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ABSTRACT

The purpose of this study was to determine the utilization of selected
marketing elements by higher education institutions enrolling 5,000 or more
students by headcount. Selected marketing elements were determined by a
content analysis of marketing textbooks which yielded 20 such elements:
product, price, strategy, market, promotion, research, mix, analysis, advertising,
target, competition, segment, service, information, demand, forecasting, place,
purchase, image, and demographics. These elements became the basis for a
survey instrument designed specifically for this project. Furthermore, 15 items
on the survey instrument suggested various factors that might constrain the full
utilization of marketing.

In terms of the selected marketing elements, the results of the study
were: (a) these 20 elements were not fully utilized; (b) the most utilized
elements were service, promotion, target, advertising, and segment; (c) most
institutions reported that they did not utilize the elements of price, strategy,
research, information, demand, and forecasting; (d) service was the most and
strategy was the least utilized marketing element; (e) priorities in use of the
elements differed between public and private institutions--public institutions

placed more emphasis on research and demographics while private institutions
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were more concerned with forecasting; and (f) a significant statistical difference
in the utilization of the elements between public and private institutions
appeared in 7 of the 20 elements--price, market, mix, analysis, advertising,
segment, and forecasting. In addition, two factors constrained the full
utilization of marketing in higher education institutions--a lack of adequate
resources and the word marketing, and no significant statistical difference
between public and private institutions regarding the factors constraining the
full utilization of marketing elements was found.

The study also investigated who in the institution was responsible for
marketing it. In this case, higher education institutions assigned the
responsibility for marketing the institution to a specific position. Furthermore,
no statistically significant relationship was found between the level of the
person most responsible for marketing the institution and the level of
utilization of the marketing elements. In addition, the person most responsible
for marketing the institution held an advanced degree.

This research project includes a comprehensive bibliography and a
thorough review of all the literature published on marketing in higher

education beginning with the 1960s.

v
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CHAPTER 1
INTRODUCTION

This study was based upon the shared belief that higher education
institutions do not routinely employ sound marketing practices as a matter of
organizational policy. Shapiro (Montana, 1978), Kotler (1982), and Kotler and
Fox (1985) fully supported this contention. Probably the most common reason
given for the failure of higher education institutions to utilize marketing
strategies is offered by Kotler and Fox:

Some educators feel that marketing is incompatible with the

educational mission and cheapens education and the institutions that

use it. Even if marketing could be useful, they feel, it would be
unnecessary if people only recognized that education was good for

them. (1985, p. 16)

In spite of the prevalence of this attitude, marketing appears as an
academic discipline in many colleges and universities in this country. Not only
do they teach it, but also institutions of higher education offer degrees at the
associate’s, bachelor’s, master’s, and doctoral levels. Other business-related
academic disciplines such as accounting, management, and personnel are

routinely utilized by higher education institutions; some organizational units

even bear the name of the discipline such as Personnel or Accounting.
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According to Kotler, "Although university presidents . . . have readily accepted
such business functions as finance, accounting, planning, and public relations,
they have been more skeptical about marketing" (1982, p. 5).

Perhaps this skepticism has been based upon a misunderstanding of
marketing. Some educators, for example, feel marketing is really just selling,
while others believe that public relations and marketing are interchangeable
terms. This confusion is evidenced by a variety of comments. It is not
uncommon to hear, "We need to do a better job of marketing ourselves, so we
should hire some more admissions recruiters to get out there and sell our
programs.” In another case, an administrator might state, "We need to do a
better job of marketing ourselves, so we should develop a good public
relations brochure to sell our programs." Both of these comments belie these
two fundamental, but popular, notions about marketing. Both are incorrect.
A clear, basic distinction between marketing, selling, and public relations
exists.

Selling takes an “inside-out" (Kotler & Armstrong, 1991) approach.
This means that its goal is to sell the available product regardless of consumer
demand. Marketing, on the other hand, takes an "outside-in" (Kotler &
Armstrong, 1991) approach--the consumer need is determined before the
product is created. Peter Drucker, a current management guru, said with

insight, "The aim of marketing is to make selling superfluous" (Kotler & Fox,
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1985, p. 7). Therefore, selling might be defined as a fall-back position for an
ill-conceived or failed marketing effort.

Public relations is a management function whose purpose is to make
friends for the organization. Cutlip, Center, and Broom discussed public
relations as a task that ". . . identifies, establishes, and maintains mutually
beneficial relationships between an organization and the various publics on
whom its success or failure depends” (1985, p. 1). To accomplish this goal,
public relations uses some of the same tools as marketers such as promotion,
publicity, advertising, research, and surveys, which likely contribute to the
confusion between the two practices.

Like public relations, marketing is also a management function, but its
purpose is to create or locate customers for the organization. This is
accomplished by determining consumer needs and wants, developing a product
to satisfy those needs and wants, and then presenting the product in such an
attractive way that the consumer is willing to purchase it. Whether the goal of
the organization is to market graduate programs, undergraduate programs,
continuing education programs, or rental space in the student union, the
elements of marketing utilized are the same.

The literature supported and summarized notable differences among

marketing, public relations, and sales. Simply put, organizations use marketing
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as a means to develop customers, public relations as a vehicle to develop
friends, and selling as a tactic to survive poor marketing efforts.

Regardless of any skepticism or misunderstanding of the meaning of
marketing, most higher education institutions have utilized it in some fashion
in the forms of fundraising and recruiting students, for example. Perhaps
because of skepticism and misunderstanding, post-secondary institutions
frequently implement marketing in a haphazard manner, choosing just those
elements that appeal to them for reasons like budget or personnel constraints.
Consequently, some higher education institutions have implemented elements
of marketing normally associated with a sophisticated marketing effort such as
strategic planning, while ignoring some of the most fundamental elements like
target market identification.

This manner of marketing element utilization is difficult to understand
and assess. When marketing is implemented in a sequential fashion from its
basic elements to its most sophisticated, classification of stages of development
can readily be identified. This is not possible with higher education
institutions, however, because of their random approach to marketing.
Therefore, in order to understand and assess marketing strategies used by
institutions of higher education, it seems reasonable to attempt to isolate
individual marketing elements and then to determine which of the elements

were utilized. Through identification of marketing elements used in higher
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education, some understanding of the extent of the utilization of marketing
strategies may occur. Comparison of use of marketing strategies to other types

of institutions may also be possible.

Statement of the Problem
The purpose of this study was to determine the extent to which selected
marketing elements such as pricing, promotion, product, and targeting are
utilized in higher education institutions. This study was limited to public and
private higher education institutions in the United States offering at least the
baccalaureate degree which enroll at least 5,000 students. The intent of the
research is to offer insight into the current use of marketing elements by

higher education institutions.

Research Questions
The purpose of this study was to determine the extent to which selected
marketing elements such as pricing, promotion, product, and targeting are

utilized in higher education institutions. The following questions guided the

research:
1. Was there a difference in the utilization of marketing elements
between public and private higher education institutions?
2. Were there constraining factors such as staff and budget which
limit full utilization of marketing in higher education
institutions?
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3. Were constraining factors in the utilization of marketing
elements in higher education institutions different depending
upon institutional type--either public or private?

4. Did higher education institutions assign the responsibility for
marketing the institution to a specific position?

5. Was the extent of utilization of marketing elements in higher
education institutions related to the level of the position assigned
the responsibility of marketing the institution?

6. What was the highest academic degree and the academic
discipline of the person in charge of the institution’s marketing
effort?

Definition of Terms
The following terms were used consistently throughout this document:

1. Marketing:

Marketing is the analysis, planning, implementation, and
control of carefully formulated programs designed to
bring about voluntary exchanges of values with target
markets for the purpose of achieving organizational
objectives. It relies heavily on designing the
organization’s offering in terms of the target markets’
needs and desires, and on using effective pricing,
communication, and distribution to inform, motivate, and
service the markets. (Kotler, 1982)

2. Selected Marketing Elements:
Elements of marketing were determined through content
analysis (see Appendix I). Five marketing textbooks known to
be standards in the field were carefully selected and outlined

producing a list of 9,611 marketing words. A detailed process to
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assess the relative weight of each of these words was then used.
Finally, the words were rank ordered (see Appendix II). The 20
elements chosen as the most significant based on this analysis
are exhibited in Table 1.

