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SCHOOL OF COMMUNICATION BUDGET PLANNING DOCUMENT 
FY 2022 

 
The School of Communication’s Budget Planning Document for FY 2022 is presented in 

five major sections. The first two sections describe our major accomplishments and objectives 
for FY 2021. The third major section outlines internal reallocations and reorganizations. The 
fourth section outlines our major objectives for FY 2022. The final section describes our 
prioritized list of funding requests needed to achieve our FY 2022 objectives. 
 
1. Major Accomplishments for FY 2021 

 A. Faculty Accomplishments 
 
 Faculty in the School of Communication were extraordinarily productive in CY 2020. 
Beyond authoring over 100 scholarly and creative works, they also earned the CAS Outstanding 
Teaching by a Pre-Tenured Faculty Member Award (Dr. Lindsey Thomas), CAS Outstanding 
Teaching by an AP Award (Dr. Nathan Carpenter), CAS Outstanding Teaching by an NTT 
Award (Jenifer Milligan), CAS AP Staff Award (R.C. McBride), and the Herb Sanders Advising 
Award (Julie Navickas). Our faculty also received significant national attention in 2020. For 
example, Dr. Lauren Bratslavsky served as a research associate for the Radio Preservation 
Task Force; Dr. Megan Hopper continued her service on an American Psychological 
Association task force examining the messages in music lyrics and videos; Dr. Steve Hunt 
continued his service as an American Association of State Colleges and Universities (AASCU) 
American Democracy Project (ADP) Civic Fellow for Political Engagement; Dr. Byron Craig was 
selected to serve as AASCU ADP Civic Fellow for the Extending Empathy Project; and Dr. 
Lance Lippert served on the planning committee for the Civic Learning and Democratic 
Engagement (CLDE) national conference. 
 
 B. Student Accomplishments 
 

Students in the School of Communication also amassed significant achievements in 
2020. Initially, WZND students won 37 state, regional, and national awards in 2020. Also, 
WZND contributed to major Dean of Students Office virtual events, including hosting/emceeing 
virtual events like Welcome Week during the COVID-19 pandemic. In addition, The Vidette 
collected its highest number of total awards in the annual Illinois College Press Association 
(ICPA) contest in February 2020 (n = 29). The awards included first-place recognition for 
General Excellence, ahead of The Daily Illini and the Daily Northwestern. It marked the second 
time in the past three years that The Vidette captured first place for overall general excellence. 
Although they faced several obstacles due to the pandemic, our speech and debate teams had 
an excellent year. Altogether for the season, speech and debate attended over 35 tournaments, 
placed in the top five 26 times, earned 72 event championships and qualified 51 individual 
events and 2 debate events to nationals. The National Forensic Association (NFA) recognized 
several team members with a Performance of Highest Distinction Honor. In addition, Megan 
Koch was elected President of the Mid-America Forensic League and interim President of the 
NFA and Shanna Carlson earned a Fulbright. TV-10 students also won 4 awards and 1 
scholarship from the Illinois News Broadcasters Association (INBA) as well as 9 Illinois 
Broadcasters Association (IBA) Silver Dome Awards. Further, WGLT staff won 7 Associate 
Press (AP) Awards and WCBU staff won 1 AP Award in 2020. Our students also completed a 
total of 313 internships in 2020. Graduate students were active in presenting at national and 
regional conferences. At the National Communication Association (NCA) conference in 
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November 2020, graduate students presented a total of 24 paper and panel presentations. 
Although the Central States Communication Association (CSCA) conference in April 2020 was 
cancelled, our graduate students were scheduled to present 22 papers and projects. Finally, 
graduate students won the Outstanding University Teaching Award for Doctoral students (Josh 
Fitzgerald) and the Outstanding University Teaching Award for Master’s students (Anjali Patel).    
 
 C. School Innovations 
 

Faculty, staff, and students affiliated with the School developed numerous innovative 
initiatives and programs in 2020. Initially, our faculty and staff devoted significant time and 
energy to transitioning to online instruction due to COVID-19. Members of our Faculty & Student 
Diversity Relations Committee worked over the last year to change the name of the committee 
to Antiracism, Coalition Building, & Social Justice; developed a statement on antiracism on 
behalf of the School; and continued to work on several curricular initiatives. Faculty from the 
School have also partnered with faculty from the Department of Psychology on the Extending 
Empathy Project and will take the project national next year through the ADP. We also revised 
our student success plan and joined a new pilot program under the supervision of the AVP for 
Student Success (our FY 2021 assessment report can be found in Appendix A). We also made 
significant process in 2020 in implementing and refining our strategic communication plan (our 
FY 2021 assessment report can be found in Appendix B). Finally, in terms of the School’s 
facilities for teaching and learning, the SMACC continues to be sought out as a resource for 
insight about prominent matters in the world. In addition to this facility, the School’s 
Communication Innovation Center (CIC) was extremely busy in 2020. The CIC provides a 
dedicated space to explore, invent, and execute new-media channels and strategies that 
advance the communication discipline and build knowledge, skills, and abilities among students 
and faculty. 

 
2. Major Objectives for FY 2021 

The following table shows the top objectives for the School of Communication during FY 2021. 
The table also concisely states what results were achieved for the objectives.  These objectives 
are aligned with the School’s overall Strategic Foci (see Appendix C) as well as the College’s 
and the University’s top-level outcomes in their respective strategic plans.  
 

  Support for Strategic Plans 
FY 2021 

Objectives 
Results COM CAS Educate•Connect•E

levate 
1. Obtain funds 
to support 
ongoing 
operations of 
The Vidette. 

As noted in the next section, 
we received Provost 
Enhancement funds for The 
Vidette for FY 2021. 
Importantly, we also secured 
permanent support of 
operations from the 
President and Provost going 
forward. We will implement 
the new curricular model in 
fall 2021. 

Strategic 
Foci 1, 2, 
3, and 4  

Strategic 
Foci 1, 2, 
3, and 4  

Strategic Directions 
1, 2, and 4 

2. Support 
diversity, equity, 
and inclusion 

The School’s Antiracism, 
Social Justice, and Coalition-
Building Committee has led 

Strategic 
Focus 1  

Strategic 
Focus 1  

Strategic Directions 
3 and 4 
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initiatives across 
all operations in 
the School. 

our efforts to address issues 
of race in our policies, 
procedures, and classrooms. 
They have also developed a 
strategic communication 
plan and a series of 
suggested next steps. 

