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ABSTRACT

A Descriptive Study of Enrollment Marketing Stratégie# 
for Four-Year Public Colleges and Universities

By

Becky L. W atso n

D r. C a rl R. S teinhoff, E x a m in a tio n  C om m ittee  C h a ir  
P ro fesso r o f E d u c a tio n a l L eadersh ip  

U niversity  o f N evada, L as V egas

C hoosing  a  co llege  e d u ca tio n  is  on ly  o n e  o f m a n y  cho ices a  s tu d e n t  

h a s  for p o s t-s e c o n d a ry  e d u ca tio n  o r  tra in in g . T he c u rre n t  c h a n g e  in  th e  

un iversity  c a m p u s  e n v iro n m e n t is  c re a tin g  a  c h an g e  in  th e  m a rk e tin g  

env ironm en t. A h ig h e r  e d u ca tio n  in s t i tu t io n  m u s t  c o n tin u a lly  a d a p t  i ts  

m ark e tin g  e ffo rts  to  k e e p  pace  w ith  th e  c h a n g in g  n e e d s  o f its  

c o n stitu en cy —th e  s tu d e n ts .  The in s t i tu t io n  m u s t  k now  its  p u b lic  a n d  i ts  

m ark e t to  be  a b le  to  a t t r a c t  a d e q u a te  r e s o u rc e s  a n d  convert th e m  in to  

services for i ts  p u b lic . T he n a tu re  a n d  fu n c tio n  o f h ig h er e d u c a tio n a l  

in s titu tio n s  is  c h a n g in g  d u e  to  c h a n g e s  in  th e  a t t i tu d e s  o f th e  c o n s u m e r . 

H igher e d u c a tio n  a d m in is tra to rs  m u s t  th in k  in  th e  sam e te rm s  a s  th e  

private  se c to r  b u s in e s s  w orld.

H igher e d u c a tio n  in s t i tu tio n s  a re  faced  w ith  declin ing  e n ro llm e n ts , 

m oun ting  f in a n c ia l p re s s u re s ,  d im in ish in g  p u b lic  confidence, a n d  a n
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Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.



in c re a s in g  m em b er of n o n tra d itio n a l s tu d e n ts  a n d  s tu d ie s . D ue to th e s e  

a n d  o th e r  fac to rs , e n ro llm en t m an a g e m e n t s tra te g ie s  in c lu d in g  s tra te g ie s  

from  m a rk e tin g  have b een  e s ta b lish e d  to  ev a lu a te  re c ru itm e n t.

T he p u rp o se  o f th is  s tu d y  is  to  utilize exam ples o f  se lec ted  W estern  

reg iona l fo u r-y ea r public  h ig h e r  ed u ca tio n  in s t i tu t io n s  for effective 

m a rk e tin g  p ro g ram s for e n ro llm e n t. The in s t i tu t io n s  s tu d ie d  w ere four- 

y e a r  p u b lic  h ig h e r ed u ca tio n  in s titu tio n s  in  th e  15 W este rn  U nited S ta te s  

a s  defined  by U.S. News & W orld Report: A m erica 's B e s t Colleges 1 9 9 9 . 

(A laska, A rizona, C aliforn ia , C o lo rado , Hawaii, Id ah o , M o n tan a , N evada, 

New M exico, O k lahom a, O regon , T exas, U tah , W ash in g to n  a n d  

W yom ing.) T he in te n t o f th e  s tu d y  w as to  d e te rm in e  th e  u se  o f m ark e tin g  

s tra te g ie s  for fo u r-year p u b lic  h ig h e r e d u ca tio n  in s t itu t io n s .

T he p rim a ry  d a ta -g a th e r in g  in s tru m e n t w as  a  q u e s tio n n a ire  developed 

to  co llec t d a ta  a n d  w as a d m in is te re d  to  th o se  w ho m a n a g e  th e  

re sp o n sib ility  for e n ro llm en t m a n a g e m e n t a n d /o r  m a rk e tin g . The 

se lec ted  m a rk e tin g  e le m e n ts  u se d  a s  a  b a s is  for th e  q u e s tio n n a ire  w ere: 

com petitive  en v iro n m en t, d e m o g ra p h ic s , m ark e t, m a rk e tin g , m ark e tin g  