In some cases, a marketing element has a definition
specific to the field. Those elements having a meaning unique to
marketing are defined as follows:

market: the potential customers for a product

mix: combining marketing elements to realize optimum
results such as image and promotion

target: to find the most likely customers for a given
product

segmenting: grouping markets with similar characteristics

service: an intangible product

demand: the desire for a product by consumers who have
the means to purchase it (Schwartz, 1977)

place: making a product available in a manner that will

optimize a consumer purchase whether the location or the
time is or is not convenient
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Table 1

Rank Ordering of Marketing Elements as Determined through Content

Analysis
Rank Marketing Element
1 product
2 price
l 3 strategy
4 market
5 promotion
6 research
7 mix
8 analysis
9 advertising
{ 10 target
| 11 competition
12 segmenting
13 service
14 information
15 demand
16 forecast
17 place
18 purchase
19 image
20 demographics
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3. Institutional Type:

Colleges and universities are classified into categories
according to governance and funding as follows:

public institution: "A school or institution controlled and

operated by publicly elected or appointed officials and

deriving its primary support from public funds" as defined

by the United States Department of Education (Snyder et
al., 1995, p. 499).

private institution:

A school or institution which is controlled by an
individual or agency other than the state, a
subdivision of the state, or the Federal
Government, which is usually supported primarily
by other than public funds, and the operation of
whose programs rest with other than publicly
elected or appointed officials . . .

as defined by the United States Department of Education
(Snyder et al., 1995, p. 499).

4, Constraining Factors:
Constraining factors are those facts or beliefs which may
limit the utilization of marketing elements such as:
- Lack of adequate financial resources
- Lack of marketing expertise
- Marketing cheapens the prestige of higher education
- Marketing is not needed in higher education

- Marketing is not necessary at this institution
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Delimitations
The following considerations delimited the study in order to facilitate

data collection and analysis:

1. Only institutions in the United States of America offering at
least a baccalaureate degree were included.

2. Only those private or public institutions listed with the United
States Department of Education were considered appropriate for
this study (Snyder et al., 1995, p. 499).

3. Only institutions with an enrollment of at least 5,000 students
were studied.

4. Only the marketing of academic programs was studied.

Conceptual Basis for the Study
The conceptual basis for this study has best been discussed within the
framework of the concepts and sub-concepts of marketing and their
relationship to higher education. For this reason, the concepts and sub-
concepts of marketing and their relationship to higher education were

delineated in the review of the literature in the second chapter.

Significance of the Study
Even though the vast majority of higher education institutions are
operated as non-profit organizations, they still need to generate sufficient
income to cover their expenses. State supported institutions can depend on

some level of revenue subsistence from the public coffers in addition to tuition
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based upon their enrollment. Most private institutions rely primarily upon
tuition dollars from student enrollment for operating revenue.

Endowments, money given generally by an individual to an institution
for use most often for a specific purpose, provide an additional source of
funds. Only the interest on endowments can be used, not principal; therefore,
endowments fund a very small percentage of revenue to a college or university.
Few institutions have such large endowments that the interest on them can
regularly be converted to operating capital (Chronicle of Higher Education,

Almanac Issue, 1995).

Clearly, then, the number of students attending an institution dictates
its primary source of revenue--tuition. Consequently, a loss in student
enrollment is a decline in revenue in proportion to the decrease in enrollment.
Of course, generally speaking, no organization desires to lose revenue. To
prevent, anticipate, or plan for such a hardship, an institution needs to exercise
as much control over its student enrollment as possible. This task is
dependent upon marketing.

This study was based upon the premise that the level of marketing
employed by an institution can be measured by determining to what extent the
institution utilizes selected marketing elements. Selected marketing elements,

in turn, were determined through content analysis. This approach enabled the
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researcher to assess the marketing activities of a higher education institution
without regard to some preconceived theoretical construct.

The results of this project may advance understanding in the fields of
marketing and higher education relative to stabilizing or increasing enroliment.
The findings of this study may suggest to higher education governing boards
and their executive leadership some considerations in examining their own
marketing plans and may also provide the means to compare their level of use
of marketing elements to other similar institutions. This may then be a
valuable resource for strategic planning efforts, revenue stabilization,
enrollment planning, accreditation reports, fiscal planning, and human

resources staffing plans.
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CHAPTER 2
REVIEW OF THE LITERATURE

The purpose of this study was to determine the extent to which selected
marketing elements such as pricing, promotion, product, and targeting are
utilized in higher education institutions. This study was limited to public and
private higher education institutions in the United States offering at least the
baccalaureate degree which enroll at least 5,000 students. The intent of the
research was to offer insight into the current use of marketing elements by
higher education institutions.

The following questions guided this research:

L Was there a difference in the utilization of marketing elements
between public and private higher education institutions?

2. Were there constraining factors such as staff and budget which
limit full utilization of marketing in higher education
institutions?

3. Were constraining factors in the utilization of marketing

elements in higher education institutions different depending
upon institutional type--either public or private?

4. Did higher education institutions assign the responsibility for
marketing the institution to a specific position?

13
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5. Was the extent of utilization of marketing elements in higher
education institutions related to the level of the position assigned
the responsibility of marketing the institution?

6. What was the academic preparation and experience level of the
person in charge of the institution’s marketing effort?

Introduction

This review of the literature presents the general relationship between
the field of marketing and higher education. In addition, research specifically
addressing the present study was reviewed. The literature presentation
includes a brief history of the evolution of marketing, a discussion of the
conceptual basis of the field, and the marketing concept and sub-concepts.
The advent of marketing in higher education was also examined, and its
numerous applications were addressed. Finally, a critical review of studies
directly related to the extent of marketing in higher education was discussed

and analyzed for two reasons: (a) in order to build upon their results and (b)

to demonstrate the relevancy of the proposed research.

A Brief History of Marketing
Some say marketing began with the first barter transaction that resulted
in a mutually beneficial exchange between two individuals:
Possibly the first marketing transaction took place when one cave-
dweller who enjoyed making arrows but did not like to hunt persuaded
a fellow cave-dweller who liked to hunt but did not enjoy making

arrows to accept some arrows in exchange for some animal skins.
(Schwartz, 1977, p. 8)
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This simple process of exchange, the core concept of marketing, has been an
integral part of human development and interaction from an individual’s self-
sufficiency to his or her inter-dependency. Arguments for the existence of
marketing from and including every era of history were found in the literature.
The Industrial Revolution, however, marked the beginning of modern
marketing. Since then, marketing has mo'ved through stages that have often
been referred to as the eras of marketing: (a) the Production Era, (b) the
Sales Era, and (¢) the current Era of the Marketing Concept (Mellot, 1978).
The Production Era of marketing resulted from the Industrial
Revolution and lasted until the late 1920s. It was characterized by the human
ability to mass produce products. Marketing in this era was based upon the
belief that customers would buy products that were readily available and
affordable. The goal of marketing, then, was to improve production and
distribution (Kotler, 1980), but usually without careful regard for consumer
demand. This neglect often resulted in a surplus of products providing more
choices for the consumer who, in turn, became a more selective buyer. Also
during this time, businesses became larger and more complex requiring more
systematic approaches to all aspects of their operations including marketing.
By the 1930s and 1940s, the business reality of dealing with product
surpluses and consumers who now had more brand choices led to the Sales

Era. To be viable, a business had to sell its surplus products to people who
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had the option of buying another product. The most expedient way to
accomplish this goal was through the use of sales techniques. During this era,
high pressure selling tactics exemplified the primary marketing efforts of many
companies. Marketing could have been characterized as just another word for
selling, and selling was nothing more than a distasteful process of coercing a
consumer to buy, regardless of tactics.