3. Continue to 
monitor, update, 
and revise 
technology and 
facilities across 
all of our 
programs. 

We have continued to 
monitor and update our use 
of technology and facilities 
across programs. For 
example, we began a 
renovation of our faculty/staff 
break room and will 
complete renovations Fell 
102 in spring 2021.  

Strategic 
Foci 1, 2, 

and 3 

Strategic 
Foci 1, 2, 

and 3 

Strategic Directions 
1, 2, 3, and 4 

4. Diversify and 
enhance 
financial support 
for all operations 
in the School. 

Our technological 
enhancements continue to 
facilitate multiple innovative 
community partnerships, 
some of which bring 
additional financial resources 
into the School, College, and 
University (e.g., SMACC 
contracts with organizations 
like Omniseq). 

Strategic 
Focus 3 

Strategic 
Focus 3 

Strategic Directions 
1 and 2 

5. Continue to 
expand 
opportunities 
and 
programming for 
civic learning 
and democratic 
engagement. 

TV-10, The Vidette, and 
WZND, and WGLT offered 
programming around the 
2020 election cycle. SMACC 
staff also provided support 
for the University’s Voter 
Engagement Coalition.  
Further, School faculty have 
been integrally involved 
leadership of the national 
ADP. 

Strategic 
Focus 1 

Strategic 
Focus 1 

Strategic Directions 
1, 2, and 3 

 
3. Internal Reallocations and Reorganizations in FY 2021 
 

Operating Budget 
Line 

Amount 
Allocated 

% of 
Operating 

Budget 
Contractual $37,571.59 43% 
Travel $15,791.00 14% 
Commodities $14,350.00 16% 
Equipment $21,085.00 24% 
Telecom $1,720.00 2% 
Operational 
Auto 

$923.00 1% 

There were no significant reallocations or 
reorganizations for FY 2021. Operating 
funds received a permanent base budget 
increase to the travel portion of the budget 
in the amount of $3,750 in FY 2019. Total 
operating funds were $91,477.59. See table 
and chart for fund distribution. 
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Additional Funds 
 
Over the last year, the School was able to use a combination of agency funds, instructional 
capacity, general revenue funds, and foundation funds to support and enhance productivity. For 
example, we received $3,050 from CAS to enhance technology in WZND. We also received 
$30,000 from CAS to recap the computers in Fell 052. This project complements the $10,000 in 
foundation dollars that we used in FY 2020 to replace the carpet and patch and paint the walls 
in Fell 052. We also received $1,285 from CAS to replace the computer in our conference room. 
We were fortunate to complete a vehicle swap, moving a vehicle from the Art Station to WGLT. 
We also received $230,350 in Provost Enhancement funding to support operations of The 
Vidette. Further, we received FY 2021 AEF funds for a recap of computers in Fell 102 ($62,586) 
and a digital conversion for WZND ($73,524). In addition, we received $15,500 in RERIP funds 
which we will SBC to offset instructional capacity requests in FY 2022. Given disruptions due to 
the COVID-19 pandemic, we had to SBC funds in our facilities ($19,000), technology ($18,800), 
and faculty start-up ($19,000) lines.  
 
4. Major Objectives for FY 2022 

The following table shows the top objectives for the School of Communication for FY 2022. 
These objectives are aligned with the School’s overall Strategic Foci as well as the College’s 
and the University’s top-level outcomes in their respective strategic plans.  
 

 Support for Strategic Plans 
FY 2022 Objectives COM CAS Educate•Connect•Elevate 

1. Hire new TT and NTT faculty to 
support our undergraduate and 
graduate programs. 

Strategic 
Foci 1, 2, 
3, and 4 

Strategic 
Foci 1, 2, 
3, and 4 

Strategic Directions 1, 2, 3, & 
4 

Total $91,477.59  

Contractual
41%

Travel
17%

Commodities
16%

Equipment
23%

Telecom
2%

Op Auto
1%

Contractual Travel Commodities

Equipment Telecom Op Auto
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2. Support diversity, equity, and 
inclusion initiatives across all 
operations in the School. 

Strategic 
Focus 1  

Strategic 
Focus 1  

Strategic Directions 3 and 4 

3. Continue to refine, implement, 
and assess our student success 
plan. Create unique metrics and 
strategies for graduate student 
success. 

Strategic 
Focus 1  

Strategic 
Focus 1  

Strategic Directions 3 and 4 

4. Implement the new curricular 
model for The Vidette. 

Strategic 
Foci 1, 2, 
3, and 4  

Strategic 
Foci 1, 2, 
3, and 4  

Strategic Directions 1, 2, and 
4 

5. Continue to monitor, update, and 
revise technology and facilities 
across all our programs. 

Strategic 
Foci 1, 2, 

and 3 

Strategic 
Foci 1, 2, 

and 3 

Strategic Directions 1, 2, 3, 
and 4 

6. Diversify and enhance financial 
support for all operations in the 
School. Work with Alumni 
Engagement to execute a WZND 
reunion in FY 2022. 

Strategic 
Focus 3 

Strategic 
Focus 3 

Strategic Directions 1 and 2 

7. Further develop international 
links and study abroad 
opportunities for all communication 
students. 

Strategic 
Focus 1 

Strategic 
Focus 1 

Strategic Directions 2, 3, and 
4 

 

8. Continue to expand opportunities 
and programming for civic learning 
and democratic engagement. 

Strategic 
Focus 1 

Strategic 
Focus 1 

Strategic Directions 1, 2, and 
3 

9. Explore new interdisciplinary 
collaboration opportunities among 
our converged media assets, 
Redbird Athletics, ESPN+, and the 
Missouri Valley Conference (MVC). 

Strategic 
Foci 1 and 

4 

Strategic 
Focus 1 

Strategic Direction 4 

10. Continue to explore options to 
facilitate collaboration with other 
public radio stations in the region to 
share operating or programming 
costs or to reduce costs to WGLT. 

