF. 

· We over projected our enrollments for the 6 semesters of Fall 2004 to Spring 2007 by 286 students.  This is primarily a result of unrealistic enrollment targets for MCOM 5 and 31.  In the future we will reduce the projected enrollments from 95 to a more realistic 40 (tables 1.5 and 1.6). 

· Spring 2005 was the highest MCOM enrolled semester with 216 students.  The college enrollment dropped during that same semester.  The college only offered 957 sections, which is fewer than usual.  This could have pushed more students into MCOM courses increasing our enrollment even though college enrollment declined (tables 1.4 and 1.6). 

· Spring 2006 was the lowest enrolled MCOM semester with 156 students, which mirrored the college’s lowered enrollment. 

FALL 2004

· The MCOM Discipline Plan total enrollment projection was 220 students (table 1.5).

· The MCOM actual total enrollment was 179 students (table 1.6). 

· We over projected the number of students by 41 students. 

· MCOM 33A and 39 are cross listed and the discipline plan erroneously totaled 50 students instead of 25.  Table 1.5 reflects the corrected MCOM 39 number of 0* instead of 25.

· Neither MCOM 5 nor 31 reached their projected enrollment number of 60.  Future projections for these classes should be a more realistic number of 40 students. 

SPRING 2005

· Projected 250 enrolled while there were actually 216; undershooting our goal by 34 (tables 1.5 and 1.6). 

· As in Fall 2004 the projection for MCOM 31 was too high with the actual enrollment falling short by 21.  This reinforces the need to lower the projected enrollment for this course.

· MCOM 8 is consistently under enrolled, which is why it was cancelled in Spring 2006 and why we only offer it only once a year.

FALL 2005

· Projected 247 enrolled while there were actually 164; missing our goal by 83 (tables 1.5 and 1.6). 

· MCOM 5 and 31 did not reach their unrealistic projected combined enrollment of 150 only reaching 62.  This is due in part because one of the two sections of MCOM 5 was cancelled.  Future projections for these classes need to be more realistic.

SPRING 2006

· Projected 215 students with actually 156 enrolled; missing our goal by 59 students (tables 1.5 and 1.6). 

· MCOM 5 only had 37 students when we projected 95.  This is due in part to one of the two sections of MCOM 5 being cancelled.  Future projections for this class needs to be a more realistic 40.

· MCOM 8 was cancelled putting us farther behind our projected enrollment total.

FALL 2006

· Projected 232 students with actually 181 enrolled; missing our goal by 51 students (tables 1.5 and 1.6).

· Once again the unrealistic projected enrollment in MCOM 5 put our actual enrollment further behind our projected enrollment.

SPRING 2007

· Projected 213 enrolled while there were actually 200; undershooting our goal by only 13 (tables 1.5 and 1.6).

· The improvement in getting closer to our target number is due in part to lowering the projected enrollment in MCOM 5 and exceeding that target. 

Table 1.5

Mass Communications Projected Enrollment by Term 2004 - 2007

	
	MCOM Course Number

	Term
	5
	8
	31
	32
	33A
	33B
	34
	38
	39
	Total

	Fall 2004
	60
	0
	60
	25
	25
	0
	25
	25
	*0
	220

	Spring 2005
	50
	40
	60
	25
	*0
	25
	25
	25
	0
	250

	Fall 2005
	95
	0
	55
	27
	25
	0
	20
	25
	0
	247

	Spring 2006
	95
	30
	**0
	25
	0
	20
	25
	20
	0
	215

	Fall 2006
	88
	0
	44
	25
	25
	0
	25
	25
	0
	232

	Spring 2007
	44
	30
	44
	25
	0
	20
	25
	25
	0
	213

	Total Enrolled
	437
	100
	263
	152
	75
	65
	145
	145
	0
	1382

	Term Average
	59.8
	33.3
	52.6
	25.3
	25
	21.6
	24.2
	24.2
	0
	230.3


*Courses cross listed and erroneously listed 25 students.

**This 0 should have been 30, but was listed as 0 on the Discipline Plan.

Table 1.6

Mass Communications Actual Course Enrollment by Term 2004 - 2007

	
	MCOM Course Number

	Term
	5
	8
	31
	32
	33A
	33B
	34
	38
	39
	Total

	Fall 2004
	46
	0
	47
	27
	12
	0
	19
	21
	7
	179

	Spring 2005
	61
	25
	39
	18
	13
	8
	28
	17
	7
	216

	Fall 2005
	34
	0
	28
	25
	23
	0
	32
	22
	0
	164

	Spring 2006
	37
	0
	29
	23
	0
	8
	19
	31
	9
	156

	Fall 2006
	37
	0
	38
	27
	25
	0
	20
	27
	7
	181

	Spring 2007
	70
	21
	21
	23
	0
	18
	15
	30
	2
	200

	Total Enrolled
	285
	46
	202
	143
	73
	34
	133
	148
	32
	1096

	Term Average
	47.5
	23
	33.6
	23.8
	18.2
	11.3
	21.2
	24.6
	6.4
	182.6


2. Summary of Curriculum Updates

· The MCOM curriculum is in dire need of updating (table 2.1). 

· We will revise, eliminate, and add new curriculum based on the following information: 

· Analysis of reviewing related curriculum from other colleges and universities, and

· Survey results local broadcasting organizations. 

· We will bring each course to curriculum as it is ready, with all MCOM courses updated by Fall 2009. 

Table 2.1

Last Dates of Mass Communications Curriculum Revisions

	Course #
	Course Title
	Updated
	Comments

	MCOM 5
	Intro to Mass Communications
	Oct. 1993
	

	MCOM 6
	WWW.MASS.COM Reading & Creating the Web
	      1998
	Deleted From 06-07 Catalog

	MCOM 8
	Advertising Sales & Media Management
	Dec. 1999
	

	MCOM 31*
	Intro to Broadcasting
	Dec. 1999
	

	MCOM 32*
	Radio & TV Announcing/ Performance
	Nov. 1999
	

	MCOM 33A
	Intro TV Studio Techniques
	Fall 2002
	

	MCOM 33B*
	Intermediate TV Studio Techniques
	Fall 2003
	

	MCOM 34*
	Radio Studio Techniques
	Nov. 1999
	

	MCOM 35*
	Writing for Broadcasting
	Nov. 1999
	

	MCOM 38*
	Special Projects in Radio
	Nov. 1999
	

	MCOM 39
	Special Projects in Television
	Fall 2003
	

	MCOM 40
	Radio Theater
	      1993
	Deleted From 06-07 Catalog

	MCOM 49
	TV Sports Production
	Fall 2007
	New Course


*Courses with SLOs and assessment rubrics. 

3. Catalogue Audit

· The Radio and Television Broadcasting AA Degree information listed on page 125 of the Chabot College 2006-2008 Catalog is correct. 

· The MCOM broadcast course descriptions on pages 96 and 97 are also accurate. 

4. Summary of Success, Equity, Retention, and Persistence

Success
· Success is defined as receiving a grade of A, B, C or CR (credit) in a course.