Marketing during the Sales Era provided a way in which to cope with
product surpluses, but it also created problems for businesses. Besides the
unsavory tactics often employed by salespeople and the public reaction to it,
products that could not be sold became a loss for the company. Such
problems prompted a more holistic approach to marketing.

Business people began to understand that if they could determine a
product need and its potential demand before producing it, they were more
likely to sell it easily. Beginning in the early 1950s, this sort of thinking moved
marketing into the Era of the Marketing Concept which is still the
predominate application of marketing today. This orientation was, and still is,
characterized by a focus on consumer needs.

A new movement in marketing, led by Philip Kotler, is promoting the
"Societal Marketing Concept" which, in essence, may mark the beginning of a
new era. This innovative idea builds upon the marketing concept prevalent

today by stressing that organizations must also have a social conscience to
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remain viable. They must clearly demonstrate to the public how their actions
affect the well-being of society. While this new concept is gaining acceptance,

it is too early to say that marketing has fully entered the Era of the Societal

Marketing Concept.

Conceptual Basis for the Study

Much has been studied and written about theories in and of marketing
(Sirgy, 1984; Sheth et al., 1988) as well as about schools of marketing thought
(Ferrell et al., 1979). This suggests an academic vitality in the field of
marketing comparable to other disciplines. Regardless of the nuances in these
efforts to explain marketing, all have relied and seemed to agree upon a
fundamental conceptual basis.

"Marketing scholars generally agree that the fundamental phenomenon
to be explained, predicted, and controlled in the marketplace is the exchange
relationship” (Ferrell et al., 1979). Put succinctly, "Exchange is the core
concept of marketing" (Kotler et al., 1991). This concept is as fundamental to
marketing as power is to politics, individual behavior is to psychology, culture
is to anthropology, group behavior is to sociology, and economy is to
economics (Andreasen et al,, 1979).

For marketing to happen, therefore, an exchange must take place. The
task for marketers, then, is to effect exchanges by utilizing the elements of

marketing which, for the purpose of the present study, have been determined
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by content analysis. The underlying hypothesis was the assumption that the
extent to which these elements have been employed by an organization should

be some measure of their utilization of marketing. In this case, the focus was

higher education.

The Marketing Concept

Marketing is a young discipline in that it has been rigorously studied
and formalized only in this century. Currently no single unifying theory of
marketing has yet been accepted by experts in the field. Sheth, Gardner, and
Garrett (1988), for example, discussed 12 distinct schools of general marketing
theory from the seven components of Bartels to the six elements of Alderson
to the most well-known Four P’s of product, price, promotion, and place. This
same group also attempted to compose a meta-theory that would encompass
the best of all theories.

What was clear in these theories was that marketing has borrowed
concepts and methodologies from other disciplines (Andreasen, 1979) and then
applied them to the field of marketing. Therefore, marketing is considered an
applied science by its practitioners. Furthermore, marketing is also arguably
an applied behavioral science in that to study marketing is to study market
behavior in the same way that to study psychology is to study human behavior

and to study sociology is to study group behavior (Sheth et al., 1988).
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Throughout the literature, the description of the purpose of marketing
was fairly consistent. The purpose of marketing is to create and keep
customers for an organization. Levitt provided a simple, but useful,

explanation:

The marketing concept is the simplest of concepts: that business success
depends not on how well you sell what you have, but on how well you
succeed in having what people want; that the purpose of the business is
to get and keep a customer; and that this requires having what
customers will want, rather than to get them to want what you have.
(Andreasen, 1979)

This purpose has been broadened, primarily by Kotler and Levy (Andreasen,

1979), to include non-profit organizations which also need to create and keep

customers.

To determine the best ways in which to create and keep customers for
an organization, marketers have typically been pragmatic (Sirgy, 1984) in their
research. They have decidedly expended their energies on ways to predict and
control market behavior rather than on explaining it. Perhaps this focus was
because of the "bottom line" reality of keeping an organization financially
viable. Regardless of the reason, marketers have been most concerned with
that aspect of market behavior that creates a customer which is someone who,
in strictly monetary terms, is willing to exchange money for a product or
service.

Whether marketing has been discussed historically or against the

changes brought forth by the Industrial Revolution, it has usually been
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described in terms of an exchange for perceived mutual benefit between two
or more individuals or groups. Thus, the fundamental concept of marketing is
the exchange process (Kotler et al., 1991), at least in the current era of
marketing. In earlier years, this same process was called the "transaction”
(Sheth et al., 1988), but it appears this was a semantic preference rather than
a substantial philosophical disagreement.

In summary, then, marketing attempts to control, to predict, and
occasionally to explain the exchange process. To do so requires the marketer
to understand the elements of the exchange process which may be referred to

as the sub-concepts of marketing.

The Sub-Concepts of Marketing

Piecing together all the sub-concepts of the 12 schools of marketing can
be an extremely complex proposition (Sheth et al., 1988). References to
general systems theory and role theory (Sirgy, 1984) in the social sciences or
risk management theory (Hugstad & Taylor in Ferrell, 1979) from the world of
business can lead to valuable insights into marketing, both abstract and
practical, but they have not directly addressed the core marketing concept of
exchange. Through a focus purely on the exchange concept, the sub-concepts
of marketing were readily evident.

Kotler and Armstrong (1991) appeared to provide the best discussion in

this regard which, coincidentally, was fitting given Kotler’s stature in non-profit
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marketing (Andreasen, 1979) which includes higher education. The major sub-
concepts of marketing cited were (a) needs, (b) wants, (¢) demands, (d)
products, (e) transactions, and (f) markets. The following discussion on these
sub-concepts borrowed heavily from Kotler and Armstrong (1991).

A need is, for whatever reason, something an individual feels he or she
must have and thus is driven to pursue it. Such needs may be thought of in
terms of Maslow’s hierarchy from the very basic food and safety at the bottom
to those more abstract concepts of affiliation and self-actualization found at
the top. These needs are part of human nature and have an on-going
influence on how people make decisions.

Wants are needs that have been formed by culture and individual
personality. What someone may want to satisfy the need for transportation in
Saudi Arabia such as a camel may be entirely different from what someone
may want to satisfy the same need in Alaska like a dog sled. For example,
one popular speculation about the decline of the American railroad system has
been attributed to not understanding the difference between needs and wants.
People have always needed and continue to require a means of mass
transportation. If the railroad companies realized they were in the business of
satisfying the need for mass transportation instead of merely operating

railroads, perhaps today they would own the airline companies. There are
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many ways to satisfy a need, and people will want the one that suits them the
best.

What people may need and want is tempered by what they can afford.
While a person may need transportation and want a Lear jet to satisfy that
need, he or she may only be able to afford a bicycle. Therefore, the individual
will likely purchase the bicycle. Demand means the needs and wants
supported by the ability to buy. A marketer may know that people need
transportation and that they want a Lear jet to provide it, but building a lot of
Lear jets will not satisfy the demand because most people cannot afford one.

A product is anything that is offered to fuifill the needs and wants of
consumers while satisfying their demand. It is the item offered by the
marketer in the exchange process. The measure of the exchange process is
referred to as the transaction which is usually stated in monetary terms. For
example, the bicycle, the product, was purchased for $100, the transaction.
While money is usually used by one party in the transaction, something of
value other than money such as goods, services, work, or property may also be
exchanged. In the present study, however, money has been the usual reference

for transactions.

The final sub-concept of marketing is the market itself. The market

consists of those people who have a defined need and want for something,
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demonstrate the demand for it, have willingness to enter into a transaction to
acquire the product, and thus are potential consumers for the product.