Strategic 
Foci 3 and 

4 

Strategic 
Focus 3 
and 4 

Strategic Directions 1, 2, and 
4 

11. Create a Film Festival 
Management & Curation Course as 
well as a yearly competitive film 
festival. 

Strategic 
Foci 1 and 

4 

Strategic 
Foci 1 and 

4 

Strategic Directions 1, 2, and 
4 

12. Identify and assign building 
space with computer access for 
PRSSA to manage operations, hold 
office hours, and retain files and 
chapter material. 

Strategic 
Focus 2 

Strategic 
Focus 2 

Strategic Directions 1 and 4 

13. Develop information fluency 
pedagogy for COM 110 and assess 
its effectiveness in partnership with 
Milner Library Instructional Staff. 

Strategic 
Focus 1 

Strategic 
Focus 1 

Strategic Directions 1, 2, and 
4 
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14. Develop colloquia series for 
research presentations by graduate 
faculty and students. 

Strategic 
Focus 1 

Strategic 
Focus 1 

Strategic Directions 1, 2, and 
4 

 



   
 

  Page 8 of 24 

5. Prioritized Funding Requests for FY 2022 
 
The tenure-track faculty to student ratio (as of the fall 2020 semester) in the School of Communication is 1 to 35. This ratio is one of 
the poorest in the University, compromising our ability to deliver on Illinois State’s goal of providing a large college atmosphere with 
individualized student attention. We are seeking new tenure-track lines in Public Relations, Mass Media, and Communication Studies 
in order to meet current demand for these majors and to grow our programs. Also, we are requesting a cluster hire with Latin 
American and Latino/a Studies focusing on communication and digital activism. Finally, we are requesting three full-time, non tenure-
track positions. 
 
Priorit
y 

Description Justification Strategic 
Plan 
Alignment 

Total 

Tenure-Track Requests 

1 TT Faculty 
(Personnel) 

Cluster Hire with Latin American and Latino/a Studies 
(LALS) 
The School of Communication (COM) and the Latin 
American and Latino/a Studies Minor (LALS) seek to hire 
an Assistant Professor of Communication with expertise in 
digital activism in the context of Latin American and/or 
Latino/a Studies. We believe this hire is warranted for 
several reasons. Initially, we have noted a significant 
increase in communication scholars working in the area of 
digital activism in the last few years. Further, we will 
leverage our facilities like the Social Media Analytics 
Command Center (SMACC) and Communication 
Innovation Center (CIC) to attract candidates. In addition, 
a hire in this area would build on work already under way 
in the School related to Spanish-language social media 
analytics. Finally, a cluster hire between COM and LALS 
would provide more opportunities for Illinois State students 
and programming between the two units. 

Faculty are 
critical to all 
elements of 
the COM, 
CAS, and ISU 
strategic 
plans. 

$75,000 
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1 TT Faculty 
(Personnel) 

Public Relations 
COM TT faculty-student ratio is 1:35, but ISU’s ratio is 
1:27, compromising individualized student attention. PRPA 
data indicate that faculty in COM generate the second 
highest number of credit hours in CAS. We also confer the 
highest number of bachelor’s degrees in the College 
annually. Due to a retirement in 2018, we are down to 3 
full-time TT faculty in PR to lead nearly 230 majors. The 
PR program is among the best in the nation. In fact, the 
program secured external accreditation in 2013 and was 
reaccredited in 2019, which is a true differentiator. 
Insufficient faculty risks losing accreditation, stature, 
enrollment, and decreases timely matriculation through the 
major. 

Faculty are 
critical to all 
elements of 
the COM, 
CAS, and ISU 
strategic 
plans. 

$75,000 

2 TT Faculty 
(Personnel) 

Mass Media 
COM TT faculty-student ratio is 1:35, but ISU’s ratio is 
1:27, compromising individualized student attention. PRPA 
data indicate that faculty in COM generate the second 
highest number of credit hours in CAS. We also confer the 
highest number of bachelor’s degrees in the College 
annually. The Mass Media curriculum is currently being 
revised and we expect enrollment growth in this major 
over the next few years. Given recent retirements, the 
Mass Media program needs a TT colleague, especially in 
broadcast management. 

Faculty are 
critical to all 
elements of 
the COM, 
CAS, and ISU 
strategic 
plans. 

$75,000 
 

3 TT Faculty 
(Personnel) 

Communication Studies  
COM TT faculty-student ratio is 1:35, but ISU’s ratio is 
1:27, compromising individualized student attention. PRPA 
data indicate that faculty in COM generate the second 
highest number of credit hours in CAS. We also confer the 
highest number of bachelor’s degrees in the College 
annually. Communication Studies is by far the largest 
major in the School (307 majors in spring 2020) with room 
for additional growth assuming that we have adequate 
resources to meet student demand. A new TT faculty 

Faculty are 
critical to all 
elements of 
the COM, 
CAS, and ISU 
strategic 
plans. 

$75,000 
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member specializing in organizational communication is 
needed. 
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Priority Description Justification Strategic Plan 
Alignment 

Total 

Non Tenure-Track Requests 

1 NTT Faculty 
(Personnel) 

Communication Studies (COM 111, Introduction to 
Communication Theory) 
The School has been closely tracking DFW rates in all of our courses in 
order to improve student success. Our analysis reveals that the course 
with the highest DFW rate in the School is COM 111 (the DFW rate was 
31% in spring 2019). COM 111 is currently taught in a large lecture 
format. Hiring an additional NTT would allow us to move the course to 
smaller sections and to provide more individualized attention to improve 
student success rates. 

Faculty are 
critical to all 
elements of the 
COM, CAS, and 
ISU strategic 
plans. 

$36,000 

2 NTT Faculty 
(Personnel) 

Public Relations 
Permanent funding is requested for a full-time NTT to specifically staff 
courses in Public Relations. Our program’s faculty size ranks at/near 
the bottom of comparator and aspirational institutions for TT and 
adjunct faculty in PR. The PR program is among the best in the nation. 
In fact, the program secured external accreditation in 2013 and was 
reaccredited in 2019, which is a true differentiator. Insufficient faculty 
risks losing accreditation, stature, enrollment, and decreases timely 
matriculation through the major. 

Faculty are 
critical to all 
elements of the 
COM, CAS, and 
ISU strategic 
plans. 