· The MCOM success rate average for the six semesters between Fall 2004 and Spring 2007 is 73.5% with a low of 70% in Fall 2005 and a high of 76% the next semester.  Our success rate has remained consistent with only a 6% variation (table 4.1). 

· The MCOM success rate is 6.8% above the college average of 66.3% for the same time period.  Two semesters we were 9% above the college average (table 4.1). 

Table 4.1

Mass Communications and College Success Rates by Term 2004 - 2007

	Term
	MCOM %
	MCOM

Enrolled
	College %
	College

Enrolled
	% Success Difference 

	Fall 2004
	74
	250
	67
	39,565
	7

	Spring 2005
	72
	285
	68
	37,106
	4

	Fall 2005
	70
	258
	64
	38,148
	6

	Spring 2006
	76
	224
	67
	35,427
	9

	Fall 2006
	73
	241
	65
	36,817
	6

	Spring 2007
	76
	256
	67
	35,277
	9

	Term Average
	73.5
	1,514
	    66.3
	22,2340
	    6.8


· Non-success is defined as a letter grade of D, F ,NC (No Credit) or I (Incomplete). 

· The MCOM non-success rate average for the six semesters between Fall 2004 and Spring 2007 is 10.1% with a low of 8% and a high of 13%.  Our non-success rate has remained consistent with only a 5% variation (table 4.2).

· The MCOM average semester non-success rate is 2.2% below the college average of 12.3 for the same time period and 6.2% below the state level of 17% in Fall 2006.

Table 4.2

Mass Communications & College Non-Success Rates by Term 2004 - 2007

	Term
	MCOM %
	College %
	Difference %

	Fall 2004
	8
	12
	-4

	Spring 2005
	8
	11
	-3

	Fall 2005
	13
	13
	 0

	Spring 2006
	  9
	12
	-3

	Fall 2006
	10
	13
	-3

	Spring 2007
	13
	13
	 0

	Term Average
	    10.1
	    12.3
	-2.2


· MCOM 38, Radio Projects (94% success) and MCOM 39, TV Projects (80% success) have the highest average success rates of the MCOM broadcasting courses from Fall 2004 to Spring 2007 (table 4.3).  This is attributed in part to the excellent preparation of the prerequisite courses.  MCOM 34 (70% success) is the prerequisite for MCOM 38 and MCOM 33A (71% success) for MCOM 39 (table 4.3).

· The high 81% average semester success rate for MCOM 8, Advertising Sales & Media Management, is partly because the course has only been offered twice in the six semesters listed.  There is additional motivation to perform well in a class that is not offered often and is a requirement for the Radio and TV Broadcasting AA degree (table 4.3). 

· The lowest success rate is in MCOM 5, Intro to Mass Communications, with a paltry 56% average success.  This is a class that is frequently taken by first semester students, who may be inadequately prepared for this college level course.  We need to find ways to improve the success rate of this course (table 4.3). 

Table 4.3

Mass Communications Course Success Rates by Term 2004 - 2007

	
	% Success Rate by MCOM Course Number

	Term
	5%
	8%
	31%
	32%
	33A%
	33B%
	34%
	38%
	39%

	Fall 2004
	50
	0
	83
	85
	58
	0
	58
	100
	100

	Spring 2005
	64
	76
	54
	72
	77
	38
	75
	94
	86

	Fall 2005
	38
	0
	68
	64
	78
	0
	63
	95
	0

	Spring 2006
	62
	0
	66
	78
	0
	100
	63
	100
	78

	Fall 2006
	62
	0
	71
	81
	72
	0
	75
	89
	86

	Spring 2007
	60
	86
	90
	70
	0
	50
	87
	87
	50

	Term Average
	56
	81
	72
	61.5
	71.25
	63
	70
	94
	80


· There does not appear to be a correlation between the class size and the success rates (tables 4.3 and 4.4). 

Table 4.4

Mass Communications Course Enrollment by Term 2004 - 2007
	
	MCOM Course Number

	Term
	5
	8
	31
	32
	33A
	33B
	34
	38
	39
	Total

	Fall 2004
	46
	0
	47
	27
	12
	0
	19
	21
	7
	179

	Spring 2005
	61
	25
	39
	18
	13
	8
	28
	17
	7
	216

	Fall 2005
	34
	0
	28
	25
	23
	0
	32
	22
	0
	164

	Spring 2006
	37
	0
	29
	23
	0
	8
	19
	31
	9
	156

	Fall 2006
	37
	0
	38
	27
	25
	0
	20
	27
	7
	181

	Spring 2007
	70
	21
	21
	23
	0
	18
	15
	30
	2
	200

	Total Enrolled
	285
	46
	202
	143
	73
	34
	133
	148
	32
	1096

	Term Average
	47.5
	23
	33.6
	23.8
	18.25
	11.33
	21.2
	24.6
	6.4
	182.66


Equity

· The MCOM male success rate average for the six semesters between Fall 2004 and Spring 2007 is 76% with a low of 69% and a high of 82% for a total 13% variation (table 4.5). 

· The MCOM male success rate is 11% higher than the college average of 65% for this same period with a low of 63%.  The college male success rate has remained more consistent with a 3% variation than the MCOM fluctuation of 13% (table 4.5). 

· The MCOM female success rate average for the six semesters between Fall 2004 and Spring 2007 is lower than males at 69% with a low of 62% and a high of 73%.  Our female success rate has remained fairly consistent with a 11% variation (table 4.5). 

· The MCOM female success rate is 5% lower than the college female success rate average of 67% for this same period with a low of 65% and a high of 69%.  The college and MCOM female success rate has remained consistent with a 3% and 5% variation respectively (table 4.5). 

Table 4.5

Mass Communications Success Rates by Gender and Term 2004 - 2007

	Term
	Men MCOM %
	Men College %
	Diff. %
	Women MCOM %
	Women College %
	Diff. %

	Fall 2004
	81
	65
	16
	62
	68
	-6

	Spring 2005
	73
	66
	7
	69
	69
	0

	Fall 2005
	69
	63
	6
	72
	65
	7

	Spring 2006
	82
	66
	16
	68
	67
	1

	Fall 2006
	74
	65
	9
	73
	65
	8

	Spring 2007
	79
	66
	13
	71
	67
	4

	Term Average
	76
	65
	11
	69
	67
	14


· We do not have the actual MCOM enrollment numbers by ethnicity.  The Office of Institutional Research said they will run the data when they get a chance (table 4.6). 

· Some of the success rate percentages may be misleading because of the actual number of students represented by the percentage.  For example if there was only one Pacific Islander enrolled in a course and they passed, it would be 100% success rate, which would look more successful than it actually was (table 4.6).

· The highest MCOM success rates are Pacific Islanders with 80.5% and Latinos with 79.5% (table 4.6).

· The lowest MCOM success rates are Native Americans with 62% followed by African Americans at 64% (table 4.6).

· The MCOM success rates have not consistently gone up or down in any particular ethnicity. 