All the sub-concepts of marketing together create the opportunity for
an exchange, the core concept of marketing. Successful marketing looks for a
need and then determines if there is a way in which to satisfy the need by
finding or creating a product the customer wants. The marketer must also
ascertain if the customer is able (a demand exists) and willing to purchase
(enter into a transaction) the product, and that there are sufficient numbers of
such people (a market) to warrant the effort. If all conditions (sub-concepts)
are met, the marketer’s effort will likely result in an exchange, the core
concept of marketing. More importantly, marketers apparently utilize various
elements of marketing (discussed and defined in Chapter 1) to address the

sub-concepts.

How Marketing Relates to Higher Education
The existence of higher education institutions implies that they must
address a need with a product the consumer wants and can demand.
Furthermore, their existence is justified by evidence of a large enough market
of people who are willing to enter into a transaction with them. Based on the
core concept of marketing as an exchange as well as on its supporting sub-

concepts, marketing has clearly always been a part of higher education.
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Numerous examples of marketing in higher education have demonstrated this
proposition.

The most common example of marketing in higher education is tuition
paid by students for the opportunity to take a course or courses. Other
examples include such exchanges as money spent to rent space on campus for
meetings, weddings, and special events; money donated to a college or
university in exchange for some public recognition such as a building named
after the donor or a plaque listing his or her name signifying the contribution;
and money spent at college and university bookstores, at sporting events, for
parking privileges, for room and board, and for health services. These are
some of the major exchanges.

Marketing not only relates to higher education, but it is also a part of
its very structure. In fact, marketing occurs in higher education whether it is
managed or not. Kotler and Levy emphasized this point by saying that non-
profit organizations cannot choose ". . . whether to market or not to market,
for no organization can avoid marketing. The choice is whether to do it well

or poorly . . ." (Andreasen, 1979).

The Advent of Marketing in Higher Education
A multiple keyword Boolean search of the literature on marketing in
higher education revealed that not much has been written. Only one article

was published on marketing in higher education prior to 1970. The number of
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journal articles, dissertations, position papers, conference proceedings, and

other miscellaneous documents published on this topic since 1970 is tabulated
by year of publication in Table 2.

Table 2

Tabulation of Literature on Marketing in Higher Education from 1970-1995

L Year Number Year Number
1970 1 1983 5
1971 1 1984 5
1972 4 1985 14
1973 4 1986 17
1974 6 1987 13
1975 5 1988 10
1976 8 1989 7
1977 5 1990 10
1978 22 1991 14
1979 25 1992 6
1980 41 1993 11
1981 23 1994 7
1982 13 1995 2

Total 279

The most obvious reason for the existence of a body of literature on
marketing in higher education since 1970 was the fact or anticipation of

declining enroliments (Gaither, 1979). Not all of the literature was research-
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based; however, since marketing may be construed to be an applied field, it is
not surprising that articles were typically observations, opinions, or personal
experiences of practitioners in admissions, enrollment management, or
fundraising. The reason for the advent of the literature in the area of
marketing in higher education has consistently been attributed to declining
enroliment.

The reason for declining enrollments has most often been attributed to
a decline in the traditional age college student (Huddleston, 1976), which has
had a decreasing effect on full-time enrollments (Armenio, 1978). The
traditional-age population has generally been the largest contributor to tuition
because most have taken a full-time course load. Sometimes, however, the
enrollment drop has been specific to changing demographics in one area of the
country (Zivic, 1989), while other times it has been broadly attributed to a
decline in students who enrolled in college at all (Doescher, 1986). The issue
of declining enrollments has been persistent in the literature since the early
1970s (Trivett, 1974) and continued in the 1990s (Sanoff, 1994).

The result of enrollment declines forced higher education institutions to
adopt marketing activities to help ensure reaching enrollment goals (Strang,
1986). Marketing was thus reluctantly implemented as a reaction to a problem
rather than embraced as an organizational necessity. As a result, a universal

acceptance of marketing has not been fostered. On the contrary, it has
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created a debate focused on the utility of marketing for higher education
(Litten, 1980; Neustadt, 1994).

Some writers argued for marketing (Fram, 1975), while others argued
against it (Van Luchene, 1980). Some defended its value (Vaccaro, 1979),
while others cautioned against its use (Buchanan, 1974). Still others saw a
limited application of marketing, and yet more said marketing has no place in
higher education (Pelletier et al., 1985). In the middle were those who tried
to assess its value objectively by weighing the pros and cons (Strickland, 1979).
The overall impression from the review of literature was that marketing is
certainly used in higher education, but it is universally neither accepted nor
applied. Wilson stated, "Marketing is the most recent management technology

to enjoy much popularity and little success in higher education" (1985).

The Use of Marketing in Higher Education
Marketing was first used in higher education by community colleges and
small private four-year colleges (Hayes, 1991). While most institutions have
adopted some marketing activities, few have implemented comprehensive
marketing programs with professional management (Noble, 1986). This lack
of adoption of marketing activities may perhaps have been a result of a
misconception of marketing (Kossak, 1989) or because of the difficulty in

translating the marketing function to higher education (Brooker et al., 1985).
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When higher education institutions have implemented marketing, it was
usually in a specific area as opposed to an overall organizational strategy.
Sometimes it has been utilized to increase fund-raising results (Lord, 1981), to
improve continuing education programs (Shandler, 1981), or to target graduate
students (Olson, 1985). Marketing may have been used to appeal to women
(Kosarek, 1990) and minorities (Buresch, 1994; Coiner, 1990) or even to
market professional schools (Hand, 1992). When marketing has been used to
bolster enrollment, it was usually called enrollment management (Albright,
1986). Collectively, the tactics used in enrollment management have been
intended to increase student enroliment essentially by applying marketing
principles (Merante, 1987). Enrollment management has been a way in which
institutions could engage in marketing without calling it that.

Examples of marketing use in higher education illustrated attempts to
employ some element or tool of it, but no model of a comprehensive
marketing program at some college or university was evident in the literature.
A sampling of the literature that demonstrated the singular application of
various marketing elements or tools is listed in Table 3. In each instance, an
element of marketing was suggested, but in no instance were all elements
employed. This implied that higher education institutions have embraced only
some aspects of marketing which may have varied from institution to

institution.
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Examples of the Application of Marketing Elements to Higher Education from

the Literature

—_—

Citation

Marketing Element Presented

Bonnici and Reddy (1993) positioning

Callahan (1993) prediction "
Durkin (1980) advertising {l
Franzak and Cowles (1993) product

Green (1990) targeting "
Henderson (1980) mix JI
Lay and Maguire (1983) segmentation

Litten (1986) pricing

Merante (1980)

direct mail

Murphy (1981) buyer
[| Rayes (1993) image
I}Render and Shawhan (1977) forecasting
Urban (1990) research
II Waters (1969) demand

" Wofford and Timmerman (1982)

information systems

=

An examination of case studies of marketing in higher education
supported this contention. Some documented the use of one aspect of
marketing such as image assessment (Bruker et al., 1985), target marketing

(East et al., 1980), promotional activities (Noll, 1979), or market research
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(Stoll, 1988). Others substantiated the use of a combination of multiple
marketing elements such as use of the Four P’s--product, price, promotion,
place--of marketing (Bond, 1993); market share, demographics, and market
objectives (Weirick, 1978); or market penetration, promotional efforts, and
market surveys (Caren, 1987). No literature, however, documented a
comprehensive implementation of marketing with most or all of its
components. Clearly, it appeared that higher education had adopted
marketing in a piecemeal fashion.

Some scholars and practitioners have developed models of how
marketing should be employed in higher education. They suggested the need
to customize business marketing to fit non-profit organizations. Some of the
models seemed admirably comprehensive (Chamberlain, 1977; Grabowski,
1981; Paulsen, 1990; Scigliano, 1983), but no evidence of actual
implementation by an institution appeared. The literature also contained
several marketing plans (e.g., Sevier, 1989) offered as a template for an
institution to customize to meet its own needs. Like the other models, though,
documentation of real application did not exist. Generally, then, the literature
supported the notion that marketing has not been fully implemented in higher
education institutions and has been implemented primarily in a piecemeal

fashion.
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Critical Review of Research Related to This Study

Some studies reported attempts at understanding the application of
marketing in higher education using various indirect approaches. For example,
the perceptions of various groups of people in higher education have been
surveyed to determine their acceptance of marketing. Findings indicated that
faculty (Jimenez-Hyre, 1991) and presidents and trustees accepted marketing
(Shaink. 1986). Other studies recounted efforts to understand marketing in
higher education by studying the attitudes held by various groups of people in
higher education toward marketing (Taylor et al., 1991).