$36,000 

3 NTT Faculty 
(Personnel) 

Journalism 
Permanent funding is also requested for a full-time NTT to staff courses 
in Journalism. We need help covering courses in data journalism and 
analytics as these are among the highest growth areas in the industry. 
In addition, this hire could provide coverage for courses news 
technology and/or broadcast journalism which would decrease our 
reliance on instructional capacity. Having an additional NTT in 
journalism would also facilitate the transition to the new curricular 
model for The Vidette. 

Faculty are 
critical to all 
elements of the 
COM, CAS, and 
ISU strategic 
plans. 

$36,000 
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The following are the Permanent/Temporary Funding Requests for the School of Communication in priority order. 
 

Priority Description Justification Strategic Plan 
Alignment 

Total 

1 Summer Funding for 
Advising/Coordinators 

Advising--$16,000  
This request would provide 3 months of funding for an NTT (Nichole 
Hughes-Liss) to assist with advising operations. Over the summer, 
Nichole will continue to support students on her advising caseload, as 
well as assist the Advising Team with two larger initiatives. She will 
continue communicating with her advising caseload of 100+ students 
and assisting them with issues that arise during the summer. This will 
include students enrolled in summer classes, resolving graduation 
deficiencies, students planning for future semesters and more. 
Additionally, she will be available to meet with incoming transfer 
students and prospective students who need one-on-one guidance. 
She will also work on planning COM Welcome Week, meet with 
students on Transfer Days, and assist with Open Houses. 
 
Program Coordinators--$37,653 
We are requesting permanent summer funding for summer personnel 
who are critical to operations in the School including our Associate 
Director ($9,647; curricular planning, external communication, student 
recruitment, and programmatic assessment), Graduate Studies 
Coordinator ($9,140; recruiting and advising students, supporting 
current students, scheduling of graduate courses, and programmatic 
assessment), and COM 110 Directors ($18,866; develop, administer, 
and assess our annual GTA training program for COM 110 
instructors). 

COM/CAS 
Strategic Focus 
1; ECE Strategic 
Directions 1 & 3 

$53,653 

2 Research Studio 
Renovations (Fell 034, 
036, & 038) 

We need to update the research studio in Fell 034, 036, 038 to allow 
for focus groups and observation of experimental research projects. 
This project will significantly expand research opportunities for faculty 
and students providing cutting-edge facilities for academic scholarship. 

COM/CAS 
Strategic Foci 1 
& 2; ECE 
Strategic 
Directions 1, 2, & 
4 

$38,500 
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3 Fell 108 Upgrade The monitors in the Fell 108 computer lab are 10 years old and many 
are beginning to fail. In addition, the computers in Fell 108 are 
reaching 4 years old. Fell 108 is a workhorse lab for journalism and 
communication research methods courses and would benefit from new 
computers. We are asking for 30 computers and 30 monitors with the 
following specs: Dell 24 monitor - P2419H and Dell Optiplex 7070 
Ultra computers. 

COM/CAS 
Strategic Foci 1 
& 2; ECE 
Strategic 
Direction 1 & 2 

$27,330 

4 SMACC Upgrade Initially, the tables and chairs in the SMACC are beginning to see 
major wear and are cumbersome for many of the hands-on activities 
required in the SMACC. These chair/desk combinations would 
alleviate traffic and organization. Replacement of furniture would cost 
$15,300. 
 
Further, several of the screens in the SMACC are beyond warranty 
and showing wear. We would like to replace them with a video wall 
and relocate the primary presentation space to the east wall to make it 
easier for all students to see presentation materials. This would 
enhance instruction in the space and would be welcomed by students 
as a highly visible upgrade. The quote we received for the video wall is 
$61,433. 

COM/CAS 
Strategic Foci 1 
& 2; ECE 
Strategic 
Direction 1 & 2 

$76,733 

5 Summer Training 
Funding for GTAs 

Our GTAs are required to attend COM 110 training two weeks before 
the fall semester begins, and we are required to pay them for this 
training. This expense is not covered by the funds we receive in the 
GA bucket for teaching. 

COM/CAS 
Strategic Foci 1 
& 2; ECE 
Strategic 
Direction 1 

$4,000 

6 Faculty/Staff Computer 
Recaps 

Scheduled Faculty / Staff recaps - laptops are becoming essential for 
mobile workforce of these faculty/staff members - current computers 
will be 4 years old this Fall (11 total, with docking stations). We also 
have 3 scheduled staff recaps - current towers will be 4 years old this 
fall. We also need to recap 4 Apple computers. 

COM/CAS 
Strategic Foci 1 
& 2; ECE 
Strategic 
Direction 1 & 2 

$27,771 

7 GTA Funding 5 additional GTAs are needed to support each of our programmatic 
areas as well as COM 110. For example, a GTA is needed to assist all 
PR faculty in research projects and gain deeper research experience 
that complements students' career aspirations. This request is 
supported by the 2013 CEPR accreditation report. Also, additional 
GTA lines devoted to Mass Media would position us to be competitive 

COM/CAS 
Strategic Foci 1 
& 3; ECE 
Strategic 
Direction 1 & 3 

$46,800 
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in recruiting students to our graduate program. Additional GTA lines 
are also needed to help us meet student demand for COM 110, which 
would significantly reduce our need for general education instructional 
capacity funding. 

8 Summer Student 
Worker Help 

Temporary funding for additional hours to the student worker line in 
support of main office staff for the summer. 

COM/CAS 
Strategic Foci 1 
& 2; ECE 
Strategic 
Direction 1 

$3,800 

9 Social Media Analytics 
Software License 

The School of Communications seeks a subscription to a social 
analytics software suite (Talkwalker) that will provide social media data 
and visualizations that are the backbone of our Social Media Analytics 
Command Center (SMACC). This request would cover subscription 
costs for one year. 
 
 

COM/CAS 
Strategic Foci 1 
& 2; ECE 
Strategic 
Direction 1 & 2 

$12,000 
 

10 Travel Enhancement 
for Graduate Faculty & 
Students 

Graduate Faculty need to have conference travel budget funds 
increased significantly to present research, recruit for the graduate 
program, and for professional development. Graduate students also 
need increased funding for conference travel, as many/most of them 
submit projects to professional organizations, some of them multiple 
organizations in one year. 

