
Institutional Effectiveness Plan (IEP) 
Annual Report Template 

Purpose 
The purpose of the annual Institutional Effectiveness Reports and Institutional Effectiveness Plans is to establish a transparent process 
to review department, college, and divisional goals, assessments, and resource needs as they relate to achieving the UAFS 2023-28 
Strategic Plan and mission-critical goals. 
 
Included materials 
Institutional Effectiveness Plans will establish current and future year plans and resource needs as they align with the 2023-28 
strategic plan. The annual reports will reflect the following: 
 
Section I. Report on the outcomes of the previous year fall, spring, and summer (previous academic year) 
 
Section II. Provide details of current year plan for fall, spring, and summer (current academic year) 
 
Section III. Provide plan for following fall, spring and summer along with any short-term/resource needs (plan for following academic 
year and resource requests 
 
Section IV. Provide plan for future years and longer-term resource requests/needs 
 
Timeline for reports and plans for fall 2023 
This timeline is to be followed for the reports submitted in fall 2023 to set baseline data for the UAFS 2023-28 Strategic plan.   

 
Setting baseline KPI 





increased web traffic, UAFS also enjoyed a 3.33% (58k) increase in digital advertising conversion rate, a 82% ($161.29) decrease in 
acquisition cost, and a 40% ($1.04) decrease in cost per click for digital ads. Our ability to provide real-time data such as this has 
improved the internal support from campus partners. With a primary focus on new student lead generation, our challenges come with 
targeted, strategic program marketing. As the five centers of excellence emerge, it will be vital to dedicate sufficient marketing 



operations are experiencing significant declines in participation. On a positive note, we don’t have these decades-old habits and have 
been able to experiment with the “right” solutions for our annual giving donors. As we move closer to the campaign’s public phase, 
ramping up efforts in this area and infusing the campaign copy at every opportunity will be vital.  
 
The UAFS Foundation Inc. achieved record highs closing FY23 with a balance of just short of $130M in total assets. The Foundation 
portfolio gained 7.2% in the financial markets and outperformed several institutional benchmarks. The goal of the Foundation’s 
portfolio will continue to be to provide support for UAFS. We will strive to add new assets to the portfolio while maintaining a 
conservative approach to its involvement in the financial markets to protect the resources our donors have entrusted to us. The UAFS 
Foundation Inc. was Arkansas's 29th largest private foundation, ranking 3rd among institutionally related foundations (only UA and 
ASU were larger) for the previous year. In relation to the strategic plan, UAFS has prioritized the scholarship component of the 
Foundation’s resources. In FY23, we strived to optimize the Financial Aid process while internally building a new accounting tool to 
provide more immediate balances. This new tool (set to be released in January 2024) will allow all departmental representatives 
serving as foundation account spending authorities real-time access to their accounts. This will include scholarships. The finance 
committee of the UAFS Foundation shifted its voting calendar to better align with the university’s recruitment process. Moving 
forward, KPIs will be set to optimize the calendar for awards but also to spend down available scholarships as much as possible in a 
strategic manner. In the following years, goals will be set for all foundation-endowed accounts.  
 
 

Objective Alignment with 



Increase 
Development 
Activity 

2.1.4.2, 2.3.1.1, 
2.3.1.2, 2.3.1.3, 
2.3.3.2, 2.3.4.1, 
2.3.4.2, 2.3.4.3, 
2.3.4.4, 2.3.4.5, 
4.1.2.2, 4.1.2.3, 
4.2.2.1, 4.2.7.1, 
4.2.7.2 

Increases in the core 
development metrics 
related to overall 
production, receipts, 
proposals, visits, 
contacts, moves 
management, events, 
sponsorships, and 
private grants 
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Our University 
Development team 
achieved incredible 
success in FY23, and 
to their credit, they 
immediately began 
executing strategies to 
keep the momentum 
moving forward in the 
campaign.  

Increase 
Efficiency of 
Strategic 
Marketing and 
Advertising 

1.1.2, 1.2.2, 
2.2.2.3, 2.3.4.1, 
2.2.4.2, 2.3.4.3, 
2.3.4.4, 2.3.4.5, 
4.2.6.1 

Increases in the core 
metrics related to 
Strategic Marketing 
and Advertising 
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University Marketing 
continued its 
impressive 
transformation into the 
digital-first approach. 
The buy-in from 
internal campus 
partners continued to 
grow, and from 
external constituents, 
more qualitative 
feedback was received 
than ever before.  

Increase 
Community and 
Campus 

1.6.2, 1.8.3, 
2.2.2.3, 3.4.3, 
4.1.1.1, 4.1.2.1, 

Increases in the core 
metrics related to 
Campus and 
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The institutional brand 
was more present in 
the community than 



Engagement and 
Brand 
Awareness 

4.1.3.2, 4.1.3.3, 
4.2.1.1, 4.2.3.3 

Community 
Engagement and Brand 
Awareness 
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influence on all 
institutional 
communications.  

Grow the UAFS 
Foundation, Inc. 
Portfolio and 
Increase 
Available 
Foundation 
Scholarship Aid 
While 
Optimizing the 
Process for 
Awards 

1.4.1, 1.4.2, 
4.2.7.1, 4.2.7.2 

Increases in the core 
metrics related to 
UAFS Foundation Inc. 
scholarships 
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undoubtedly lead to a 
more effective use of 
Foundation funds. As 
the mechanisms 
surrounding the 
process continue to 
sophisticate, the 
students, faculty, and 
staff of UAFS will 
reap extraordinary 
benefits from this 
work.  