The presumption that marketing has been common in higher education
and has provided a mechanism to "audit" (Goldgehn, 1982) the readiness of an
institution for marketing implementation appeared in the literature. Perhaps
based upon this same presumption, Blackburn (1980) surveyed the
effectiveness of various marketing techniques such as advertising in admissions
offices and found that not all institutions fully used all of them; in fact, most
institutions employed only some of these marketing techniques. About 10
years after Blackburn, Goldgehn (1989) essentially replicated the same survey
only to find that "While there is widespread acceptance of many of the
marketing techniques, a tremendous range of use exists" (p. 49).

The literature appeared to support the notion that marketing has

generally been perceived in a positive manner and that people have had an
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affirmative attitude about it. Furthermore, mechanisms to assess an
institution’s readiness for marketing (audits) and to compare marketing
techniques among admissions offices were evident. While this body of
literature added greatly to the argument that marketing has been utilized in
higher education, it did not provide a sense of the extent to which marketing
has been employed.

In the early 1980s, Firoz (1982) attempted to describe marketing in
higher education. This appeared to be the first comprehensive effort intended
to understand the use of marketing in higher education. The purpose of that
research was to determine ". . . the status of marketing activities among four-
year, publicly-controlled higher education institutions in the United States"
(Firoz, 1982, p. 7). The eight sub-problems addressed numerous aspects of
marketing in higher education. Of them, four related to the present study: (a)
to determine what marketing activities were used by higher education
institutions, (b) to compare their activity level by institutional characteristics,
(c) to identify the person most responsible at the institution for its marketing
activities, and (d) to get some sense of their educational preparation in
marketing.

In the attempt to describe marketing in higher education, Firoz (1982)
needed to create a list of marketing activities that became the basis of the

survey instrument used to collect data. Although these marketing activities
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were culled from the literature, the method used to choose them was not
clearly indicated. Apparently, content analysis was used to establish marketing
elements through public relations professionals who were also the assumed
target of the survey instrument. The survey items were then organized under
the Four P’s of marketing--product, price, promotion, and place. This was the
only manifestation of a conceptual base since no discussion related to one.

From this survey, Firoz (1982) found that 95% of those responsible for
marketing their institution did not have any kind of formal education in
marketing. Although he found that the person most responsible for marketing
the institution was the public relations officer, this conclusion may be suspect
because the surveys were sent to that designation and the question was not
asked. Institutional characteristics appeared to be a factor in marketing efforts
employed with larger institutions using more marketing activities than smaller
ones (Firoz, 1982, p. 130).

Overall, Firoz found that "All four-year publicly-controlled institutions
employed some form of marketing activities on their campuses” (Firoz, 1982,
p. 166). Furthermore, he stated, "When one examines this total picture, it is
clear that the institutional community as a whole lacks a common, coordinated
approach to marketing" (Firoz, 1982, p. 173), indicating that marketing was
utilized in a piecemeal fashion. For future research, Firoz suggested

examining whether institutions ". . . continue to attack marketing problems
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with the dispersed, opportunistic variety of localized efforts which characterize
conditions today" (p. 174). In other words, is marketing still implemented in a
piecemeal fashion?

The research most directly related to the present study had the stated
purpose ". . . to describe the extent to which colleges and universities in the
United States have accepted marketing" (Narkawicz, 1994, p. 6). To
accomplish this objective, Narkawicz employed the four stage model developed
by Simmons and Laczniak (1992) as outlined in Table 4.

Table 4

Four Stage Model of Marketing of Simmons_and Laczniak

I Number I Stage |
Marketing as Promotion l

Marketing as Market Research "

Three Marketing as Enrollment Management "

Four Strategic Marketing Management “

This model postulated the notion that institutions proceed through

stages of marketing implementation from elemental (Stage One) to
sophisticated (Stage Four). Various characteristics were exclusively attributed
to each stage so the degree to which each was present dictated the

predominant stage in which the institution was categorized. The extent of
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marketing utilization, then, should simply have been a function of determining
at which stage the majority of these characteristics were clustered.

Narkawicz (1994) found that the approach of categorizing the extent of
marketing utilization by pre-defined stages was partially successful. Institutions
could clearly be identified when in either of the first two stages, but they could
not be classified in the second two stages. Almost all of the institutions that
had completed the third stage had also completed the fourth stage which is
contrary to the expectations of the Simmons-Laczniak model. Narkawicz
postulated several reasons for this phenomenon. All seemed to indicate that
the survey instrument items were not effective in discriminating between stages
three and four. This reality caused her to wonder if additional stages existed
for higher education institutions so that it may not be possible to categorize
their use of marketing elements in just four stages. This conclusion lent
support to the notion that higher education institutions implemented
marketing in a piecemeal fashion.

This particular research was valuable because it was so recent
(Narkawicz, 1994). In relation to the present study, three observations were
significant. First, Narkawicz noted, "A wide body of literature was not found"
(p. 21) on marketing in higher education, confirming the current findings.
Second, her inability to categorize institutions conclusively into pre-defined

stages suggested that understanding how higher education institutions utilize
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marketing is a complex process. For example, further examination of those
findings indicated some illogical patterns. As a case in point, many institutions
responded positively to the use of strategic planning, a stage-four
characteristic, even though overall they were categorized at a lower stage.
Based on this, Narkawicz suggested, "In many cases institutional strategic
planning is mandated, particularly among public institutions” (p. 96).
Responding positively to questions about strategic planning, then, was not so
much an indication of the level of marketing employed as it was the
institution’s piecemeal implementation of those aspects of marketing that were
deemed necessary, mandated, or assumed to be fashionable.

Finally, Narkawicz (1994) offered valuable experience in developing the
survey instrument for the current study as well as in offering a concise history
of similar instruments meant to assess marketing. For example, Narkawicz
was unable to find any survey instrument suitable for studying the four-stage
model developed by Simmons and Laczniak (1992). More importantly, no
survey instrument of any kind was available to gather data helpful in
understanding marketing in non-profit organizations, much less in higher
education institutions. Narkawicz had to develop an original survey
instrument, providing subsequent researchers the benefit of that experience.

In addition to utilizing selected items, phraseology, and some of the

format from the instrument, the most valuable suggestion offered was that

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.



37

there should be ". . . a do not know category or other neutral response”
(Narkawicz, 1994, p. 95). Interestingly enough, Narkawicz had purposely
eliminated such a category in the development of the instrument in order to
force a choice, but that is not what happened. Without the neutral category,
the respondents simply did not answer, leaving the item blank. Having no
data proved to be less valuable than having respondents answer in some

neutral fashion.

Summary

The literature supported the focus of this study in several ways. First,
marketing certainly exists in higher education. Second, there did not appear to
be any existing research that described the extent of marketing utilization in
higher education institutions. Third, higher education institutions have
apparently employed marketing in a piecemeal fashion so any attempts to
categorize their efforts has been at best difficult or not feasible at all. Finally,
no survey instrument suitable for determining the extent of the use of
marketing elements or strategies in higher education was evident. Therefore,

this study attempted to fill that gap in the literature.
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CHAPTER 3

RESEARCH DESIGN AND METHODOLOGY

Introduction

The purpose of this study was to determine the extent to which selected

marketing elements such as pricing, promotion, product, and targeting are

utilized in higher education institutions. The following questions guided this

research:

1.

Was there a difference in the utilization of marketing elements
between public and private higher education institutions?

Were there constraining factors such as staff and budget which
limit full utilization of marketing in higher education
institutions?

Were constraining factors in the utilization of marketing
elements in higher education institutions different depending
upon institutional type--either public or private?