COM/CAS 
Strategic Foci 1 
& 4; ECE 
Strategic 
Direction 1 & 4 

$15,000 

11 WZND Door 
Replacement 

As a matter of both security and convenience, WZND needs to replace 
doors of student offices with transparent glass doors. The current 
doors on student offices are not only old and unappealing, but the 
solid wood doors do not allow the Faculty Advisor to monitor students 
in offices behind closed doors. Glass doors would allow the advisor to 
monitor students even when the doors are closed. Additionally, doors 
are frequently closed because a student is doing a phone interview for 
airplay. These interviews are sometimes interrupted by students 
accidentally walking in the room mid-interview. The glass doors would 
allow those attempting to enter to see the phone call taking place 
before walking into the office (6 doors at $800/door). Finally, WZND 
students need access to the station without going through the entire 
building. Not only would this be safer in a COVID-19 world, but it is 

COM/CAS 
Strategic Foci 1 
& 2; ECE 
Strategic 
Direction 1 & 4 

$9,800 



   
 

  Page 15 of 24 

also an issue of safety for our students. We are requesting a card 
reader to be placed on the back door to facilitate access ($5,000). 

12 Instructional Travel Travel expenses for PRSSA, TV-10 and WZND instructional travel. COM/CAS 
Strategic Focus 
1; ECE Strategic 
Direction 1 & 2 

$4,000 

13 Internship Travel Our Internship Director visits with students and supervisors at 
locations throughout mid-America during the summer solidify 
internship relationships and grow professional support for the School 
of Communication and its programs. 

COM/CAS 
Strategic Focus 
1; ECE Strategic 
Direction 1 & 2 

$4,000 
 

14 Enrollment 
Management/ 
Recruitment 

Faculty and staff in the School of Communication remain committed to 
recruiting the highest possible quality students (undergraduate and 
graduate) to Illinois State. These funds would be used for design and 
printing costs of marketing material, postage for mailings to admitted 
students, COM-branded promotional goods, and travel funds for 
community college and high school visits. 

COM/CAS 
Strategic Focus 
1; ECE Strategic 
Direction 1 

$6,000 

15 Out of Cycle Increase 
for WGLT Employees 

We are requesting a 10% increase for Business Manager Nichole 
Welsh an IT Tech Associate Travis Meadors to compensate for 
expected increase in scope of responsibilities when the Vidette comes 
under WGLT’s purview. 

COM/CAS 
Strategic Focus 
1; ECE Strategic 
Direction 1 & 2 

$10,200 

16 TV-10 Editing Bay 
Upgrade 

We need new machines for editing bays / studioTV10: iMac 27: 
4.2GHz i7 2TB HDD Radeon Pro 8GB RAM (2 @ $2,500 each). 

COM/CAS 
Strategic Foci 1 
& 2; ECE 
Strategic 
Direction 1 & 2 

$5,000 

17 TV-10 Teleprompter 
and Control Room 
Headsets 

The current teleprompter is on the verge of breakdown. Given that on-
air reporters read their scripts from the teleprompter, it is an essential 
part of the operation of the studio. It would cost $6,500 to replace the 
teleprompter. 
 
In addition, the control room headsets need to be replaced as parts for 
this system are no longer available. The replacement cost is $12,000. 

COM/CAS 
Strategic Foci 1 
& 2; ECE 
Strategic 
Direction 1 & 2 

$18,500 
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18 RAID Storage for TV-10 We use RAID storage to back up all student work. Current storage 
capacity is not sufficient to meet our needs. Students need to have 
their work backed up to use later in portfolios they develop for 
scholarships, awards, internships, and jobs. 

COM/CAS 
Strategic Foci 1 
& 2; ECE 
Strategic 
Direction 1 & 2 

$3,500 

19 Boom! Sound Effects 
Library 

WZND's sound effects library is from the 1990s, and you can hear it in 
our production. Our SFX sound is outdated. The library we have was 
purchased in an era where audio was being recorded on cassette 
tapes - quality was not something considered important. A news SFX 
library is pivotal to our sound. We could license this complete library 
yearly for $1,700 but considering it will be a very long time before we 
upgrade again, the buyout option for this listed price is most ideal. 

COM/CAS 
Strategic Foci 1 
& 2; ECE 
Strategic 
Direction 1 & 2 

$6,945 
 

20 TV-10 Network 
Connections 

TV-10 needs to install 7 new ethernet ports in the newsroom, 
postproduction room, and control room. 

 

COM/CAS 
Strategic Foci 1 
& 2; ECE 
Strategic 
Direction 1 & 2 

$2,800 

21 Telos On-Air 
Telephone System 

Currently, WZND uses a single analog telephone line connected with 
an external rack mount phone hybrid to take calls on the air. This 
technology is outdated and is inconvenient. An on-air phone 
management system and technology allows us to produce high-quality 
programming with audience interaction and engagement. This 
technology would be extremely useful when doing call-ins from news 
reporters, getting audience participation during call-in shows, 
conducting interviews over the phone, and as a backup system when 
other remote technology fails. 

COM/CAS 
Strategic Foci 1 
& 2; ECE 
Strategic 
Direction 1 & 2 

$10,500 

22 TV-10 Large Camera 
Replacement 

The following equipment is requested to support TV-10 operations: 
 
JVC GYHM850C14   ($5,995) 
Manfrotto 504HD with 2 stage Carbon Fiber Legs  ($899) 
Porta Brace CTC-4 Travelers Case   ($260) 
Anton Bauer Ultra Light UL2-20   ($261) 
Sony ECM-44B Microphones   2 x 156.00   ($312) 
Anton Bauer Batteries       4 x $250.00   ($1,0000) 

COM/CAS 
Strategic Foci 1 
& 2; ECE 
Strategic 
Direction 1 & 2 

$8,726.78 
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23 Professional 
Development for 
Scholarship and 
Wellness Programming 
Opportunities 
(Graduate Program) 

Funding to create programming to help make our graduate students 
more competitive on the job market, gain additional experiences with 
research to enhance their selection for doctoral programs, and 
maintain strong mental wellness in our program. As of now, we have 
no money available to offset costs for research colloquia, professional 
development workshops, graduate student research teams, or 
wellness activities. 

