














Report to the UOG Board of Regents 

President’s 5 Deliverables &  
Para Hulo’ 2019-2024 Strategic Plan 

April 17-18, 2019 
University of Guam 



About the Presentation 

 5 Deliverables 
 Connections 
 Marketing 
 Academic Reputation 
 Wrapping up and extending Good-to-Great (G2G) 
 Increasing the Size of the Pie 

 Progress on Para Hulo’ 2019-2024 Strategic Plan 
 Q & A 



Connections 



Connections: Building Relationships 

 Making connections was a key objective of the "President Transition Guide” 

 The BOR Chair established the Transition Planning Committee to guide the 

process 

 So far, 104 meetings with external key personnel/organizations, more than 

 60 UOG meetings and gatherings 

 13 on-island and off-island alumni events 

 



External 
meetings 
(sample) 



Internal 
meetings 
(sample) 



Alumni 
gatherings 



Marketing 



2020-2024 Strategic Marketing Plan 

2020-2024 STRATEGIC MARKETING PLAN aims to: 

• Increase enrollment 

• Strengthen the institution’s reputation in Guam and beyond 

• Align communication efforts across campus 

• Position UOG as the premier higher education institution in 

the Western Pacific & a key partner among Pacific Islands 



2020-2024 Strategic Marketing Plan 

INITIATIVE 1: STUDENT RECRUITMENT 
 

 Increase both Undergraduate and Graduate emrollments 
 Support establishment of an International Recruitment Office 
 Implement a Customer Relationship Management (CRM) tool 
 Help develop new markets: Military, Transfer, Degree-Completers,  

Professional Development and Training 



2020-2024 Strategic Marketing Plan 

INITIATIVE 2: VISIBILITY  
 Improve public visibility of UOG academics, research, and service 
 Promote UOG’s reputation as the higher education leader the Region 
 Develop and execute an institutional visibility and awareness campaign 
 Highlight outstanding programs, students, faculty, and alumni stories in 

traditional and new media 
 Promote faculty as content and industry experts 

 



2020-2024 Strategic Marketing Plan 

INITIATIVE 3: ALUMNI RELATIONS & ADVANCEMENT 
 

 Invigorate UOG’s relationship with alumni:  
 Communication strategy 
 Events and connections  

 Help grow UOG’s Development & Alumni Engagement capacity 
 Build the UOG network and connect with CHamoru and Guam diaspora 

 



2020-2024 Strategic Marketing Plan 

INITIATIVE 4: MARKETING COMMUNICATIONS  
 Implement cohesive Marketing and Communications activities across 

UOG  
 Strengthen internal and external communication  
 Produce state-of-the-art marketing and recruitment materials 
 Develop more effective internal and external communications 
 Develop on-campus MarCom talent 



2020-2024 Strategic Marketing Plan 

INITIATIVE 5: BRANDING & MERCHANDISING 
 Increase brand awareness and affinity through: 
 Triton Store 
 Logo Merchandise 
 Licensing 
 Unified messaging and advertisement plan  

 Implement unified branding in all digital and printed materials 
 Evaluate and benchmark branding and editorial style guidelines 
 Implement UOG logo licensing and merchandising  

programs 



2020-2024 Strategic Marketing Plan 

INITIATIVE 6: WEBSITES, WEB APPLICATIONS, & MOBILE APPS 
   
 Continuously improve UOG’s website, web services, mobile apps 
 Implement “Student Portal” for UOG web services 
 Promote UOG’s online course and degree offerings 
 Continue moving manual processes to online 

 



2020-2024 Strategic Marketing Plan 

INITIATIVE 7: TRITON EXPERIENCE 
 
 Create a “Triton Experience” for all who visit the UOG campus 
 Contribute to the “Student First” customer service initiative 
 Create a campus Welcome Center 
 Develop a campus visitation program 
 Implement a campus signage and way-finding system 
 Develop orientation programs for new students  

and new employees  



Academic Reputation 



Raising UOG’s Profile 

 Highlighted UOG's Land Grant and Sea Grant status—applied for higher 
level for Sea Grant 

 Strong focus on accreditations: 
 Maintaining strong overall WASC accreditation 
 Renewed max 8-year renewal for Nursing accreditation 
 Renewed max 7-year renewal for SBPA accreditation 

 WERI again ranked among the TOP EIGHT of 54 national institutes in US 
 Renowned Marine Lab at core of new EPSCoR grant 



Raising UOG’s Profile 

 Western Pacific regional mission—GCC, PAA, NMC, COM-FSM, CMI 
 U.S.-Affiliated Pacific connections—PPEC, REL-Pacific, Islands of 