Did higher education institutions assign the responsibility for
marketing the institution to a specific position?

Was the extent of utilization of marketing elements in higher
education institutions related to the level of the position assigned
the responsibility of marketing the institution?

What was the highest academic degree and the academic

discipline of the person in charge of the institution’s marketing
effort?

38
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Two separate descriptive research methods were applied to achieve the
purpose of the study and to answer the research questions. Content analysis
(see Appendix I) was used to identify the selected marketing elements, while a
survey analysis was employed to study their use in higher education
institutions. Institutional type in terms of private or public control, size of
institution by headcount rather than by full-time equivalent (FTE), and factors
constraining full utilization of marketing elements such as budget and staff

were included in the survey instrument.

Selection of Subjects
The subjects selected for this study were higher education institutions in
the United States which award, at a minimum, a four-year bachelor’s degree.
Institutions fitting this minimal requirement are located in every state, and

many also offer master’s and doctoral degrees.

Population
The unit of analysis was higher education institutions in the United
States with a minimum headcount enroliment of 5,000 students which offer at
least a four-year bachelor’s degree. This study was limited to those institutions
listed with the United States Department of Education (Snyder et al., 1995) as

accessed on the Internet at http://www.ed gov./NCES.

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.


http://www.ed.gov./NCES

40

Using these delimitations, the population surveyed consisted of 129
private and 364 public institutions for a total of 493 colleges and universities.
These institutions ranged in size from the delimitation of 5,000 students to
tens of thousands of students. Collectively, this group accounted for slightly
over 74% of the total student enrollment at baccalaureate degree-granting

higher education institutions in the United States.

Data Collection

The data for this study were collected using a marketing survey
instrument developed specifically for this purpose. This was necessary because
no comparable instrument currently existed for any non-profit organization
including higher education (Bishop et al., 1993; Narkawicz, 1994). The
instrument was designed to gather data that would indicate the extent to which
higher education institutions utilize selected marketing elements. In addition,
it was created to provide information on institutional characteristics such as
public or private control and factors such as budget or staff which might

constrain full utilization of marketing elements.

Instrumentation
A Likert-type scaled instrument developed specifically for this study was
used for data collection. Its conceptual basis was the core concept of

marketing which is to "effectuate an exchange" (Kotler et al., 1991), while its
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purpose was to determine the extent to which higher education institutions
utilize marketing.

In order to assess the extent to which higher education institutions
utilize marketing, items in the instrument had to be based upon elements
essential to the core concept of marketing--effectuating an exchange. The first
step in creating the research instrument was to determine these elements of
marketing through content analysis (see Appendix I) of five prominent
marketing textbooks. The results yielded 20 elements that are not only
essential to any marketing effort, but also seem appropriate for higher
education. The second step in the creation of the research instrument after
determining the elements of marketing was to include demographic items to
define institutional characteristics such as public or private control and
institution size in terms of enrollment. In addition, factors constraining full
utilization of marketing elements were incorporated.

The major portion of the survey instrument, therefore, was aimed at
determining the extent to which higher education institutions utilize the
selected marketing elements listed in Table 5. Furthermore, each item of the
survey instrument was consciously written in a positive manner. As a result,
agreement on the Likert-type scale indicated that the element represented by
the statement was perceived as being utilized to some degree by the

institution.
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Table 5

Marketing Elements Selected by Means of Content Analysis

;a

Marketing Element

1 p;ciuct jl
2 price
3 strategy |
4 market
5 promotion
6 research
7 mix
8 analysis %I
9 advertising "
10 target <"
11 competition
12 segmenting |
13 service
14 information
15 demand Jl
16 forecast
17 place
18 purchase
19 image
20 - demographEs |

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.



43

Process

The survey instrument was developed using a multi-phase process
(Bishop, 1991). First, a 219-item pool based upon the taxonomy offered by
content analysis was developed reflecting each of the 20 selected marketing
elements. In addition, other items were developed that addressed institutional
characteristics and factors constraining full utilization of marketing elements.
Second, content validation was established for the item pool using a panel
comprised of 10 experts in the fields of marketing and higher education.
Third, a pilot study of the survey instrument was conducted.

The pilot study required the random selection of 50 subjects, higher
education institutions, who were then asked to participate. In addition, 13
colleagues of the researcher currently serving in executive positions of
leadership in enrollment services in higher education institutions were also
asked to participate. A total of 26 completed surveys was received. Next, data
from the pilot study were used to establish reliability by determining the
coefficient of internal consistency using Cronbach’s Coefficient a procedure.
Then, the final study was conducted with the population through distribution
of the survey instrument. Finally, construct validity was determined from the
final study data through factor analysis.

In order to comply with operational guidelines of the National

Research Act of 1974, all survey materials and definitions of survey subjects
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used in this research project were submitted to the Office of Sponsored
Programs at the University of Nevada, Las Vegas, for inspection. It was
determined through review that this research project was exempt from these

guidelines (Appendix III).

Validity

Both content and construct validity were established for the survey

instrument.

Content Validity

Content validity was established for the item pool using a panel of 10
experts from two universities comprised of a vice president for university
relations, a vice president for business, a vice president for student services, an
associate vice president of enrollment management, an associate vice president
of business, a dean of a branch campus, a dean of a college, a director of
public relations, and two university marketing professors. Each panel expert
was given a packet containing all the necessary materials and instructions
(Appendix IV) to complete his or her assessment of the item pool. Included
with each packet was a self-addressed, postage-paid return envelope to for
their convenience in responding.

The statements on the survey were divided into two sections--marketing

elements and reasons for not fully utilizing marketing strategies. First, the
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participants, working independently, were asked to review each item developed
for the 20 selected marketing elements. If the item did not represent
marketing, they were asked to cross it out. They were also asked to make
editorial comments on each item and to add items they felt should be part of
the survey instrument. Most importantly, they were asked to assign each item
to one of the 20 selected marketing element categories.

To make this process easy for the panel of experts, the entire 219-item
pool was listed with sufficient space at the beginning of each item to write a
number. The selected marketing elements were numbered from 1 to 20, and
an operational definition was provided for each one. The experts were asked
to review the 20 selected marketing elements and their definitions. After
doing so, they were instructed to read each item and then enter the number of
the selected marketing element the item most closely represented. An
indicator of 0 indicated that the item, in the mind of the expert, represented
no marketing element listed. Finally, the panel of experts was asked to review
the items in the section of the proposed survey instrument that asked for
reasons institutions may not fully employ marketing. In this section, the
experts were instructed to cross out any item they did not agree with and to
add any item they felt should be included in the survey instrument.

When all materials were returned by the panel of experts, a simple

matrix (Appendix V) was utilized listing each item and the marketing element
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assigned to it by each expert. In order to have a pool of at least five items per
element for a pilot test, 2 items were retained with an 80% expert agreement
(product and purchase), 11 were retained with 90% expert agreement (price,
market, promotion, advertising, target, service, information, demand, forecasting,
place, demographic), and the remaining 7 were retained with 100% expert
agreement (strategy, research, mix, analyzing, competition, segment, image).

In the section on marketing elements, one panel member chose several
items for deletion, but no one added any items. The items suggested for
deletion were assigned a zero in the matrix, instead of the 1 to 20 for a rated
item. As a result, they were included in the averaging, but their value for that
one rater was negated. This process left 170 items eligible for inclusion in the
survey instrument.