Table 4.6

Mass Communications Success Rates by Ethnicity by Term 2004 - 2007

	Term
	African
	Asian
	Filipino
	Latino
	Eastern
	Native
	Pacific
	White

	Fall 2004
	66%
	85%
	75%
	67%
	100%
	50%
	100%
	78%

	Spring 2005
	68%
	65%
	80%
	86%
	100%
	0
	71%
	75%

	Fall 2005
	55%
	79%
	68%
	81%
	100%
	71%
	100%
	72%

	Spring 2006
	72%
	50%
	81%
	82%
	0
	83%
	67%
	80%

	Fall 2006
	65%
	80%
	79%
	78%
	50%
	100%
	67%
	72%

	Spring 2007
	58%
	94%
	80%
	83%
	100%
	67%
	78%
	76%

	Term Average
	64%
	75.5%
	71%
	79.5%
	75%
	62%
	80.5%
	75.5%


· There was no identifiable pattern between the MCOM Success rates and the college success rates by ethnicity (tables 4.6, 4.7 and 4.8). 

Table 4.7

College Success Rates by Ethnicity by Term 2004 - 2007
	Term
	African
	Asian
	Filipino
	Latino
	Eastern
	Native
	Pacific
	White

	Fall 2004
	54%
	73%
	67%
	63%
	55%
	67%
	61%
	73%

	Spring 2005
	56%
	73%
	68%
	65%
	58%
	65%
	62%
	75%

	Fall 2005
	53%
	70%
	65%
	62%
	58%
	58%
	59%
	71%

	Spring 2006
	54%
	74%
	68%
	63%
	63%
	65%
	63%
	74%

	Fall 2006
	50%
	73%
	67%
	61%
	58%
	63%
	59%
	73%

	Spring 2007
	53%
	75%
	66%
	64%
	64%
	63%
	61%
	74%

	Term Average
	53%
	73%
	69%
	63%
	59%
	63.5%
	61%
	73%


· MCOM’s success rates are higher than the college average with every ethnicity except Native Americans (table 4.8). 

· We are 19.5% more successful with Pacific Islanders than the college and 16.5% higher with Latinos (table 4.8). 

Table 4.8

Mass Communications Average Success Rates by Ethnicity 2004 - 2007

	ETHNICITY
	MCOM
	Chabot
	MCOM vs. Chabot

	African American
	64.0%
	53.0%
	11.0%

	Asian
	75.5%
	73.0%
	2.5%

	Filipino
	71.0%
	69.0%
	2.0%

	Latino
	79.5%
	63.0%
	16.5%

	Middle Eastern
	75.0%
	59.0%
	16.0%

	Native American
	62.0%
	63.5%
	-1.5%

	Pacific Islander
	80.5%
	61.0%
	19.5%

	White
	75.5%
	73.0%
	2.5%


Retention
· The MCOM withdrawal rate average for the six semesters between Fall 2004 and Spring 2007 is 16.5% with a low of 15% and a high of 20%.  Our withdrawal rate has remained consistent with only a 5% variation (table 4.9). 

· The college withdrawal rate for this same time period is 21.5%.  The MCOM average semester withdrawal rate is 5% below the college (table 4.9). 

· In Spring 2007 we only had an 11% withdrawal compared to the college’s 20% rate. 

Table 4.9

Mass Communications & College Withdrawal Rates by Semester 2004 - 2007

	Term
	MCOM %
	College %
	Difference %

	Fall 2004
	19
	22
	-3

	Spring 2005
	20
	22
	-2

	Fall 2005
	17
	22
	-5

	Spring 2006
	15
	21
	-6

	Fall 2006
	17
	22
	-5

	Spring 2007
	11
	20
	-9

	Term Average
	   16.5
	    21.5
	-5


Persistence

· Persistence rates measure the proportion of students in one term who continue to enroll in college from one term to the next.

· The college persistence rate is 65% for Fall 04 to Spring 05 and 65% for Fall 05 to Spring 06.  This is 6% above the state persistence rate for Fall 2006 of 59%. 

Table 4.10

College Persistence Rates by Ethnicity by Academic Years 2004, 2005 and 2006
	Term
	Female
	Male
	African
	Asian
	Filipino
	Latino
	Eastern
	Native
	Pacific
	White

	Fall 2004 -Spring 2005 
	64%
	65%
	54%
	75%
	72%
	64%
	50%
	43%
	67%
	64%

	Fall 2005 - Spring 2006
	65%
	66%
	57%
	73%
	71%
	61%
	*
	54%
	69%
	69%

	Fall 2006 - Spring 2007
	64%
	63%
	51%
	74%
	74%
	62%
	*
	57%
	63%
	64%

	Term Average
	64%
	65%
	54%
	74%
	72%
	62%
	50%
	51%
	66%
	66%


* Less than 20 students.

· NEED MCOM DATA

Table 4.11

MCOM Persistence Rates by Ethnicity by Academic Years 2004, 2005 and 2006
	Term
	Female
	Male
	African
	Asian
	Filipino
	Latino
	Eastern
	Native
	Pacific
	White

	Fall 2004 -Spring 2005 
	
	
	
	
	
	
	
	
	
	

	Fall 2005 - Spring 2006
	
	
	
	
	
	
	
	
	
	

	Fall 2006 - Spring 2007
	
	
	
	
	
	
	
	
	
	

	Term Average
	
	
	
	
	
	
	
	
	
	


· NEED MCOM DATA

Table 4.12

Mass Communications & College Persistence Rates by Semester 2004 - 2007

	Term
	MCOM %
	College %
	Difference %

	Fall 2004
	
	
	

	Spring 2005
	
	
	

	Fall 2005
	
	
	

	Spring 2006
	
	
	

	Fall 2006
	
	
	

	Spring 2007
	
	
	

	Term Average
	
	
	


· NEED MCOM DATA

· Persistence from MCOM 34 to 38

· Persistence from MCOM 33 A to 33B and/or 39

· Persistence from MCOM 5 to any MCOM class

· Persistence from MCOM 31 to any MCOM class

5. Summary of Budget

· There is a growing job market in broadcasting.  For example, between October 2006 and October 2007 there was an increase of 2.3% in broadcasting jobs (except Internet) to 4,400 jobs.  This is in the Marin, San Francisco and San Mateo Counties, according to a recent Industry, Employment and Labor Force report. 

· This example illustrates that there is a growing need for training in broadcasting to meet this increasing job market demand.  In order to do this it takes a realistic budget.

· The MCOM broadcasting program has been actively fundraising for years and is still under funded.  We are an equipment intensive program.  There are ongoing costs associated with maintaining, repairing, calibrating and replacing equipment.  In order to continue to offer a safe and relevant program, our funding needs to be adjusted. 

· Both the radio and televisions stations have been generating revenue to assist in offsetting operating costs.  These sources of revenue have declined as the economy has taken a downturn.

· Our KCRH 89.9-FM radio station has raised funds by selling underwriting announcements generated via an offsite agency.  This company has closed its San Francisco offices, which has caused this source of income to dry up.  We are investigating alternative means of selling underwriting.

· KCRH signed an agreement with a car donation organization at the end of November 2007.  This has generated about $200 thus far.

· KCRH has formed an Associated Students of Chabot College (ASCC) club.  The ASCC matches our fundraising up to $500 dollars a year.  We do carwashes, sell KCRH tee-shirts, and sell snacks at Chabot sports events to raise at least $500 a year.  We also do grunt work for the Chabot Foundation to earn operating money. 