COM/CAS 
Strategic Focus 
1; ECE Strategic 
Direction 1, 2, 3 
& 4 

$1,500 

24 Wide Orbit Traffic 
Software 

Software for scheduling commercials, PSAs, and promotional spots. 
Current traffic scheduling software is outdated and WZND staff 
frequently has to call customer support with software issues. 
Additionally, our traffic software doesn't communicate well with our 
automation software, which is currently Wide Orbit Automation. Having 
automation and traffic software from the same vendor helps with 
synergy between the two types of software. 

 $12,000 

25 Sports Headsets Headphones and Microphones for sports broadcasts. Like our studio 
microphone situation, the WZND sports headsets are of varying age, 
quality, and brand, creating similar problems. Additionally, with the 
expansion of our sports programming, WZND frequently uses two sets 
of sports equipment at the same time, particularly during baseball and 
softball season. During these times in which all of our headsets are 
being used, there is no backup in the event something breaks. 

COM/CAS 
Strategic Foci 1 
& 2; ECE 
Strategic 
Direction 1 & 2 

$6,000 

26 Small Speaker/Mixer 
Combo 

A smaller remote speaker and mixer combo that runs off battery 
power. WZND sometimes finds itself in a situation where a typical 
remote setup is too large and powerful for the venue (for example, 
when we're set up in Fell Hall for Family Day, freshman orientation, 
etc.) We currently have a small speaker for this purpose, but the 
woofer is blown and it is not water-resistant (as we found out at 
homecoming this year). We also would like to use this speaker off of 
battery power for use in things like parades and other areas in which 
we don't have access to a power outlet. 

COM/CAS 
Strategic Foci 1 
& 2; ECE 
Strategic 
Direction 1 & 2 

$1,000 

27 75 Inch Monitor To be used for show prep and reading scripts in the on-air studio. 
While we updated our FM studio significantly in FY 19, there are still 
some improvements to be made. We currently have a 32-inch monitor 
in front of where the on-air announcer sits, used for reading scripts, 
the weather, and prepping for shows. This monitor is sometimes too 
small for the staff to read, particularly those with poor eyesight. 

COM/CAS 
Strategic Foci 1 
& 2; ECE 
Strategic 
Direction 1 & 2 

$2,000 
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28 Sling Studio  
(+ Cameras and Cords) 

Audio consoles for the three of WZND's four production studios. 
Sling studio allows for quick and easy video recording and streaming 
options for radio stations. Used as a small video switcher, Sling Studio 
can broadcast shows straight to the web with graphics, creating 
additional sales opportunities for the Media Business Office. 

COM/CAS 
Strategic Foci 1 
& 2; ECE 
Strategic 
Direction 1 & 2 

$2,000 

29 WZND T-Shirt Cannon Nothing fires up a crowd more than a t-shirt cannon, and while this 
item may be more of a "wish list" item than absolutely necessary, it 
would certainly allow us to entertain live crowds to our full potential. 

COM/CAS 
Strategic Foci 1 
& 2; ECE 
Strategic 
Direction 1 & 2 

$1,600 

30 Action Research 
Development 

Intentional relationship building with nonprofit and community 
organizations to develop community partners to continue growth of 
internships as well as support of community engaged/civically 
engaged service-learning projects. This request would cover training, 
workshops, and support material. 

COM/CAS 
Strategic Foci 1 
& 4; ECE 
Strategic 
Direction 1 & 2 

$15,000 

   TOTAL FY 2022 
REQUEST 

$437,658.78 
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Appendix A – School of Communication FY 2021 Student Success Report 

In FY 2021, the School of Communication took several steps to focus on student success and retention. Below 
is a snapshot of what we accomplished in FY 2021: 
 

• Created Student Success & Retention Plan: We drafted a formal plan of action for student success 
and retention (see attached). The purpose of this plan is to identify short-term and long-term student 
success goals, as well as document action steps that are completed and in-progress. This Student 
Success & Retention Plan is a dynamic document that can be modified as our goals and plans for 
student success evolve. It also allows us to be intentional in our efforts over time. 
 

• Course Prerequisite Revisions: During the fall 2020 semester, advisors and faculty within the School 
worked together to revise the course prerequisites across the undergraduate curriculum. In total, we 
revise the prerequisites on 43 undergraduate courses at the 100-, 200-, and 300-levels. The purpose of 
these revisions was to streamline and clarify the course prerequisites and to eliminate unnecessary 
barriers for students. These changes will take effect with the 2021-2022 Undergraduate Catalog. 
 

• Transitioned to Electronic Advising Forms: In summer 2020, the Advising Team transitioned our 
paper advising forms to electronic Excel documents (one Excel document for each major/sequence in 
the School). The use of these electronic advising forms allows the COM advisors to better utilize the 
Advising Notes tool in Campus Solutions. Advising Notes adds more transparency in advising and 
clarity of requirements for students. All of the COM advisors now use Advising Notes to document 
advising appointments and students have full access to all current and past advising notes to help them 
track their degree progress more effectively and register for the appropriate coursework each semester. 

 
• Revised Application Process for COM Majors: In fall 2020, the advisors evaluated and streamlined 

the process to make it easier for current Communication students to change to a different major within 
the School. We moved the process online by creating a short Microsoft Forms survey students can 
complete to submit a major change request (as opposed to our previous paper forms). The online form 
is a much easier process for students and allows for a quicker response time as well.  

 
• Participated in CAS Student Success Pilot: In fall 2020, the School of Communication was one of a 

few Schools/Departments within CAS to participate in a student success pilot program. During this pilot, 
we had conversations with the Dean and members of the Provost Office to discuss questions, 
concerns, resources, and other issues related to student success at ISU. These conversations will help 
frame the campus-wide student success work that will be implemented at the University-level. 