Most of the panel of experts recommended additional statements for
the reasons higher education institutions may not fully employ marketing.
After some consideration, all of the suggested statements were added;
however, duplications and cumbersome statements were deleted. This process
resulted in 15 items about full utilization of marketing elements. The survey
instrument was then used for pilot testing (Appendix VI). It contained a total
of 185 items; 170 related to the 20 selected marketing elements and 15 related

to the reasons institutions may not fully utilize marketing.
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Construct Validity

An attempt was made to establish construct validity on the data
gathered from the final study of the population of higher education institutions
in the United States. The Statistical Package for the Social Sciences (SPSS)
factor analysis procedure (SPSS Manual, 1994) was employed. An analysis of
the data generated by this procedure indicated that there were insufficient
responses (147) for the number of survey items (127) to warrant a useful

factor analysis.
Reliability

Pilot Test Survey

Preliminary reliability was established using data from the pilot study
which incorporated selection of S0 higher education institutions which fit the
research criteria of an enrollment headcount of at least 5,000 and the offering
of a minimum of a four-year bachelor’s degree. A systematic sample selection
was conducted by using an alphabetized list of the 493 institutions of higher
education which fit the criteria. The first on the list was chosen followed
thereafter by every tenth school for a total of 50. In addition, 13 colleagues of
the researcher who held executive enrollment management positions in higher

education institutions were also asked to participate.
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The president of each of the selected institutions received the pilot
survey instrument (Appendix VI) along with a personalized letter requesting
his or her participation. They also received a suggested transmittal
memorandum and a postage-paid, self-addressed postcard (Appendix VI). The
letter asked the president to forward the survey instrument to the person on
his or her campus most responsible for marketing their academic programs.
The postage-paid, self-addressed postcard was included so that those agreeing
to participate in the pilot study could indicate who in the institution was
assigned the responsibility of completing the survey. This postcard was meant
to focus appropriate follow-up activities to insure the necessary response rate.
Included with the packet of materials was a self-addressed 10" x 13" envelope
to increase the convenience of returning the survey. The colleagues of the
researcher, on the other hand, simply received the survey and a self-addressed
10" x 13" envelope for returning the completed survey. A formal cover letter
and accompanying materials were unnecessary since their participation was
confirmed before the survey was mailed to them.

The 50 institutions yielded 13 responses (26%), and all 13 colleagues
(100%) responded. The 26 total completed surveys provided sufficient data to
establish preliminary reliability estimates (Bishop, 1991). Reliability was
established using the coefficient of internal consistency method. Cronbach’s

Coefficient a procedure was employed for this process.
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Because this survey instrument contained 20 separate elements of
marketing with items specific to each element, reliability was established for
each element. SPSS software was employed for this and all other statistical
calculations in this study. In this instance, the Alpha If Item Deleted option of
SPSS (SPSS Manual, 1994) was also used. The results of that process are
indicated in Table 6. As a consequence of the reliability testing, 44 items were
eliminated from the pilot study instrument leaving a total of 126 items for the
20 marketing elements. The final survey instrument was then constructed
containing these 126 items plus the 15 items designed to identify reasons
marketing may not be employed. The total survey instrument, then, contained

141! items (see Appendix VII).

1 The final survey instrument shows 127 items for the 20 marketing elements
plus 15 items for the reasons marketing may not be fully employed for a
total of 142 items. There are, in fact, 126 items for the 20 marketing
elements, not 127 items due to a typographical error in numbering (the
number 89 was omitted).
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Table 6

Determination of Reliability for 20 Marketing Elements Used in the Pilot

Surve

IL a # of Items Marketing Element “

I 87 5 product ]
87 12 price
91 7 strategy
87 6 market
87 11 promotion
92 9 research
98 8 mix
90 7 analysis
85 9 advertising
.86 8 target
.86 9 competition
91 11 segmenting
.84 12 service
90 10 information
.80 10 demand
93 10 forecast
.86 6 place
.80 6 purchase
.89 6 image
.90 8 demographics
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Final Survey

Final reliability was determined using precisely the same procedures
employed for the preliminary reliability with one exception: it was based upon
all 147 usable responses received in the final study. Like the pilot study,
reliability was established using the coefficient of internal consistency method,
i.e., Cronbach’s Coefficient a. A review of the Alpha If Item Deleted option of
SPSS (SPSS Manual, 1994) indicated there were no items that needed to be

deleted. The a results of that process are indicated in Table 7.

The Study

The results of the pilot study indicated that surveys mailed to the
president of an institution most often wound up in the hands of the chief
academic officer. Therefore, the final survey was mailed to the provost,
academic vice president, or chief academic officer of the institution. Another
finding was that the postcard, the transmittal memo, and the self-addressed 10"
x 13" return envelope used in the pilot study proved ineffective. In fact, only
one of the 13 respondents returned the postcard, and it was evident from
handwritten notations on returned surveys that the transmittal memo was not
used. Furthermore, no one used the self-addressed 10" x 13" envelope; rather,
someone typed or hand-addressed an envelope with their institutional logo on

it or he or she simply used a stock clasp envelope. As a result, the final study
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Table 7
Determination of Reliability for 20 Marketing Elements Used in the Final

Surve
a # of I;:ms Marketing Element —J
B 87 5 product
.88 7 price :I
88 6 strategy
88 5 market
87 8 promotion
92 7 research
97 7 mix
91 5 analysis
91 7 advertising
92 7 target
.86 5 competition
95 7 segmenting "
90 9 service :l’
93 7 information
83 6 demand "
95 7 forecast |
87 5 place I
87 6 purchase
.88 5 image
89 5 demographics
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did not employ any of these devices. It did, however, include a self-adhesive
return address label that could easily be affixed to the school’s envelope.

Each of the 493 colleges and universities in the study population was
sent a survey with a cover letter (Appendix VII), using direct mail techniques
refined by research (Dillman, 1978). The chief academic officer of the
institution was asked to forward the survey to the highest level person in the
institution most responsible for marketing the academic programs of the
institution. Those institutions not responding within 20 days received a second
mailing with another survey and a different cover letter (Appendix VII),
addressed also to the chief academic officer, urging cooperation in completing

the survey instrument by a defined date.

Data Analysis

The primary focus of this research project was to determine the extent
to which selected marketing elements are utilized by higher education
institutions. Each marketing element in the survey instrument contained
several positive statements relating to the use of that element in the
institution. Following each statement was a S-point Likert-type scale ranging
from 1-strongly agree to S-strongly disagree. For purposes of data analysis and
reporting results, the raw data were re-coded.

The extent of marketing utilization in higher education was examined

first by analyzing the frequency distribution of each of the items on the survey
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instrument. Next, the utilization of each of the 20 selected marketing
elements in higher education institutions was examined. To do so, a raw score
was calculated for each marketing element at each institution. Then, the raw
scores for each element were summed to give a total raw score for each
element representing all responding institutions. A mean and a standard
deviation were calculated for each of the 20 selected marketing elements for
all responding institutions. In addition, the means and standard deviations,
based upon the sum of the raw scores, were calculated separately for all public
institutions and for all private institutions. These data are presented in tables
in Chapter 4 for only public, only private, and all responding institutions in
descending rank order based upon their mean scores. This demonstrates

which marketing element is utilized most, second-most, and so on.

Research Questions
Each of the research questions which guided this study follows with its
method of statistical analysis.

1. Was there a difference in the utilization of marketing elements
between public and private higher education institutions?

Using the summed raw score for each element for each
institution, a total raw score was tabulated for each element for
all public institutions and for each element for all private

institutions. A mean and a standard deviation were then created
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for each element for all public institutions and for all private
institutions. Each of these 20 sets of means (20 for public and
20 for private) was then tested with a t-test to determine if a
significant difference (p < .05) existed between public and
private institutions on each marketing element. In addition,
overall means and standard deviations were calculated on the
raw scores of the 20 elements for all public institutions and then
all private institutions. This calculation was also subjected to a t-
test to determine if a significant difference (p < .05) existed
between public and private institutions on their overall raw
score.

2. Were there constraining factors such as staff and budget which limit
full utilization of marketing in higher education institutions?

The survey instrument contained 15 items (Appendix VII) which
addressed constraining factors that were culled from the
literature and the content validity. Each item was followed by
the same re-coded Likert-type scale. A recoded score of 5 (I on
the survey) indicated that the respondent strongly agreed with the
constraining factor the item suggested while a recoded score of /
(5 on the survey) indicated that he or she strongly disagreed. To
determine the extent to which the constraining factors inhibited

full utilization of the selected marketing elements, a frequency
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distribution, a mean, and a standard deviation for each
constraining factor were calculated from all the completed survey
instruments. The means and standard deviations are presented
in descending rank order in order to facilitate the determination
of the constraining factors most often cited within the responding
survey population.

