Athletics: 
$10 for 8 years in a row
$10.30 increase
flat for last 8-10 years. One increase was a nickel, 9.95 to 10.00
1. 1300 buy season hockey tickets, 5 dollar discount
2. all undergrad to every other sporting event (football, hockey, basketball) 
7.30 

Remaining $3 is sports marketing unit; create marketing efforts directed at increasing attendance to undergrad students. Amount spent exceeds what we get 
Fee from graduate students (same discounted hockey tickets, free admission) no marketing, no $3 attached to it. Mutually beneficial to both parties, offset foregone ticket revenue; relatively reasonable amount for undergraduates due to benefits received. Operating costs increase over time (justify request for additional dollar, costs have gone up over last 8 years, cost pressures) 
$3 targeted to marketing, remainder is income that helps us operate our department; offset by income having students pay to attend. 

Request similar amount next year; strategy in the past is reasonable increase every few years rather than small increase every time. Request 0 increase. 

Paul: Daily Sun (advertising, sports section), best printed material to get in front of students; 
Becca: not going to increase next year, what has the extra 30 cents gone to? Salaries, charter buses to go to games, utilities, fund operations 
Jordan: online advertising v print rates
Georgina: insight about giveaways, some of them that get more ppl to come to games; some that worked better than others (t shirts most popular) thundersticks, foam fingers, create an environment at the event, food giveaways; WII unit 
Varun: social media marketing 
Matt: student athlete advisory committee (SAAC, Red Key) neon necklaces, administrative support, place to meet 
Paul Russell: halftime promo 
Kevin: giveaways, 2015-16 projected, beanie caps going from 2000 to 6000, 1/3 of giveaway expenses; 
Paul Monaghan: pricing of t shirts (breadzone 9000, cancer awareness 2000) difference in volume of t shirts changes, cancer awareness, some years more than others, 
Varun: sports marketing group, promotions, deciding what to do, carrying it out, no budget, anything they do, we’d pay for 
Jordan: buy season hockey ticketes save $80; discount for students who buy individual tickets; discounted ticket, only if buy season ticket. Can’t afford that, worth looking at, few single game tickets in student section 

Jason: meritocracy, team does well, revenue comes; entire budget plan is marketing, team does well, people come, not 
Paul Russell: advertising, ½ of advertising budget is spent on daily sun ads (not many people going to events bc of sun ads, significantly decreased, online promo videos, are people seeing these? Decrease 
Varun: too small carribeaners, student side that works with them to come in; separately, no these people don’t listen to us at all; provide valuable input as well. Maintain for big red sports pass. 
Paul Mon: 30,000 take the free stuff and leave; not making them stay at the game, where the t shirts and giveaways and getting people to come to the game; team actually doing well has more of an effect on people wanting to go to the game money that could be spent better elsewhere. Decrease  
Georgina: moral of the game, people going there, it does help; quantify that is hard; cut advertising for Sun, marketing for carribeaners, actually decrease them or reallocating. Only $5 per ticket. Reallocate their funds; 
Kevin: cutting costs, getting away from Sun, t shirts 30,000 is a joke; every experience is just to get the t shirt and leave, gap between him and advertising marketing person, 4,000 increase in beanie caps for, decrease 
Julia: not using student input well; generally, recommend they actually engage with students. Hockey (highly excluded from it- pay gap) not accessible, make season hockey tickets less expensive, using ineffective expenditures on marketing to go to subsidizing cornell’s most reknown sport
Becca: maintain, decrease marketing budget, have that go to discounted individual games instead of marketing, free food Fridays

Varun: allocate funds better, instead of marketing, use more funds towards hockey games
Kevin: makes sense, hockey ticket sales decreasing bc not as good, push for discounted hockey tickets 
Georgina: $13 to $11 per ticket isn’t a huge difference; 13,025 reduce by a few hundreds to create more game by game availability 
Do they sell all their season tickets? 
Decrease individual tickets if we reallocating to marketing? 

Spend too much on marketing promotion, reduce funding, if you can make it more affordable for students overall, we won’t decrease. 40,000 on marketing nad promotions each year, we’ll cut you. 
Dec 9
Inc- 0 
Maintain- 0 








Cinema 


Last year: 180 programs
Over 300 screenings, increase in subscriptions 
Diversity and inclusion programming; 
Grant: 3D projection for WST; raise 10,000 in matching funds (crowd source funding w hopes of raising this) 
Scan student IDs: 