 

  



   
 

  Page 20 of 24 

Appendix B – School of Communication FY 2021 Strategic Communication Plan Report 

TO: Dr. Steve Hunt, Executive Director 

FROM: Dr. Pete Smudde, Associate Executive Director 

DATE: July 15, 2020 

SUBJECT: Performance report about COM Public Relations in 2019-2020 

The 2019-2020 academic year was the third year that the School of Communication (COM) had a formal organizational 
function focused on promoting itself, called “COM PR.” In the School’s Strategic Plan 2018-2023, COM PR directly fulfills 
the School’s fourth strategic focus area to “promote the School to constituents strategically.” COM PR operated 
according to the strategic communication plan I updated from the year before, dated July 2, 2019. The staff last year 
again consisted of undergraduate and graduate students who contributed well to the promotional objectives for the 
School. The following list shows the students who worked in COM PR during the year: 

• Fall 2019 Semester 
o Tessa Konzal (senior) 
o Faith Pedersen (senior) 
o Elena Roth (2nd year grad student) 

• Spring 2020 Semester 
o Lindsey Hardison (junior) 
o Chloe Lindbom (senior) 
o Karla Ruiz (senior) 
o Divine Narkotey (2nd year grad student) 
o Elena Roth (2nd year grad student) 
o Delaney Somers (2nd year grad student) 

• Summer 2020 
o Delaney Somers (2nd year grad student) 

 

Similar to last year, the strategic PR plan that we enacted gave us direction about our promotional work for the School. 
We continued to use ISU’s OneDrive to enable collaboration among all COM PR team members. As I have done for 
previous years, this memo concisely reports the results of COM PR’s work under last-year’s plan, based on whether and 
how well its objectives were (or were not) achieved.  

One important note is that, while I was on sabbatical during the fall 2019 semester, Dr. Joe Zompetti took on my duties 
as associate director for the School, including COM PR. I resumed all my duties and responsibilities as associate director 
and leader of COM PR in the spring 2020 semester.  

With AY2019-2020 being the third-ever year for COM PR, the team was successful. It achieved all five objectives. The 
following table presents the stated objectives with their planned strategies and tactics, then it shows the actual results 
obtained through the work that was done.  
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Objectives Strategies Planned Tactics Actual Results 

1. Strengthen morale 
among COM faculty, 
staff, and students. 

Benchmark: Only 
perceptual and 
anecdotal and generally 
positive; no systematic 
measurements.  

Rationale: See COM’s 
separate plan for 
building team spirit. 

Two-way 
communication 

• Give public recognition for exceptional 
work, graduation, and other 
successes/triumphs. 

• Inform people about COM’s operation, 
especially in the context of ISU 
successes. 

• Visit with personnel and activities. 
• Hold occasional social events to help 

build and reinforce camaraderie  
• Remember people’s personal 

milestones.  
• Formally measure team spirit. 

• Using tactics for Objective 2, 
promoted COM family 
successes. 

• Reviewed and updated COM 
family morale plan. 

• Applied output from Objective 2. 
• Considered ideas for future 

implementation. 
• Deferred measurement of 

formally measuring team spirit. 

2. Obtain news coverage 
about COM in key state, 
regional, and national 
outlets. 

Benchmark: 2017-2018 
program results. 

Rationale: Systematic 
media relations would 
keep COM news in the 
public and among 
stakeholders. 

Media relations 

• Employ news-collection and news-
generation process with interns, featuring 
faculty, alumni, and student successes. 

• Update media list (prioritized/tiered). 
• Update editorial calendar. 
• Share news with ISU media relations. 
• Pitch news to targeted earned media. 
• Share news over all owned digital media. 

• Updated media list. 
• Updated editorial calendar. 
• Wrote 20 feature stories in fall 

and spring editions (8 in the fall 
and 12 in the spring).  

• Additional stories in June about 
scholarship and award winners.  

• Shared news stories over digital 
channels, especially COM’s 
website. 

• UMC used stories in their work; 
no apparent use by Media 
Relations. 

Social media 

• Newshub (ISU) 
• COM social media accounts 
• Hootsuite (COM account) 
• Analytics (SMACC & Hootsuite) 

• Stories promoted over COM 
social media. 

• Used Hootsuite for social media 
storytelling. 

• Used Newshub for stories. 
• Used SMA for COM stories, 

adding Google Analytics. 
3. Produce various 

promotional material 
about the COM (i.e., its 
brand, offerings, and 
value) for students and 
on-campus visitors on 
strategic basis each 
semester. 

Benchmark: 2018-2019 
program efforts and 
results, especially for 
COM family. 

Rationale: Tie to Objective 
2. Refer to COM’s 
separate alumni 
communication plan. 

Selective 
exposure 
(discourse 
channels) 

• Newsletter for COM family 
• Digital media (website & beyond). 
• Print media. 
• Merchandise/Memorabilia. 
• Branded events (public lectures, 

Homecoming, COM Week, etc.) 
• Development efforts (M. Libert) 

• Used stories from Objective 2 in 
COM family (faculty, staff, 
students, alumni) e-newsletter 
published through UMC in fall 
and spring semesters. 

• Applied output from Objective 2 
in planned tactics. 

 

4. Parallel with the 
university’s “sweet spot” 
enrollment level, secure 
consistent 
undergraduate 
enrollment among all 
COM majors around the 

Salient 
information 

• Program-specific promotions to 
prospective students known to want to 
major in communication.  

• General promotions to students in large-
lecture COM classes open to any majors. 

• Update promotional material (print & 
online). 

• Steve Hunt, Liz Chupp, and I 
created and conducted the first-
ever survey of Preview 
participants (N=147), resulting in 
detailed and usable quantitative 
and qualitative data we used for 
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level of 850 students 
(930 overall). 

Benchmark: 10-year 
enrollment averages at 
undergraduate and 
graduate levels. 

Rationale: Supports COM’s 
separate recruitment 
and enrollment plan. 

recruitment and other areas 
(e.g., website redesign). 

• COM Advising and COM PR 
produced and enacted an 
updated recruitment plan, 
leaning on findings from the 
survey.  

• E-mail campaign with accepted 
students who listed COM majors 
and for undeclared majors to 
introduce them to COM majors. 

• Deferred development of a new 
recruitment plan based on COM 
377 students’ work in fall 2019 
due to the pandemic’s effects; 
work resumed in summer. 

5. Measure the COM’s 
reputation by June 30, 
2020. 

Benchmark: None; awards 
for undergraduate and 
graduate programs; 
anecdotal otherwise 
from peers at 
conferences and 
elsewhere. 