· Our television station has also done some underwriting.  This is difficult to do without outside help or someone in house who is able to do the selling.  We are creating our own television programs locally, which could generate more income through underwriting.  We are now able to broadcast our shows on the 3C Solutions Satellite Network, which gives us a state-wide audience via all the Community Colleges.  This is a fantastic selling point for potential underwriters.

· If we had at least one full-time staff member, one of their duties would be to solicit business for the TV studio.

· Without a full-time Classified TV employee it will be virtually impossible to realize this lucrative opportunity. 

· The programming we run on our Comcast cable channel 27 must me scheduled and placed on the video server.  Without a paid employee to do this, there is not much point in selling underwriting if we have no one to play the programs on the air. 

· We are now renting the TV facilities, which has generated $4,800.00 in revenue from 10 rentals last semester.  This was accomplished without any advertising, brochures, Webpages or any kind of outside marketing.

· We are currently working on a rental brochure and a new Webpage.

· Some TV Rental clients rejected us because of our outdated equipment.  These were high end clients who are willing to spend a significant amount of money for their productions.  We want to attract these clients.  If our Measure B equipment request is approved, we can book these clients, and more, for an estimated $100,000 per year.  This figure was calculated from the fees clients typically paid us for work done for them at the TV studio. 

· It is also more cost effective to pay an employee to maintain, repair and align equipment than paying the standard $125.00 an hour plus travel.

· With a full-time TV employee, we would be able to offer more hours to our rental customers since we would have a staff member there after the MCOM classes.  This TV position would more than pay for itself with increased studio rentals. 

· An ABC Channel 7 show called “Tech Closeup” has begun renting our TV studio. 

· Our students also gain experience with these well-known clients.  Our student can add this “real world” experience to their resumes, while also being paid for being a TV crew member. 

· We have worked with rental clients like SanDisk and Intel, who have agreed to use our facilities more, once we get the needed equipment. 

· Once we purchase an HD camera called the RED Camera, we have been informed that companies like Dolby systems will pay us to shoot their video stock footage on a regular basis. 

· The radio and TV stations are also working with the Chabot Foundation to begin a membership campaign, similar to what KCSM and PBS affiliate, KQED do.

· Table 5.1 lists the MCOM operating budget.  

· The television budget listed in Table 5.2 shows the pre Fall 2006 budget before the TV studio operations were moved from Media Services to the Arts and Humanities division.  There were two full-time Instructional Television Technicians whose positions were eliminated in Spring 2006 to save an estimated $143,820. 
· Sincere there hasn’t been any TV staff budgeted for 2006 - 2007 and 2007 – 2008, we have temporarily had to turn to other sources for funding.  With the 2007 – 2008 academic year not even over, we are $19,474.82 in deficit.  
MCOM Budget Data 2004 through Spring 2008, Table 5.1 and

Television Budget Data 2004 through Spring 2008, Table 5.2

are on the following page.
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Table 5.1

MCOM Budget Data 2004 through Spring 2008 
	
	2004 – 2005
	2005 – 2006
	2006 - 2007
	2007 - 2008

	Account
	Budget
	Actual
	Diff.
	Budget
	Actual
	Diff.
	Budget
	Actual
	Diff.
	Budget
	Actual
	Diff.

	2000 Staff
	
	
	
	9710.00
	10752.04
	-1042.04
	
	
	
	
	
	

	4000 Supplies
	400.00
	439.59
	-39.59
	310.00
	337.08
	-27.08
	550.00
	106.58
	401.01
	535.00
	0
	535

	5000 Services
	180.00
	150.00
	35.00
	200.00
	200.00
	0
	200.00
	200.00
	0
	200.00
	200
	0

	6000 Equipment
	4000.00
	3709.43
	290.57
	0
	0
	0
	0
	0
	0
	0
	0
	0

	Total
	4580.00
	4299.02
	285.98
	10220
	11289.12
	-1069.12
	750.00
	306.58
	401.01
	735.00
	200
	535


Table 5.2

Television Budget Data 2004 through Spring 2008

	
	2004 – 2005
	2005 – 2006
	2006 - 2007
	2007 - 2008

	Account
	Budget
	Actual
	Diff.
	Budget
	Actual
	Diff.
	Budget
	Actual
	Diff.
	Budget
	Actual
	Diff.

	2000 Staff
	94,272.00
	94,273.94
	-1.94
	103,088.29
	102,696.57
	391.72
	.00
	6,824.85
	-6,824.85
	.00
	12,649.97
	-12,649.97

	4000 Supplies
	1,706.00
	1,716.03
	-10.00
	2,505.00
	2,449.87
	55.13
	1,685.00
	840.86
	844.14
	2,000.00
	323.80
	1,676.20

	5000 Services
	687.00
	686.61
	.39
	50.00
	.00
	50.00
	
	
	
	
	
	

	6000 Equipment
	402.00
	571.67
	-169.67
	
	
	
	
	
	
	
	
	

	Total
	97,067
	97,248.25
	-181.22
	105,643.29
	105,146.44
	496.85
	1,685
	7,665.71
	-5,980.71
	2,000
	12,973.77
	-10,973.77


· The items in table 5.2 are not in MCOM Broadcasting’s regular budget.  We have been using unreliable funds brought in by station fundraising to cover these annual costs.  $2,500 needs to be added to our budget to cover these recurring costs. 

Table 5.2

Annual Membership, Subscription & Licensing Budget Data 

	Annual Memberships, Subscriptions and Licensing
	Amount

	Membership California Broadcasters Association dues
	$100.00

	Membership Intercollegiate Broadcasting System dues
	$125.00

	Subscription CMJ New Music Report
	$197.50

	SESAC Music License Account 
	$116.00

	ASCAP License Fees
	$287.00

	Web domain hosting fee for KCRHRADIO.com 
	$154.40

	ENCO Software Subscription and Support Program
	$1,497.00

	Total
	$2,476.90


6. Summary of Non-instructional Staffing

RADIO

· The KCRH 89.9 FM radio station has been licensed by the Federal Communications Commission (FCC) since April 10, 1981.  There was a full-time Classified Radio Technician working for the MCOM department until March 29, 2002.  The position became vacant when the Radio Technician left to work in commercial radio. 

· Operating the station and providing students with access to the radio studios and tutoring without a fulltime staff member has almost debilitated the program.  It has taken an enormous amount of volunteer time from the full-time and part-time faculty teaching the MCOM 32, 34 and 38 classes.  This takes time away from other important duties these faculty have to perform. 

· We have periodically been able to have a part-time Instructional Assistant work at the radio station.  This has been funded by VTEA monies that will run out this semester. 

· We have been generating revenue by selling underwriting spots and participating in a non-profit car donation program (see part 5 above for other fundraising details).  The funds generated are being used to pay for supplies, equipment maintenance, repairs and equipment replacement needs.  As the revenue stream increases, the income can be used to offset the cost of hiring an Instructional Assistant.