Opportunity Alliance with UH, ASCC, Chaminade, HPU 
 Pacific Islands collaborations—USP-Fiji, FNU, USP-Alafua, NUS 
 Island Universities collaborations--8-Univ Presidential Summit at CISX 
 International Higher Education Partnerships—6000+ English language 

students and 150+ partnerships in Japan, S Korea, China, Philippines 



Raising UOG’s Profile 

 Attracting students from all Guam high schools plus Texas, Korea, Japan 
 3rd year of 100% NCLEX pass rate in Nursing three consecutive years 
 UOG has chartered nine national and international honor societies, including: 
 Lambda Pi Eta (for Communications) 
 Sigma Tau Delta (for English) 
 Sigma Beta Delta (for Business Administration) 
 Blue Key Honor Society (service-focused for all disciplines) 
 



Growing the Size of 
the Pie 



Attracting Financial Support 

 Drafted proposed “UOG as a 21st Century University” Bill to promote ability to form 
Public Private Partnerships (PPPs) 

 Current PPP projects in development include the Shrimp/Talapia Hatchery and 
International Residence Hall  

 Focus on new markets including international students, military, transfer students, 
professional certificates, and corporate training 

 Revenue Expansion Team led by SVP Dr Anita Enriquez has identified $1.53M in 
potential revenue from new projects for AY19-20 

 Growth of Federal grant portfolios and contracts to $64M 



Attracting Financial Support - UOGEF 

 University of Guam Endowment Foundation 2018 report: 

 “G is for Giving Campaign” raised $33K surpassing prior goal of $21K 

 Proceeds benefitting student scholarships, programs, and research 

 CIS garnered the most in donations by raising $10,599 

 2018 Corporate Giving topped $970,000. 



Attracting Financial Support - UOGEF 

Examples of New Scholarship and Institutional Partner Funds: 
 Dr. Karri Perez Entrepreneurial Scholarship (Endowed ) - $26,180 so far 
 Jon Anderson Journalism Scholarship - $2,095 raised so far with plans 

for a golf tournament later this year 
 Triton Athletics General Fund (Booster Club and Triton Productions) 
 Outreach & Engagement Fund 
 Integrated Marketing Communications Fund 
 Information Technology Fund 
 School of Engineering Building Fund 



Attracting Financial Support - UOGEF 

2019 Q1 contributions received greater than $2,000 from nine companies and 
individuals for a total of $111,100 
 Takagi & Associates = $45K 
 Bank of Hawaii = $25K 
 UOG Sea Grant = $15K 
 Bank of Guam = $11.1K 
 Hawaiian Rock = $5K 
 IP&E Holdings = $5K 
 Kathleen Owings-Jones = $2.5K 
 Guam Southern Soil & Water Cons. District = $2.5K 



Attracting Financial Support - UOGEF 

2019 Cultivating Donors, a few examples:   
 Tom Tajalle of BT, Inc. – Room naming of renovated recreation 

room and atrium area at one of the dormitories 
 Dr. Chen of American Medical Clinic – possible naming 

opportunity of digital library and/or endowed faculty position 
 Ms. Susana Parks – possible naming opportunity for MARC Digital 

Library 
 Hawaiian Rock Products – Noted $275K pledge  

for SENG building supplies given at time of  
USDA application 



Attracting Financial Support - UOGEF 

Envisioning New Naming Opportunities 
 Currently reviewing prior naming price lists and reviewing opportunities 

with deans and advisory groups 
 SENG – rooms, building, equipment donations, scholarships, endowed 

faculty chair 
 SBPA – rooms, donor walls with tiles and tiered donor levels 
 Athletics – arena, tennis courts, fields, classrooms, score board/time 

clock, bleacher areas 



Wrapping-up  
Good-to-Great (G2G) 



Sorting Tasks that are Done from  
those to be included in the New SP 

 In 2014, G2G had a total of 205 tasks: 94 tasks got done in Phase I 
 By January 2019, there were 111 tasks remaining in six focus areas: 
 Academics:  Items 1-57 
 Financial and Administration:  Items 58-83 
 Devolution:  Items 84-86 
 Staff and Workforce Portfolio:  Items 87-97 
 Student Experience:  Items 98-108 
 Plant Facilities and Fund Raising:  Items 109-111 



G2G wrap-up – Example 



G2G wrap-up 

By March 9, 2019 – 111 tasks were sorted by: 

52 - Done 

27 - Ongoing 

  2 - No longer relevant/reconsidered 

30 - Move to the new Strategic Plan or a Unit’s plan 



Progress on  
Para Hulo’  

2019-2014 UOG 
Strategic Plan 



2019-2024 Strategic Plan update 

 UOG’s 2010 Plan culminated with G2G: Now it’s time for a new plan to 

stretch to next WASC accreditation visit in 2024 

 Strategic Planning Team formed Jan 2019:  