Becca: expense reports (Office rent and benefits expenses) Benefits (fringe benefits, they are what cornell univereisty offers to staffeers, charged to each benefit, tied to wages we pay out to wage of 34.9%, charged whether we want to or not. Benefits are retirement and health insurance. Office rent: 5,000 per year (assessed office rents by dean of students office) 
Varun: received new equipment, more expensive; higher cost of film for 3D film, initial startup costs but recurring cost should be the same, all upfront 
Paul R: graphic design and head projectionist? Head projectionist, inspect staff/films, maintain equipment, deal w shipping of films, skilled job, train student projectionst, employ 6 student projectionists, head trains them and that takes a while; 35 mm projection (traditional) and new digital projection, overseeing equipment, minor repairs. Studnets are paid, employed
Julia: spend 5000 on flick sheet printing, means of advertising, 8000 of advertising, digital or variety of advertising things? Listing showings, not just a multiplex; cutting print ads, not printing weekly in Ithaca times; cut back on print advertising, movie posters 
Paul M: wages: 
1. how many people do you employ? Only 2 people who work full time throughout the year (Doug and herself, 75% is covered directly by A&S remaingin 25% + Doug and 75% admin and shipping manager. 2FTE (Full time equivalent) none of that is SAF. Direct programming expenses and indirect programming expenses. These costs incur to put the programs on; incur other costs too but head projectionist is essential is SAF wage. 6 students (21,256) presenting programs 7 nights a week, can’t afford to have ppl not show up to work but not SAF 

Walk us through difference between direct and indirect student labor costs? Not charged to SAF, but head projectionist and graphic designer are? Budget sheet: 2 different numbers for head projectionist wage (55,426 on pg 7 but last page, it’s 29,870 + 5950= 55?) 
Matt: accessible to all students, and students w disabilities (caption films? Foreign language subtitles, close captioning for other things, pricing data) 
Jordan: push for having 3D movies, fundraising campaign? 35 mm capability, digital, transition, fills out full complement; art house films. Page 5 of packet, issues with ID scanning; prediction of unique undergrads 
Paul: Spring: trial run of ID scans, scan 3,000 undergrad IDs and of those 3,000, 68% were unique. 
Sam: which movies/genres are more popular and struggling to make average attendance? Hollywood movies tended to do very well but independent film broadly don’t perform as dramatically different as you think; track attendance/ticket sales, 
Shashank: 3D movies, annual cost to maintain that? Replace anything that breaks, glasses don’t fold up, stay rigid 
Jason: difficult to go to all the movies; repeated 2-3 times 
Kevin: August, new students, free, (attendance rates?) October, consider setting up movies to time of year (scary movies that would interest some students to coming) special promotional event 
Georgina: know by April (costs, trim costs, deficit) film costs increased, 
Paul: Demand induced by professors requiring students to go to shows? A lot of events that are introduced by faculty in conjunction with students. Tonight’s screening is faculty. A lot of forms, America cinema class (American classics series) 
Becca: Student input outside of your board? Surveys of what movies? Mailing list. Getting student volunteers? 
Julia: surveying goes to mailing list, anymore general survey? And facebook 

Would you ask for an increase/dec/remain the same? 

Attendance 
3D movie: changes in the space? Costs adjusted for that? 


Cinema: 
Paul: try to get graphic design person, get student group to do it, group they actually have, cornell cinema group who does this, annual fliers, weekly advertisements, ppl on campus do, interested in getting involved with the cinema (5,000) paying 
· paul: same concern w graphic designer, and head projected 
· traci: 
· varun: technical job, not something students can do; technicalities, upkeep of the film
· becca: 
· shashank: remaining programming costs? SHASHANK CC 
· paul: clarify, why they have byline funding pay for 1-2 positions (graphic designer, head projectionist) those 2 people are paid from the university 2MT, why is head projectionist 48,000 from byline? 
Julia: funding cuts, can’t byline fund projectionist, advertising spending, find some other way to fund that? 
Shashank: outside funding, 

Cinema: Maintain 
· cut marketing budget, 
Sam: asked to stay the same. 3D, keeping normal. Shouldn’t get decreased, doing a lot, doing more with 
Paul: ask using byline funding for that one position? 
· justification for why we should use byline funding for it? Sets precedent that Cornell can cut important roles, students keep picking up the tab 
· why that specific role is being byline funded 
Shashank: solve discrepancy on forms? 
Julia: university slashes humanities
Becca: school pays for their salaries, if projector is so critical and they can’t put on movies without it, we stipulate, we won’t pay, it must be paid 
Shashank: what else are the salaries? Administrators, employees? Who else pays? University pays? Need to figure out why such a crucial position isn’t being paid by the university. 

Inc: 0 
Dec: 0
Remain: 7 if we can find out why 
[bookmark: _GoBack]




Collegiate Readership Program

USAToday: discussion over the years, manage the programs for publications that are part of the readership program, managed by 2 separate entities, 
USAToday 2004- launched the program, idea behind the program was to provide news to students, variety of news sources, choice of what kind of news they want to read, where the newspapers were picked up, dramatic decrease of consumption of newspapers 
Charging for what’s being picked up; not charging for papers that are being dropped

Print + digital: student writers writing; oversee what’s going on with this program 
Allocations asked for has decreased from previous years: $5 allocation per student (covers whole cost of print program and digital program) digital component and keep costs low; byline set at $5, the Buzz, $6 per students 
· not cost anything additional bc the price decreased 
· free to download, getting feeds from the campus (include student newspaper, university communications, SA, student radio station, broadcast station, variety of resources on campus, campus feeds integrated, local news, all managed by dashboard, designated by org on who’s going to manage that app, ads for new orgs) 75-80% is your say. 20% comes from national collegiate program, events calendar, promote news