· It is imperative we have a reliably funded Instructional Assistant for the radio program.  The work load for this job is at the level of a full-time position.  In light of the current budget situation, we would do the best we could with a part-time position, until such time as the budget would allow us to staff this with a full-time position.

TELEVISION

· There were two full-time Instructional Television Technicians until those positions were eliminated in Spring 2006 to save an estimated $143,820 and the employees moved into other positions. 

· We have a part-time Instructional Assistant at the television station.  We have had to hunt and fight for the unreliable funding to pay for this “position.” 

· We have been generating income by renting the television studio for productions (see part 5 above for other fundraising details).  The funds from rentals are being used to pay for supplies and equipment maintenance and repairs.  As the revenue stream increases, the income can be used to offset the cost of the Television Instructional Assistant position. 

· Dolby Sound Systems, Intel and SanDisk are willing to commit to $100,000 combined annual expenditure on rental of our TV studio.  Without a full-time Television Instructional Assistant we will be unable to generate this revenue. 

· It is imperative to instruction and to generating operating funds that we hire an Instructional Assistant for television, as a consistently funded position.  The work load for this job is at the level of a full-time position.  In light of the current budget situation, we would make do with a part-time position, until such time as the budget would allow us to staff this with a full-time position. 

· Some of the duties of this position would be:

· Assisting in the TV station during all MCOM classes

· Assisting students during labs

· Scheduling the programming we run on our Comcast cable channel 27 

· Loading shows on the video server 

· Soliciting underwriting and TV studio rental business

· Overseeing TV studio rentals and customer relations 

· Maintaining, repairing and aligning equipment

· Making recommendations on equipment needs and acquisitions

RADIO/TELEVISION OPTION

· The best option is to replace the vacated full-time Radio Technician with a full-time Radio Instructional Assistant and replace the two full-time Television Technicians with one full-time Television Instructional Assistant.  This is an opportunity to afford our students and the instructional staff a more balanced radio and television program. 

· The program has changed over the years, as the industry has, and needs separate and balanced Radio and Television staffing support. 

· Another less advantageous option is to create one full-time Radio and TV Instructional Assistant position. 

· The new replacement position can provide support to both radio and television at a lower cost than two full-time positions. 

· It will be difficult though to find a qualified applicant with expertise in both the radio and television fields.  Since the scope of this, newly expanded radio and TV position is greater; a higher salary step would be warranted. 

· There is nothing that will improve our MCOM broadcasting program more and better serve our students, than hiring Instructional Assistants for the radio and TV stations.  We’re willing to do everything we can to raise more funds to subsidize these positions. 

7. Student Learning Outcomes and Assessment

· A Student Learning Outcome and Assessment Rubric has been created for every MCOM broadcasting course being taught Spring 2008 (table 3.1 above).  See Attachment C for MCOM broadcasting SLO information.

· We are working on creating a program level SLO and Assessment Rubric with a plan of implanting it Spring 2009. 

· The creation of our course SLOs has been a collaborative project.  The adjunct faculty and instructional assistants have attended department meetings and worked on their SLOs on their own time without additional pay.  The dialog and process has been good and should net positive results for our students and the program. 

PROJECT PROPOSAL

1. Project Description

· The Mass Communications department feels that there are two projects that need to be undertaken. 

1. Rewrite course outlines for all Mass Communications broadcasting courses, and

2. Increase awareness and enrollment in Mass Communications broadcasting courses. 

· Although on the face of it these two projects may seem unrelated, they are not.  Our curriculum is in need of updating.  If we revise our curriculum in a way that is appealing and relevant, it will allow our recruitment efforts have longer term success.  If we get more students taking our classes but the curriculum is stale, our retention rate may not be very good, which somewhat negates the outreach efforts. 

2. Impetus for Project

· All course outlines are in need of revision and updating. 

· Our program is competitive with other broadcasting programs.  We offer our students excellent training, leading to entry level job opportunities and transfer to four year programs.  We would like to see more students benefiting from our program. 

· The best way to ensure program viability is to have healthy enrollments.  Radio and television courses are equipment intensive, thus creating an expensive broadcasting program.  We do not want to be a financial burden to the college. 

· Therefore, we are making updating curriculum and increasing visibility and enrollments our program review project. 

3. Project Dialogue

·  In our department meetings discussion of Student Learning Outcomes and Assessment Cycles (SLOACs) we found ourselves talking about recruitment and increasing enrollments.  There are new courses we’d like to offer but feel it would be difficult to justify requesting them if our existing courses did not have high enrollments. 

· This same topic of raising program visibility and enrollments surfaced as we discussed program review. 

4. Project Challenges

·  As seems to always be the case, one of the biggest challenges to accomplishing our project goals is funding. 

· It takes time to update curriculum and money to create outreach materials and participate in recruitment activities. 

5. Project Outcomes

1. Students will have the necessary skills broadcast employers are looking for.

2. Improved preparedness in major at transfer institutions. 

3. Increased MCOM courses articulated to transfer institutions.

4. Updated and relevant course outlines.

5. Understand what attracts students to broadcasting courses and programs.

6. More effective and efficient outreach/recruiting approaches. 

7. Increase MCOM enrollment. 

6. Project Design Description

· All of the authors of this document listed on page one will be participants in this project.  The project description numbers below correspond to the outcomes numbers above.  Chad Mark Glen will work with the participants to coordinate these activities and meet the dates on the timeline. 

1. Discover what broadcast employers are looking for in their employees 

a. Create employer survey on skills needed to gain employment

i.
Work with Office of Intuitional Research Fall 2008

ii.
Print survey Fall 2008

b. Compile distribution list

i.
Fall 2008

c. Disseminate survey

i.
Fall 2008

d. Collect surveys and follow up with non-respondent employers

i.
Spring 2009

e. Compile and analyze survey results

i.
Spring 2009

f. Create follow up questions for clarification, if needed

i.
Spring 2009

g. Adjust curriculum as appropriate based on survey results

h. Fall 2009

2. Ascertain what transfer intuitions expect from our students

a. Contact transfer institutions to discuss their expectations for our students and about more course articulation agreements

i.
Fall 2008

b. Adjust curriculum to meet expectations where appropriate 

i.
Fall 2009

3. Get more MCOM courses articulated at transfer Institutions

a.
Work with our Articulation Officer about best approach with transfer institutions

i.
Fall 2008

b.
Contact transfer institutions to discuss articulating specific courses

i.
Spring 2009

c.
Adjust curriculum to meet articulation agreements where appropriate 

i.
Fall 2009

4. Update course outlines regardless of outcomes above

a.
Revise curriculum

i.
Spring 2009

b. To Curriculum Committee 

i.
Fall 2009

5. Learn what attracts students to broadcasting courses and programs

a.
Develop student survey about what would attract them to MCOM program 

i.
Work with Office of Intuitional Research Fall 2008

ii.
Print survey Fall 2008

b. Administer survey on campus

i.
Spring 2009

c.
Administer survey at feeder high schools 

i.
Spring 2009

d.
Compile and analyze results

i.
Spring 2009

e. Create outreach campaign based on results

i.
Fall 2009

6. Investigate most effective approach to outreach/recruitment

a. Talk to marketing and outreach professionals to determine which recruitment methods are most effective, efficient and cost effective

i.
Fall 2008

b. Implement marketing campaign based on information 

i.
Spring 2009
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ATTACHMENT A:  MASS COMMUNICATIONS FALL 2008 CEMC FTEF ALLOCATION