 President’s Council (16 people) plus 11 faculty, staff, SGA President 

 Using prior work from G2G and Collaboratoriums plus surveys to reach 

930+ employees and 3,700+ students 



Our 
Planning 
Framework 
 
Phase I: 
Feb to April 
 
Phase II: 
May to 
August 



2019-2014 Strategic Plan update 

Phase I:   
• Vision 
• External & Internal Environmental Scans 
• Shared Values 
• Mission 
• S.W.O.T. - Strengths, Weaknesses, Opportunities, Threats 
• Strategic Initiatives 
• Priority Criteria 



2019-2014 Strategic Plan update 

Phase II:  Develop for Each Strategic Initiative:  
• Goals 
• Objectives 
• Actions  
• Team Lead 



2019-2014 Strategic Plan update 

Phase III:  Following BOR approval … 

 Initiation of efforts along prescribed timeline 

 Precise tracking and reporting on public-visible website 

 Course corrections, as needed 

 Acknowledgment and celebrations of successes 

 Open to other opportunities, and course corrections, 

as they arise 



Transforming lives, advancing communities … 

Draft Working Vision 

 

Visions are about the impact we want to have, long term, within the scope of 

our Mission 



Current reality: External Scan - 
Stakeholders  

 Students / alumni 

 Faculty / employees 

 Employers 

 Regional and international partners 

 Community 

 Prospective students 



Current reality: External Scan - Trends  

 Global perspective 

 Distanced ed / on-line courses 

 Environmentally responsible 

 Advances in technology 

 Changing relationship with the region 

 Decreases in funding 

 Economic uncertainty - locally and globally 



Current reality: External Scan –  
Competitors & Collaborators  

Competitors 

 Online programs / universities 

 Hawai‘i / Mainland U.S. universities 

 Community colleges - local/regional 

 Military 

 Private / public sectors 

 

 

 

 

 

 

 

 

 

Collaborators   

 GCC and other CCs in Region 

 Guam Dept of Education 

 Private high schools in Guam/Region 

 Private sector partners 

 Public / GovGuam and Region 

 Other institutions of higher learning 

 US Federal partners 



Current reality: Internal Environment –  
Organizational Atmosphere / Culture: what 
works well?  

 Diverse students / faculty 

 Land Grant university status 

 Great & innovative people who believe in UOG 

 Governance structure 

 Research (depth & variety) 

 Opportunities 

 Community partners 



Current reality: Internal Environment –  
Resources:  What needs to be improved?  

 Need resources, especially from GovGuam  

 Need stronger student support and services 

 Need to be more proactive vs reactive 

 Need more collaboration (be less siloed) 

 Need more succession planning/cross-training 



Current reality: Internal Environment –  
Resources:  What needs to be improved?  

 Transformation of organizational sub-cultures - tension between 
support units and faculty operational units (academics) 

 Student-faculty engagement (Improve two-way connectedness 
between students and faculty) 

 Increasing public visibility/fostering public confidence in UOG 
 Gaining recognition that UOG is an investment (not an expense) 
 Building on strengths of alumni and cultivating alumni relationships 
 Student Center / facilities (in general) 
 Improved student-life experience 



Campus-wide 
• Respect and 

Supportiveness 
• Honesty, Integrity, 

Trustworthiness and 
Dependability 

• High Standards 
• Diversity 
• Community Engagement 
• Sustainability and Campus 

Beauty 
• Innovation and Proactivity 
  
 

Role Groups 
• As Students 
• As Staff Members 
• As Faculty Members 
• As Administrators 

Shared Values (draft): UOG’s 
behavioral compass 



The Co-creative Process in Crafting 
Values! 



UOG’s Mission Statement V2: what, 
where, how – survey says 



Working to enhance the words around Ina, 
Deskubre, and Setbe …. we called in the spirit 
of Thomas Jefferson! 



Where we are now on our draft Mission . . . 

"INA, DISKUBRE, SETBE: The University of Guam 

enlightens (Ina) and empowers the region to discover 

(Diskubre) island wisdom and global truths with a 

commitment to educational excellence, responsible 

research, and service (Setbe) to the world.”  



Opportunities - public input (available in 2 weeks) 



Opportunities - public input (available in 2 weeks) 



How should ideas be prioritized?  
26 suggested criteria so far, including … 

1. Fit to mission: Meets relevant demand and is aligned to institution’s mission 
2. Quality of program / activity: improve the quality of all (faculty and student) 

research findings; Strengthens quality and integrity of degree program 
3. Financial sustainability and efficiency, productivity: Net return on investment 

over 10 years 
4. Demand and relationships: Filling an untapped formal or informal educational 

niche, or the expansion based on a large enough market base. 
5. Student Experience:  Efforts that will substantially improve the student 

experience and ensure that the students are receiving appropriate services in 
line with the financial contributions they make to the University. 

6. Organizational efficiency: promote projects that improve the effectiveness of 
our people 
 



Next Steps 

• Conclude Phase I 

• Work on plans to get the right people involved in Phase II 

• Communicate, communicate, communicate 

Next steps 



QUESTIONS? 
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