Increase Alumni 
Engagement and 
Annual Giving 

1.5.3, 1.7.3, 
1.8.3, 2.1.3.1, 
4.2.3.1, 4.2.3.3  

Increases in the core 
metrics related to 
Alumni Engagement 
and Annual Giving 
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A more targeted, 
strategic approach to 
all alumni engagement 
activity was a 
dynamic shift for 
everyone involved. 
Changing the 
dynamics of long-
standing council roles 
was handled with 
incredible 
professionalism, and a 
reshaping of 
communications and 
events calendars has 
already seen positive 
results. The 
examination of the 
Annual Giving 
operation has led to 
efficiencies in records 
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management and gift 
processing and has 
begun the trend 
towards more 
productive appeals. 
The Day-of-Giving is 
starting to cement 
itself as a campus 
tradition and continues 
to grow in all 
engagement metrics.  

   #  
 
Section II. Institutional Effectiveness !"#$ for the Academic Year 23-24 (FY24) 
 
Tactic Alignment with Strategic Plan Pillar Assessment Measure and Performance 

Target 
Continue the “Quiet Phase” progress of 
the Comprehensive Campaign 

2.1.4.2, 2.3.1.1, 2.3.1.2, 2.3.1.3, 2.3.3.2, 
2.3.4.1, 2.3.4.2, 2.3.4.3, 2.3.4.4, 2.3.4.5, 
4.1.2.2, 4.1.2.3, 4.2.2.1, 4.2.7.1, 4.2.7.2 

Achieve 80% of the overall Campaign 
goal and begin to shape the overall 
strategy with an eye on the public phase. 

Increase Development Activity 2.1.4.2, 2.3.1.1, 2.3.1.2, 2.3.1.3, 2.3.3.2, 
2.3.4.1, 2.3.4.2, 2.3.4.3, 2.3.4.4, 2.3.4.5, 
4.1.2.2, 4.1.2.3, 4.2.2.1, 4.2.7.1, 4.2.7.2 

Increases in the core development metrics 
related to overall production, receipts, 
proposals, visits, contacts, moves 



Increase Community and Campus 
Engagement and Brand Awareness 

1.6.2, 1.8.3, 2.2.2.3, 3.4.3, 4.1.1.1, 4.1.2.1, 
4.1.3.2, 4.1.3.3, 4.2.1.1, 4.2.3.3 

Increases in the core metrics related to 
Campus and Community Engagement and 
Brand Awareness with a particular 
emphasis on branding within campus and 
community and a more strategic approach 
to corporate sponsorship engagement. 

Increase Strategic Communications 1.1.1, 1.1.4, 1.6.1, 2.1.5, 2.3.4.1, 2.3.4.2, 
2.3.4.3, 2.3.4.4, 2.3.4.5, 3.4.3, 4.1.1.1, 
4.1.1.3, 4.1.2.2, 4.2.2.1, 4.2.3.1, 4.2.3.3, 
4.2.6.1, 4.2.7.1 

Increases in the core metrics related to 
Strategic Communications with a 
particular emphasis on institutional voice 
through a targeted approach to centralize 
multiple communication strategies across 
campus. 

Grow the UAFS Foundation, Inc. 
Portfolio and Increase Available 
Foundation Scholarship Aid While 
Optimizing the Process for Awards 

1.4.1, 1.4.2, 4.2.7.1, 4.2.7.2 Increases in the core metrics related to 
UAFS Foundation Inc. and 



boost the Centers of 
Excellence 

execute comprehensive 
marketing campaigns) 

Tool to optimize the 
process for Foundation 
awards and centralize 
awarding within 
Enrollment Management 

1.4.1, 1.4.2, 4.2.7.1, 
4.2.7.2 

$15,000 (50% Cost 
share with UAFS 
Foundation for 2nd 
instance of SLATE to 
award all private aid 
via Office of Financial 
Aid) 

 $15,000 

     
 
Section IV. Long-term Plans and Resource Requests 
 
Tactic Alignment with Strategic Plan Pillar Assessment Measure and Performance 

Target 
Launch of the Public Phase of the 
Campaign 

2.1.4.2, 2.3.1.1, 2.3.1.2, 2.3.1.3, 2.3.3.2, 
2.3.4.1, 2.3.4.2, 2.3.4.3, 2.3.4.4, 2.3.4.5, 
4.1.2.2, 4.1.2.3, 4.2.2.1, 4.2.7.1, 4.2.7.2 

85% of the overall Campaign goal will be 
achieved in the calendar year 2025, and 
work towards 100% in 2028. 

Increase Development Activity 2.1.4.2, 2.3.1.1, 2.3.1.2, 2.3.1.3, 2.3.3.2, 
2.3.4.1, 2.3.4.2, 2.3.4.3, 2.3.4.4, 2.3.4.5, 



4.1.1.3, 4.1.2.2, 4.2.2.1, 4.2.3.1, 4.2.3.3, 
4.2.6.1, 4.2.7.1 

voice while also expanding the scope of 
targeted communications among new and 
strategic audiences.  



One additional 
communications 
professional will be 
needed to optimize 
internal 
communications fully 

1.1.1, 1.1.4, 1.6.1, 2.1.5, 
2.3.4.1, 2.3.4.2, 2.3.4.3, 
2.3.4.4, 2.3.4.5, 3.4.3, 

$50,000 salary and 
benefits (30%) $15,000 

 $65,000 

One additional 
communications 
professional will be 
needed to optimize 
niche external 
communications (CED, 
corporate engagement, 
advisory boards) 

1.1.1, 1.1.4, 1.6.1, 2.1.5, 
2.3.4.1, 2.3.4.2, 2.3.4.3, 
2.3.4.4, 2.3.4.5, 3.4.3, 

$50,000 salary and 
benefits (30%) $15,000 

 $65,000 

One-time money for 
external 
communications and 
internal employee 
appreciation efforts 
surrounding the 


