








Community
Service

Important to note but too extensive to
itemize is our faculty’s involvement in
public and community service. In addition
to the School’s programmatic contributions
to local, regional, state-wide and in some
instances, national and international com-
munity initiatives in the area of scholastic
journalism and nonprofit organization de-
velopment, 100% of the School’s full-time
faculty is engaged in community enhance-
ment and leadership on an individual level.
Our faculty occupies leadership posts with
17 community-based and professionally-
focused nonprofit organizations. They serve
as board and committee members to orga-
nizations as diverse as Planned Parenthood
of Virginia and the American Institute of
Graphic Arts. As a group, the School’s 20
tull-time professional and academic faculty
preformed pro-bono professional services
for more than 30 different community-
based and academic organizations. As a
practitioner and advocate of the university’s

Challenges

CRT/tanaka CEO Mark Raper, retired Warner Bros. executive Dick Robert-
son and Dr. Turk attend the School’s 2009 spring Advisory Board meeting.

® Maintaining and even
improving upon the quality

of the teaching and learning,
scholarship and service in the
School, central to being able to
move forward with success-

long held tradition of community service,

Mass Comm faculty contributions to

community-based nonprofit organizations
represented a major investment of time and

talent for the '08-'09 academic year.

Objectives

m Search for and fill three permanent
full-time faculty positions: one in cre-
ative advertising, one in strategic adver-
tising and one in broadcast journalism.

m Develop and implement a plan for a
journalism portal on the School's Web
site that is linked to undergraduate
journalism curriculum revision and to
the School’s strategic initiatives (strate-
gic plan). Using the journalism portal
as a starting point, develop portals for
the advertising and public relations
sequences as well.

m Revise the undergraduate journalism
curriculum to infuse it with multimedia
concepts and skills.

m Explore, at the request of the Presi-
dent’s Office, a potential affiliation of
VCU HD-TV with the School.

m Begin implementation of the School’s
strategic initiatives, most significantly
initiatives related to reaccreditation

m Recruit and enroll viable student
cohorts for the master’s degrees in Stra-
tegic Public Relations and Multimedia
Journalism.

m Continue to recruit and enroll students
in the Fudan University - VCU dual-

fully seeking re-accreditation in
2011-12.

= Implementing strategic initia-
tives approved by the faculty in
April 2009 that include several
new initiatives as well as con-

tinuing and improving existing
programs and activities.

m Updating and revising cur-
ricula to stay abreast of (and
optimistically ahead of) rapid
changes in the advertising,
journalism and public relations
professions.

m Supporting faculty efforts to
ensure their professional skills
and abilities are appropriate
to teach the courses and skills

for 2009 - 2010

degree program in Strategic Public
Relations.

m Work with Fudan University to
develop a weekend/evening/
online graduate program or certifi-
cate in advertising.

m Increase research/creative activ-
ity output of full-time faculty.

m Increase national and interna-
tional recognition of student work
through contests and competi-
tions.

m Increase alumni participation
and unrestricted giving by 20%,
with two-year goal of growing
alumni participation to 10% of to-
tal alumni (5,000+ by Fiscal 2012).

m Continue to engage the School’s
professional Advisory Board and
constitute in Alumni Stewardship
Steering Committee in Fall 20009.

m Enhance School branding and
communication through rede-
signed Web site, social media
portals, new annual report for
external audiences and continued
production of alumni newsletter.

required in curricula that reflect
rapid industry changes.

m A ratio of students to full-time
faculty that is undesirably high,
resulting in more than half of
mass comm courses/sections
being taught by adjuncts.

m Replacing two tenured and

one full-time collateral faculty
members who resigned in the
2007-2008 year in a climate of
significantly reduced funding.

m Meeting increased admin-
istrative and student support
needs (particularly academic
advising) created by continuing
growth of the School’s under-
graduate programs, which now
enroll more than 1,200 majors.

m Meeting basic operating
needs/expenses with an op-
erating budget for the School
that even before budget cuts
was less than half of the actual
expense of its undergraduate,
Strategic PR M.S. and Multime-
dia Journalism M.S. programs.

m Raising private financial sup-
port from alumni, friends and
communication industries hard
hit by the economic recession.

Young alumni
share a smile
during the Spring
‘09 Alumni
Networking
Social