3. Were constraining factors in the utilization of marketing elements in
higher education institutions different depending upon institutional
type--either public or private?

A mean score and a standard deviation for each of the 15
constraining factors were calculated for all public institutions and
for all private institutions. The results for each group--public

and private--were listed separately in descending rank order.

4, Did higher education institutions assign the responsibility for
marketing the institution to a specific position?

A rank-ordered frequency distribution of the specific job titles of
the person most responsible for marketing the institution is
presented in Chapter 4.

S. Was the extent of utilization of marketing elements in higher
education institutions related to the level of the position assigned
the responsibility of marketing the institution?

Those institutions that indicated the level of the position

assigned the responsibility of marketing the institution were

coded and categorized as shown in Table 8. Only those

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.



57

institutions indicating who was responsible for marketing it were
used to determine the relationship between the level of
responsibility and the extent of marketing utilization. A raw
score was calculated for each institution by summing the 20 raw
scores for each element; the higher the raw score, the more
marketing has been implemented. Using the raw scores for each
institution as one variable and the level of position assigned the
responsibility of marketing as another variable, a Pearson
Product Moment Correlation (PPMC) was calculated to
determine the relationship, if any, between these variables.

6. What is the highest academic degree and the academic discipline of
the person in charge of the institution’s marketing effort?

A rank-ordered frequency distribution was employed showing the
academic degree--bachelor’s, master’s, or doctorate--and the

academic discipline.

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.



58

Table 8

Coding and Category of the Level of the Position Assigned the Responsibility

of Marketing the Institution

|| Code | Category |l

President, CEO, chancellor

Vice president, vice chancellor,
provost

Associate vice president, associate
vice chancellor, associate provost

Assistant vice president, assistant vice
chancellor, assistant provost

Dean

Associate dean

Assistant dean

Executive director

Director

Other

‘o—-wu»u‘c\\nm\o

|
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CHAPTER 4
FINDINGS

Introduction

The purpose of this study was to determine the extent to which selected
marketing elements such as pricing, promotion, product, and targeting are
utilized in higher education institutions. This study was limited to public and
private higher education institutions in the United States offering at least the
baccalaureate degree which enroll at least 5,000 students. The intent of the
research was to offer insight into the current use of marketing elements by
higher education institutions.

The study involved the distribution of a survey developed specifically
for this research to 493 colleges and universities meeting the subject selection
criteria. The survey contained 126 questions on the use of marketing elements
by four-year colleges and universities for marketing their academic programs.
In addition, 15 questions concerned constraints which prevented full use of
marketing elements. In this chapter, findings from the research are fully

delineated.

59
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Survey Responses

Response Rates

60

The survey instrument along with a cover letter (see Appendix VII) was

initially mailed to the entire population of 493 colleges and universities

selected for the study. Those not responding within 20 days received a second

mailing urging their cooperation in this research project. The results of these

mailings are presented in Table 9.

Table 9

Survey Response Rate

Public Private Total
% n % *
Surveys Mailed 364 | 738 129 | 262 | 493 | 100.0
" Responses - First Mailing 106 | 215 11 22 117 23.7
" Responses - Second Mailing 25 51 5 1.0 30 6.1
Unusable Returns 5 10 4 08 9 1.8
Total Response Rate 136 276 20 41 156 316
Usable Responses 131 2066 16 32 147 29.8

* Numbers may not add precisely due to rounding

In similar studies, Narkawicz (1994) and Firoz (1982) experienced

overall response rates of 51% and 66%, respectively, using similar populations.

Of the 493 institutions selected for the present survey, 156 (31.6%) responded.

If those nine who declined to participate are excluded, the response rate
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decreases to 29.8%, a yield of 147 usable responses after two mailings. This
rate of return was greater than the 26.0% response rate after one mailing
experienced during the pilot study that involved 50 systematically selected
institutions. The response rate for the initial mailing was 23.7%, slightly less
than for the pilot study.

The overall response rate for public and private institutions differed.
Public institutions represented 73.8% of those surveyed and 87.2% of the
responses while private institutions represented 26.2% of the population and
12.8% of the responses. Further, S public and 4 private institutions declined
to participate in the survey. Of the usable 147 responses, 131 (89.1%) are
from public and 16 (10.9%) are from private institutions of higher education.
The proportion of public institution to private institution responses is therefore

9to 1.

Respondent Demographics

One section of the survey instrument requested institutional
demographic data. Respondents were asked to (a) define the control of the
institution as public or private, (b) provide the fall 1996 total graduate and
undergraduate headcount, (c) give the title of the person most responsible for
marketing the institution, and (d) identify that person’s highest academic

degree as well as the academic area in which that degree was earned.
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Institutions of all sizes from the delimitation of 5,000 total student
headcount to tens of thousands of students responded to the survey. A
summary of the size of institutions by public or private control is presented in
Table 10.

Table 10

Characteristics of Size and Control of Responding Institutions of Higher

Education

Enrollment

5,000 - 9,000 8
9,001 - 13,000 26 17.7 4 2.7 30 204
13,001 - 17,000 15 10.2 2
17,001 - 21,000 13 8.8 1 0.7 14 9.5
21,001 - 25,000 12 8.2 0 0.0 12 82

Over 25,000

Total 131 89.1 16 109 147 100.0

* Numbers may not add precisely due to rounding

In terms of enrollment, nearly three-fourths (72.8%) of responding
institutions reported between 5,000 and 17,000 students. All but two private
colleges fell into this larger group. Only one private institution reported more

than 25,000 students, while 13 (8.8%) public institutions did.
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The title of the person most responsible for marketing the institution

was categorized and coded according to a predetermined hierarchy. The

number of respondents in each of the coded categories is listed in Table 11.

Table 11

Coding and Category of the Level of the Position Assigned the Responsibility
of Marketing the Institution and Number of Respondents in Each

—

| Code Category n % l
9 President, CEO, chancellor 2 14
8 Vice president, vice chancellor, provost 30 204
7 Associate vice president, associate vice 15 10.2

chanccllor, associate provost
6 Assistant vice president, assistant vice 8 54
chancellor, assistant provost
5 Dean 7 438
4 Associate dcan 0 0.0
3 Assistant dean 0 0.0
2 Executive director 5 34
1 Director 53 36.1
0 Other 27 184
Total 147 100.1

—

* Numbers may not add precisely due to rounding

About two-thirds (66.7%) of the persons responsible for marketing their

institutions were either director (36.1%); vice president, vice chancellor, or

provost (20.4%); or associate vice president, associate vice chancellor, or

associate provost (10.2%). The Other category representing 27 (18.4%)
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respondents was primarily used when an institution did not specify the person
most responsible for marketing the institution by title.

Of the 147 completed surveys, 96 (65.3%) indicated the academic
discipline and the degree level of the person most responsible for marketing
their institution. The highest concentration of academic disciplines was in
education, including higher education administration, which accounted for
27.1% of the respondents. The next highest representation was business
(10.4%) while the remainder of the responses was dispersed over numerous
academic disciplines. These responses are listed in Table 12.

If the disciplines were grouped, education including higher education
administration and college student personnel would still be on top with 28.4%
of respondents. Business-related fields such as marketing, public relations,
economics, human resources development, organizational analysis/behavior,
advertising, and management would run a close second with 25.0% of
respondents. These two fields when grouped would then contribute 53.4%,
more than half of the respondents.

In terms of degrees earned, the master’s (46.9%) and doctorates
(42.7%) were somewhat evenly divided. For ease of comparison, law degrees
(J.D. or Juris Doctor) were assigned to the doctorate. Clearly, an advanced
degree was generally required for a position in marketing in an institution of
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