Rationale: Documentation 
of COM’s reputation is 
key for future strategic 
planning & 
communication, 
including recruitment, 
fundraising, and hiring.  

Proprietary 
research 

• Complete a rhetorical analysis of 
competitors’ messages, images, and 
reputations from existing promotional 
material (digital/analog). 

• Design and execute valid and reliable 
study(s) of COM’s reputation (selected or 
all stakeholders; e.g., meta-index) that 
can be repeated periodically. 

• Tactics used in Objective 3 apply 
the key message platform to 
support COM’s reputation. 

• Resource availability (people 
and time) are critical and may 
further delay realizing this 
objective.  

• Eliminated this objective from 
future plans and, instead, lean 
on the findings of the next 
Program Review.  

 

During the fall 2019 semester, Dr. Zompetti oversaw the work for COM PR, principally the creation, production, and 
dissemination of the fall edition of the newsletter, which was published in both electronic and printed forms. In the 
spring 2020 semester, we published only an electronic version of the newsletter.  

The closure of ISU’s campus at midterm in the spring because of the COVID-19 pandemic was a shock to the COM PR 
system (as it was for everyone), but not too bad. Because we had much of the content for the spring edition of the e-
newsletter done by spring break, the main work was completed online for finalizing the texts and graphics for 
publication then preparing the newsletter for release over Rel@y through UMC. The students, together with UMC, 
adapted well and worked well in producing a solid e-newsletter in April. The following table shows UMC’s analytics for 
the e-newsletters over the past three last years: 

Action Fall 2017 Spring 2018 Fall 2018 Spring 2019 Fall 2019 Spring 2020 
Emails sent 6152 6017 7275 6329 6369 6534 
Opened 1261 1498 1798 1081 851 1904 
Opt-outs 33 12 25 34 40 41 
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The data here show a fairly stable distribution of email about the e-newsletter over the years and fluctuations in the 
number of people who open the email. Those who opted out of future emails grew year to year after spring 2018, with 
the last year being the least amount of growth. I have asked UMC about recommendations for trying to inspire more 
people to open the e-newsletter email. It would also be good to measure (if practicable) whether and how much any e-
newsletter story made an impact on people, and this dimension would require a very different methodology than the 
analytics that UMC uses. 

The principal output each semester is the e-newsletter, as its content is applicable to the other objectives. UMC knows 
what we are producing because the folks there help us prepare our communication products, which can help in getting 
COM’s stories in UMC publications. When it comes to ISU Media Relations, the obstacle to getting that group to pitch 
COM’s stories to news organizations is probably the lack of fit of COM’s news with ISU’s overall priorities in pitching 
news. For example, repeated attempts to have Media Relations promote Dr. Zompetti as an expert in civil discourse 
failed, even in the prevailing sociopolitical climate that has been perfect for his expertise. Additional interaction with the 
folks in that group ought to inspire more action on the news about the School in external, mass media, including giving 
students training in media relations. 

A continuing challenge is obtaining students to staff the COM PR team. The semester-to-semester number of students 
varies (as this year shows), plus turnover that normally occurs poses a problem in maintaining momentum in the 
promotional progress for the School. Continued aggressive promotion of COM PR as an opportunity to gain valuable 
work experience must be developed and employed so that students are “hired” and “trained” sooner for the work the 
team must do. This summer I had a second-year graduate student, Delaney Somers, work with me as an intern to 
develop content for COM’s digital channels, assist in updating area-specific plans in support of the overall COM PR plan, 
and work on other projects as assigned.  

The School’s strategic communication plan was originally designed to be updateable year to year, making planning more 
efficient and enabling sufficient continuity with the School’s overall strategic plan. So the principal organization of the 
strategic communication plan remains the same as previous years, and important revisions have been made for the next 
year in Section 1.1, Section 1.4, Section 2.3, Section 2.4, Section 2.5, Appendix A, and Appendix B. Especially notable is 
the addition in Sections 2.3 through 2.5 of a new objective focused on achieving the RERIP goal yet to be set by the 
university for COM, which effectively resurrects but expands what we did for ERIP. 

With three years of COM PR behind us, I am convinced that promoting COM can be and should be a full-time job for 
someone (plus interns) with the requisite knowledge, skills, abilities, and experience in public relations. There is a ton of 
potential that can be realized if and only if someone can focus on the PR opportunities that are essential to making the 
School of Communication more known, respected, and supported (attitudinally and financially) from its stakeholders 
and, additionally, among those who could become stakeholders. (See the dedicated objective in the School’s strategic 
plan for this very matter.)  

Please let me know whether you have any questions and would like to discuss this report. We should also meet to 
discuss the AY2020-2021 COM PR strategic communication plan, especially as I will be on special assignment as acting 
chair for the Department of Physics in the fall 2020 semester. I will continue to lead COM PR during the fall semester to 
the greatest extent that I can. 

* * * 
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Appendix C – School of Communication Strategic Plan Outline 

 
Strategic Focus Goals 

1. Enact academic 
excellence 

Goal 1.1: Develop and maintain rigorous academic curricula. 
Goal 1.2: Enhance opportunities for co-curricular learning activities. 
Goal 1.3: Enhance support for faculty research and creative activity. 
Goal 1.4: Enhance and encourage support for student research and 

creative activity. 
Goal 1.5: Enhance support for professional development 

2. Revitalize 
operational practices, 
physical infrastructure, 
& technology  
for continued academic 
excellence 

Goal 2.1: Conduct a thorough and actionable space audit. 
Goal 2.2: Establish a Facilities and Technology Committee to 

address all matters for space and technology utilization 
Goal 2.3: Implement distance-learning capabilities for all programs. 
Goal 2.4: Converge technology support for all student media outlets. 

3. Expand financial 
support for greater 
academic excellence 

Goal 3.1: Consider ways for greater transparency about School 
financial matters. 

Goal 3.2: Strengthen School-focused development program. 

4. Promote the School 
to constituents 
strategically 

Goal 4.1: Institute a dedicated organizational function to promote the 
School among all constituents. 

Goal 4.2: Promote the local, state, national, and international visibility 
of the School’s programs, student successes, and faculty 
and staff achievements. 

 

 