	Fall 2008
	Discipline:  Mass Communications    REVISED 3/27/08
	2.17
	FTEF Allocation

	
	
	
	Chabot College CEMC

	Active Plan 

	COURSE
	CONTACT HOURS
	LOAD FACTOR
	sections planned
	Total CAH
	FTEF
	Yearly

Scheduling

Pattern
	Total

Students

Expected
	Max

Size
	Average Size
	WSCH
	WSCH/ FTEF
	Comment

	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	1 News Writing
	3.0
	1.00
	1
	3.0
	0.20
	 
	22
	25
	22.0
	66
	330
	 

	5 Intro MCOM
	3.0
	1.00
	1
	3.0
	0.20
	 3 Days  (Fall, Spring, &  Summer)
	44
	44
	44.0
	132
	660
	To offer new MCOM 72 course, 2nd section of MCOM 5  not  offered this semester

	14 Write & Photo Lab
	3.0
	0.75
	1
	2.3
	0.15
	 
	14
	25
	14.0
	42
	280
	 

	15 Publications
	1.0
	1.00
	1
	1.0
	0.07
	 
	13
	25
	13.0
	13
	195
	 

	15 Lab
	6.0
	0.75
	1
	4.5
	0.30
	 
	13
	25
	13.0
	78
	260
	 

	9 Colloquium
	2.0
	0.50
	1
	1.0
	0.07
	 3 Days  (Fall, Spring, & Summer)
	15
	10
	15.0
	30
	450
	 

	31 Intro Broadcast
	3.0
	1.00
	1
	3.0
	0.20
	 2 Days  (Fall & Spring) 
	35
	45
	35.0
	105
	525
	 

	32 Announcing
	3.0
	1.00
	1
	3.0
	0.20
	 2 Days  (Fall & Spring) 
	25
	25
	25.0
	75
	375
	 

	33A Intro TV 
	2.0
	1.00
	1
	2.0
	0.13
	 2 Days  (Fall & Spring) 
	15
	25
	15.0
	30
	225
	 

	33A  Intro TV Lab
	3.0
	0.75
	1
	2.3
	0.15
	 2 Days  (Fall & Spring) 
	15
	25
	15.0
	45
	300
	 

	33B Intermediate TV
	2.0
	0.00
	1
	0.0
	0.00
	 2 Days  (Fall & Spring) 
	0
	0
	0.0
	0
	#DIV/0!
	Cross listed with MCOM 33A

	33B Intermediate TV Lab
	3.0
	0.00
	1
	0.0
	0.00
	 2 Days  (Fall & Spring) 
	0
	0
	0.0
	0
	#DIV/0!
	Cross listed with MCOM 33A

	34 Radio Studio
	3.0
	1.00
	1
	3.0
	0.20
	 2 Days  (Fall & Spring) 
	21
	25
	21.0
	63
	315
	 

	34 Radio Lab
	1.0
	0.75
	1
	0.8
	0.05
	 2 Days  (Fall & Spring) 
	21
	25
	21.0
	21
	420
	 

	38 Radio Projects
	1.0
	1.00
	1
	1.0
	0.07
	 2 Days  (Fall & Spring) 
	25
	25
	25.0
	25
	375
	 

	38 Radio Lab
	3.0
	0.75
	1
	2.3
	0.15
	 2 Days  (Fall & Spring) 
	25
	25
	25.0
	75
	500
	 

	39 TV Projects
	2.0
	0.00
	1
	0.0
	0.00
	 2 Days  (Fall & Spring) 
	0
	0
	0.0
	100
	#DIV/0!
	Cross listed with MCOM 33A

	39 TV Projects Lab
	3.0
	0.00
	1
	0.0
	0.00
	 2 Days  (Fall & Spring) 
	0
	0
	0.0
	100
	#DIV/0!
	Cross listed with MCOM 33A

	72 TV Sports Prod.
	1.0
	1.00
	1
	1.0
	0.07
	 1 Day  (Spring)
	25
	30
	25.0
	100
	1500
	Listed as MCOM 49

	72 TV Sports Lab
	3.0
	0.75
	1
	2.3
	0.15
	 1 Day  (Spring)
	25
	30
	25.0
	100
	667
	Lab is 4 hrs. paying for 3 hrs.

	T O T A L S  > >
	Sec. 20
	CAH 35.3
	FTEF 2.35
	FTEF Available        -0.18
	
	FTES 40.0
	WSCH 1200
	WSCH / FTEF 511
	


ATTACHMENT B:  MASS COMMUNICATIONS SPRING 2009 CEMC FTEF ALLOCATION
	Spring 2009
	Discipline:  Mass Communications    REVISED 3/27/08
	2.3
	FTEF Allocation

	
	
	
	Chabot College CEMC

	Active Plan

	COURSE
	CONTACT HOURS
	LOAD FACTOR
	sections planned
	Total CAH
	FTEF
	Yearly

Scheduling

Pattern
	Total

Students

Expected
	Max

Size
	Average Size
	WSCH
	WSCH/ FTEF
	Comment

	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	MCOM 3
	3.0
	1.00
	1
	3.0
	0.20
	 
	30
	35
	30.0
	90
	450
	 

	5 Intro MCOM
	3.0
	1.00
	1
	3.0
	0.20
	 2 Days (Fall & Spring)
	44
	44
	44.0
	132
	660
	 

	8 Add Sales & Mgnt.
	4.0
	1.00
	0
	0.0
	0.00
	 1 Day (Spring)
	0
	0
	#DIV/0!
	0
	#DIV/0!
	To offer new MCOM 73 course, MCOM 8  not  offered this semester

	9 Colloquium 
	2.0
	0.50
	1
	1.0
	0.07
	 3 Days (Fall, Spring, & Summer)
	20
	10
	20.0
	40
	600
	 

	14 Write & Photo Lab
	1.0
	1.00
	1
	1.0
	0.07
	 
	20
	25
	20.0
	20
	300
	 

	14 LAB
	2.0
	0.75
	1
	1.5
	0.10
	 
	20
	25
	20.0
	40
	400
	 

	15 Publications
	1.0
	1.00
	1
	1.0
	0.07
	 
	15
	25
	15.0
	15
	225
	 

	15 LAB
	6.0
	0.75
	1
	4.5
	0.30
	 
	15
	44
	15.0
	90
	300
	 

	31 Intro Broadcast
	3.0
	1.00
	1
	3.0
	0.20
	 2 Days (Fall & Spring)
	35
	44
	35.0
	105
	525
	 

	32 Announcing
	3.0
	1.00
	1
	3.0
	0.20
	 2 Days (Fall & Spring)
	25
	25
	25.0
	75
	375
	 

	33A Intro TV Pro
	2.0
	0.00
	1
	0.0
	0.00
	 2 Days (Fall & Spring)
	0
	0
	0.0
	0
	#DIV/0!
	Cross listed with MCOM 33B