Shashank: usage rate? 7% for the first year, 9% second year, and grows in increments similar to that in following years; instant results on dashboard of what the analytics are. Combines totals for USAToday and NYTimes. NYtimes is 2 times as much as USA today. Decreasing the same rate? Yes. 
Becca: cost of the Buzz. NYTimes is included? Free access; cost associated with that. Readership program set up for print, moving into digital world, enhancements to the program, keep it in the same price range w the same digital component. What comes with the print version of the programs? 
Kevin: Downloads, etc, IOS and Android; uptick for 2016 jan and feb that goes down later in the year? Marketing is the biggest component of this program. Awareness, making students aware of this app is huge. Hire students to help us with marketing efforts on campus bc know it’s a challenge to get the word out 
Georgina: student pickup rate for physical newspapers around campus- if they weren’t picked up, those are picked up. Not charged for newspapers not picked up. What happens to that money? Leftover? Only charging papers that are picked up; reserve, consumption not exactly as predicted (RESERVE ACCOUNT NUMBERS?) 
Paul Russell: Buzz app: are students able to decide which publications they want? Don’t want to see Ithaca journal? Own menu tab. Annual pricing- is that expected to continue? 9000 annually, sept 2017, higher, will that continually rise? Dropped, 39,000 to 38,000, lowered # of USAToday. Annual app is 12,000; 9000 for first year of program. NYTimes not included in the publications of the Buzz. Digital pieces are completely separate. Print program combined 
Jason: USAToday is free, is that worth the 9000? Cost of development? Free news from USAtoday, variety of news sources all in one. 
NYTimes
Full Site License for the campus: based on total number of students, undergrad and faculty; rate based upon how much revenue coming from a campus, rate would be higher. $11.00, keep a portion of print program. $2.86 set; site license is same that a consumer can purchase. No limitation on a digital subscription. Thousands of subscribers getting education rate; price for entire campus, heard a lot from undergrads, pay for this program, limit it to just undergrads, work out something more consumer friendly. Limit access to just undergrads, 
$40,000 annual subscription fo NYTimes.com 
Print: adjustments in quantity, cover the cost of the site license, 

15,000 around Cornell subscribe online 
Dartmouth and Columbia, receiving list of individuals that do register 
Approve, receive access, send list, look through it, 
Administrator looks 
Print copies of the paper: 
Jason: 40,000 keep limited number of paper copies, and get the portal access  
- what would it look like if we wanted to keep like 315 print copies? 
Paul: full access to archives, video, sections of NYtimes, download app, full NYTimes, same all digital access a subscriber has 
Tabling event, template emails 
Diana: kept a few print copies, only charge for what’s consumed. Last academic year, 277 NYtimes consumed per day, 70 cents per copy, 20,000; reduce to 200. 135 academic days. 18,000 
Sam: users would have all the access that paying customers have, morning newsletters, clicking from those newsletters, not limited, read 5/10 doesn’t exist. End of 52 weeks, come through portal again, don’t want to pay for them any longer. Common data set, higher enrollment, lower enrollment 
Julia: advantage to doing this through you instead of just our tuition through cornell library. Using this, your own individual subscription base, push notification sof news breaking, search archives, full video access, create your own personalized email news alerts, morning email that’s specific to a topic, proquest is text only, 3 months for content to hit subscription, there are limitations
Becca: 

Paul: NYTimes, better resource, not very many students 
Jason: how excited came in as freshman and saw free copies of NYTimes, promote readership, 
Shashank: free news sources, politico
Sam:
Paul: 
Becca: still want print access, NYtimes online subscription; print copies of USA today which is 6000 
Julia: genuine resource 
Paul M: both online and print subscription; not articulated well. Why double when you can get everything online? 
Shashank: 1700, 2000 students on campus who have their own subscriptions 
Julia: 

Numbers: lack of actual numbers, 
Buzz Apps: target was 7% 
Julia: local news, look toward Ithaca voice online based, don’t need support from local 

Jason: compensated, rollover, keep print for both
Paul: print readership is dying out, popular 10 years ago, demand dropped, get online subscription, supplement it with print access 
USA Today: for free on your phone 
Shashank: more financially feasible to get rid of it 
Paul: 
Jason: representing student body,  
Shashank: keep print, keep both, monopoly over print 
Becca: keep both prints, cut down number supplied, consider having NYTimes online subscription
Julia: 
Paul: numbers, doesn’t make sense to continue print media 
· paying less, not paying same amount, demand reducing year after year 
· 2.86 for NYtimes 0 for USA Today online free, 
Jason: compensated on remaining papers? 
Sam: cheaper to do online, 
Becca: definitely need paper copies, still demand for papers, 56,000 being read annually 
Paul: pick up newspaper, Tom expressed the fact that they’d set up tables and make it well known on campus, online subscription well accessible. 
Julia: demand on campus for physical copies 
Becca: 
Shashank: 
Paul: 
Paul M: 
Julia: Cost, through NYTimes, actual solid numbers, 
Jason: 

NYTimes online: 1 (Traci) 