	33A Intro TV Pro Lab
	3.0
	0.00
	1
	0.0
	0.00
	 2 Days (Fall & Spring)
	0
	0
	0.0
	0
	 
	Cross listed with MCOM 33B

	33B Inter.TV
	2.0
	1.00
	1
	2.0
	0.13
	 2 Days (Fall & Spring)
	10
	25
	10.0
	20
	150
	 

	33B Inter. TV LAB
	3.0
	0.75
	1
	2.3
	0.15
	 2 Days (Fall & Spring)
	10
	25
	10.0
	30
	200
	 

	34 Radio Studio
	3.0
	1.00
	1
	3.0
	0.20
	 2 Days (Fall & Spring)
	21
	25
	21.0
	63
	315
	 

	34 Radio Lab
	1.0
	0.75
	1
	0.8
	0.05
	 2 Days (Fall & Spring)
	21
	25
	21.0
	21
	420
	 

	35 Broaddcast Wrting
	3.0
	1.00
	0
	0.0
	0.00
	 1 Day (every other year)
	0
	0
	#DIV/0!
	0
	#DIV/0!
	Needs to be offered once a
year, yet we do not have the
FTEF alloacation to do so

	38 Radio Projects
	1.0
	1.00
	1
	1.0
	0.07
	 3 Days (Fall, Spring, & Summer)
	25
	25
	25.0
	25
	375
	 

	38 Radio Lab
	3.0
	0.75
	1
	2.3
	0.15
	 3 Days (Fall, Spring, & Summer)
	25
	25
	25.0
	75
	500
	 

	39 TV Projects
	2.0
	0.00
	1
	0.0
	0.00
	 2 Days (Fall & Spring)
	0
	0
	0.0
	0
	#DIV/0!
	Cross listed with MCOM 33B

	39 TV Projects Lab
	3.0
	0.00
	1
	0.0
	0.00
	 2 Days (Fall & Spring)
	0
	0
	0.0
	0
	#DIV/0!
	Cross listed with MCOM 33B

	73 Cable TV Ops
	1.0
	1.00
	1
	1.0
	0.07
	 1 Day (Spring)
	20
	25
	20.0
	20
	300
	Listed as MCOM 49

	73 Cable TV Lab
	3.0
	0.75
	1
	2.3
	0.15
	 1 Day (Spring)
	20
	25
	20.0
	60
	400
	Lab is 4 hrs. paying for 3 hrs.

	T O T A L S  > >
	Sec.21
	CAH 35.5
	FTEF 2.37
	FTEF Available     -0.07
	
	FTES 30.7
	WSCH 921
	WSCH / FTEF 389
	


ATTACHMENT C: MASS COMMUNICATIONS STUDENT LEARNING OUTCOMES

	MCOM 31: Introduction to Broadcasting

	Core Competency or Course SLO
	Students will be able to describe/explain  major radio and TV careers and their hierarchy

	Assessment Tool/Assignment
	Research paper on 1 radio or TV career

	Assignment Components

	1.
Job description 
	2. Education needed for job

	3.
Experience/Training/preparation needed for job
	4. Jobs leading to this one

	5.
Job promotions this job can lead to
	


	Students Will Be Able To Describe/Explain 3 Major Radio And TV Careers And Their Hierarchy

	Components/

Characteristics
	Poor

1
	Fair

2
	Satisfactory

3
	Excellent

4
	Score

	1.
Job description
	Cannot properly describe 1 job function
	Correctly describes 2 job functions
	Correctly describes 3 job functions
	Correctly describes 4 job functions
	
	
	
	

	2.
Education needed for job 
	Lists only high school
	Lists degree level but no major 
	Lists degree level with major
	Lists degree level, major & Institutions
	
	
	
	

	3.
Experience, Training, preparation needed for job 
	Lists only non-industry related job experience or training
	Lists allied job experience of training
	Lists industry job experience or training
	Lists more than 1 industry job experience or training 
	
	
	
	

	4.
Jobs leading to this one 
	Lists 1 job
	Lists 2 jobs
	Lists 3 job
	Lists 3 jobs & how relate to each other
	
	
	
	

	5.
Job promotions this job can lead to
	Lists 1 job 
	Lists 2 jobs but in wrong order
	Lists 2 jobs but in correct  order
	Lists 3 jobs but in correct  order
	
	
	
	

	A = 18 – 20,   B = 16 – 18,   C = 14 – 15,   D = 12 – 13,   F = 0 – 12                              Total Score
	
	
	
	


ATTACHMENT C: MASS COMMUNICATIONS STUDENT LEARNING OUTCOMES

	MCOM 32: Radio & TV Announcing & Performance 

	Core Competency or Course SLO
	Students will be able to critique their performance based on 10 criteria

	Assessment Tool/Assignment
	Performance evaluation

	Assignment Components

	 1.
Articulation/Enunciation 
	 2. Confidence

	 3.
Enthusiasm
	 4. Phrasing

	 5.
Pronunciation
	 6. Sincerity/Believable

	 7. Vocal Emphasis
	 8. Vocal Quality

	 9. Vocal Variation
	10. Tempo

	Students will be able to critique their performance based on 10 criteria

	Components/

Characteristics
	Poor

1
	Satisfactory

2
	Excellent

3
	Score

	 1.
Articulation
	Cannot understand
	Understandable
	Sounds clear and crisp 
	
	
	

	 2.
Confidence
	Nervous 
	Flows, eye contact, volume
	Professional demeanor 
	
	
	

	 3.
 Enthusiasm
	No energy, boring
	Energy but inconsistent 
	Good energy at appropriate times
	
	
	

	 4.
Phrasing
	Pauses at wrong times
	Appropriate pauses at times
	Pauses aided understanding 
	
	
	

	 5
Pronunciation
	Mispronounced 3 + words
	Mispronounced 2 words
	No words mispronounced 
	
	
	

	 6.
Sincerity/

     Believable
	Fake, disingenuous
	Sincere and believable at times
	Genuine, realistic, convincing 
	
	
	

	 7.
Tempo
	Too fast or slow throughout
	Speed appropriate at times
	Appropriate rate of delivery
	
	
	

	 8
Vocal Emphasis
	No emphasis or on wrong words
	Appropriate emphasis at times
	Aided performance & understanding
	
	
	

	 9.
Vocal Quality
	High pitch or nasally
	Appropriate pitch and resonance at times
	Low pitch, resonant… 
	
	
	

	10.
Vocal Variation
	Monotone or fake DJ sound
	Variation in pitch at times
	Appropriate vocal variation throughout 
	
	
	

	A = 30– 27, B = 26 – 24, C = 23 – 21, D = 20 – 18, F = 0 – 17 Total Score
	
	
	


ATTACHMENT C: MASS COMMUNICATIONS STUDENT LEARNING OUTCOMES

	MCOM 33: Introduction to Broadcasting

	Core Competency or Course SLO
	Perform job duties operating all types of standard television studio and control room equipment, including recording and play back of both audio and video devices

	Assessment Tool/Assignment
	Skills Checklist

	Assignment Components
	See 14 items in rubric below


	TV Production Job
	Date

Job Performed
	Below Average Skill

1
	Average Skill

2
	Above Average Skill

3

	1.
News Cast Producer
	
	
	
	

	2.
 News Segment Producer
	
	
	
	

	3.
 Entertainment Producer
	
	
	
	

	4.
 Sports Producer
	
	
	
	

	5.
Director
	
	
	
	

	6
Assistant Director
	
	
	
	

	7
Technical Director
	
	
	
	

	8
Tape Operator
	
	
	
	

	9
Audio
	
	
	
	

	10
Character Generator
	
	
	
	

	11
Floor Director
	
	
	
	

	12
Teleprompter
	
	
	
	

	13
Camera Operator
	
	
	
	

	14
Post Production
	
	
	
	

	Total Score
	


A = 33 – 42,   B = 29 – 32,   C = 25 – 28,   D = 21 – 24,   F = 0 – 20 

ATTACHMENT C: MASS COMMUNICATIONS STUDENT LEARNING OUTCOMES

	MCOM 34: Radio Studio Techniques

	Core Competency or Course SLO
	Students will demonstrate the knowledge and skill necessary to produce a professional sounding demo reel.

	Assessment Tool/Assignment
	Demo reel project

	Assignment Components

	1.
 Audio Industry Demo Reel Description 
	2.
Demo Reel Preparation 

	3.
 Demo Reel Production
	4.
Demo Reel Packaging

	5.
Presenting / Pitching Sample Demo Reel to Industry Professionals – Internship Opportunities
	

	Students Will Be Able to Describe/Explain 1 Major Radio Jobs and Their Hierarchy

	Components/

Characteristics
	Poor

1
	Fair

2
	Satisfactory

3
	Excellent

4
	Score

	1.
Audio Industry Demo Reel Description / Format
	Cannot properly describe / understand Demo Reel Format
	Fairly accurately describes / understands Demo Reel Format
	Satisfactorily describes / understands Demo Reel Format
	Correctly describes and understands Demo Reel Format
	
	
	
	

	2.
Demo Reel Preparation
	Poorly prepares for Demo Reel
	Prepares fairly well for Demo Reel
	Satisfactorily prepares for Demo Reel
	Correctly prepares for Demo Reel
	
	
	
	

	3.
Demo Reel Production 
	Poorly Produced Demo Reel.  Poor Production Values and use of audio medium
	Fairly well Produced Demo Reel.  Fairly clean and consistent Production Values and use of audio medium
	Satisfactorily Produced Demo Reel.  Clean and consistent Production Values and use of audio medium
	Correctly Produced Demo Reel.  Excellent use of Production Values and use of audio medium
	
	
	
	

	4.
Demo Reel Packaging
	Poorly Packaged Demo Reel
	Fairly well Packaged Demo Reel
	Satisfactorily Packaged Demo Reel
	Excellent Packaging of Demo Reel
	
	
	
	

	5.
Presenting Demo Reel – ‘The Pitch / Interview’
	Poorly prepared for Demo Reel Presentation 
	Fairly well prepared for Demo Reel Presentation
	Satisfactorily prepared for Demo Reel Presentation
	Extremely prepared for Demo Reel Presentation
	
	
	
	

	A = 18 – 20,   B = 16 – 18,   C = 14 – 15,   D = 12 – 13,   F = 0 – 12                              Total Score
	
	
	
	


ATTACHMENT C: MASS COMMUNICATIONS STUDENT LEARNING OUTCOMES

	MCOM 35: Writing for Broadcasting

	Core Competency or Course SLO
	Demonstrate, through writing of commercials, various appeals including persuasion.

	Assessment Tool/Assignment
	Radio Commercial Scriptwriting Assignment

	Assignment Components

	1.
Uses correct script format
	2.
Running time of 30 seconds

	3.
Accurately targeted to intended audience
	4.
Creative use of radio medium (i.e. includes appropriate music and sound effects, two or more voices)

	5.
Clarity and persuasiveness of message
	


	Students Will Be Able To Demonstrate, Through Writing Of Commercials, Various Appeals Including Persuasion

	Components/

Characteristics
	Poor

1
	Fair

2
	Satisfactory

3
	Excellent

4
	Score

	1.
Uses correct script format
	Does not use correct script format
	Partially uses correct script format
	Mostly uses correct script format
	Uses correct script format throughout
	
	
	
	

	2.
Running time of 30 seconds 
	Running time of less than 15 seconds or more than 60 seconds
	Running time of approximately 30 seconds
	Running time close to 30 seconds (plus or minus ~8 seconds)
	Running time of exactly 30 seconds (plus or minus ~4 seconds)
	
	
	
	

	3.
Accurately targeted to intended audience
	Does not accurately target intended audience
	Partially targets intended audience
	Mostly targets intended audience
	Very accurately targets intended audience
	
	
	
	

	4.
Creative use of radio medium
	Does not make creative use of radio medium
	Makes very little creative use of radio medium
	Mostly makes creative use of radio medium
	Makes excellent creative use of radio medium
	
	
	
	

	5.
Clarity and persuasiveness of message
	Message is unclear and unpersuasive
	Message is somewhat clear and persuasive
	Message is mostly clear and persuasive
	Message is very clear and persuasive
	
	
	
	

	A = 18 – 20,   B = 16 – 18,   C = 14 – 15,   D = 12 – 13,   F = 0 – 12                              Total Score
	
	
	
	


ATTACHMENT C: MASS COMMUNICATIONS STUDENT LEARNING OUTCOMES

	MCOM 38: Special Projects in Radio

	Core Competency or Course SLO
	Students will be able to properly conduct their own radio show.

	Assessment Tool/Assignment
	Air check of DJ’s on-air show

	Assignment Components

	1. Content Delivery
	2. Content Entertaining

	3. Content Informative
	4. Dead Air

	5. Board Levels
	6. Personality Projection

	7. Vocal Quality
	


	Components/

Characteristics
	Poor

1
	Satisfactory

2
	Excellent

3
	Score

	1. Delivery
	Rambles, monotone, choppy, too fast
	Succinct, enthusiastic, 
	Succinct, enthusiastic, flows, professional
	
	
	
	

	2. Entertaining
	Boring, dull…
	Content is interesting 
	Funny, attention-grabbing, unique 
	
	
	
	

	3. Informative
	Only song title and artist name 
	Song & artist info chart position, etc.
	Also news, sports weather, politics…
	
	
	
	

	4. Dead air
	Silence between every program element
	Only short silence periodically 
	No silence 
	
	
	
	

	5. Board Levels
	Music bed too high, mic too low, over modulation, distortion 
	Usually proper comparative levels, consistent levels
	Cross-fades, comparative levels, proper volume
	
	
	
	

	6. Personality Projection
	Boring, monotonous, lifeless 
	Individuality comes through
	Humorous, likeable, personable
	
	
	
	

	7. Vocal Quality
	High pitch, nasally, monotone, whiny 
	Not too high or nasally or monotone
	Deep, resonant, dynamic, polytonal 
	
	
	
	

	A = 24 – 22,   B = 21 – 19,   C = 18 – 16,   D = 17 – 14,   F = 0 – 13       Total Score
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