mix, m a rk e tin g  se g m en ta tio n , m ark e tin g  s tra teg y , m e d ia  p la n  a n d  

p sy c h o g rap h ic s . T he s tu d y  w a s  a  descrip tive , m ixed-m ethodo logy  

re se a rc h  d esign . R egard ing  s tra te g ic  m ark e tin g  e ffo rts, ite m s  o f  th e  s tu d y  

in c lu d ed : th e  d ifferences in  m a rk e tin g  efforts a n d  th e  d ev e lopm en t of 

s tra te g ie s , fu n d in g  betw een  in s t i tu t io n s , d ifferences in  u n d e rg ra d u a te
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Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.



en ro llm en t o f th e  in s titu tio n , a n d  th e  size o f th e  in s titu tio n s  s u r ro u n d in g  

com m unity . T he  r e s u l ts  from  th is  s tu d y  h av e  he lped  to  clarify th e  w h a t  

m arke ting  s tra te g ie s  a re  u sed  in  pub lic  h ig h e r  e d u ca tio n  W estern  reg io n  

in s titu tio n s . A nd w h ich  s tra te g ie s  a re  u se d  for e n ro llm en t m ark e tin g .
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CHAPTER I 

INTRODUCTION

T he com plex  p a tte rn  o f th e  d e v e lo p m e n t o f h igher e d u c a tio n  in  th e  

n in e te e n th  c en tu ry  reveals , p e rh a p s  even  m ore th a n  th e  p a t te r n  o f 

se co n d a ry  e d u ca tio n , th e  p lu ra lis t ic  c h a ra c te r  of A m erican  e d u c a tio n  

re sp o n d in g  to  th e  d iversified  re lig io u s , in te llec tual, a n d  u t i l i ta r ia n  

in te re s ts  o f A m erican  society . In  i ts  e ffo rts  to  sa tisfy  all d e m a n d s , 

h ig h e r e d u c a tio n  evolved in to  a  u n iq u e ly  A m erican in s t itu tio n  

(N akosteen , 1965, p. 491).

In th e  C o lu m b ia  R eport o f 1853 , e n title d  The E s ta b lish m e n t o f  a  

U niversity  S y s te m . G eorge T em p le to n  S tro n g  w rote th a t  th e  m is s io n  o f 

th e  college is  to  “d irec t a n d  s u p e r in te n d  th e  m en tal a n d  m o ra l c u ltu re*  

(Sm ith , 1990 , p . 41). S ince th e  d e v e lo p m e n t o f the  A m erican u n iv e rs ity , 

u n iv e rs itie s  h av e  becom e m ore  th a n  e d u c a tio n a l in s titu tio n s  (S o lom on  & 

Solom on, 1993). Solom on a n d  S o lo m o n  (1993) co n tin u ed  by s ta t in g  th a t  

u n iv e rs itie s  a re  in v es tm en ts  in  c u l tu re ,  c o n s titu e n c ie s  a n d  in te llig en ce , 

a n d  a re  in v e s tm e n ts  for th e  p u b lic  to  b eco m e  rich  by o th e r  m e a n s  th a n  

financ ia l. U n iversities a re  now  th e  d o m in a n t  social in s t itu t io n s  o f  o u r

1
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2
society  h av in g  “becom e g ia n t co rp o ra tio n s"  (p. xvii). Like b u s in e sse s , 

h ig h e r e d u ca tio n  in s t i tu t io n s  a re  m ak in g  in fo rm atio n  m ore availab le  to  

th e ir  c o n su m e rs , p rov id ing  in fo rm ation  from  a d m iss io n  s ta n d a rd s  to  

p lac em en t r a te s  (Roesch, 1992).

Over th e  p a s t  20  y e a rs , h ig h e r e d u c a tio n  in s t itu t io n s  have ad o p ted  

m ark e tin g  tec h n iq u e s  s im ila r  to  th e se  u tilized  by com m ercial e n te rp r is e s  

(E ngelgau, 1991). C hoosing  a  college e d u c a tio n  is only one o f m any  

ch o ices  a  s tu d e n t  h a s  fo r p o s t-se co n d a ry  e d u c a tio n  o r tra in in g  (H ossler, 

B rax to n  & C o p p ersm ith , 1989).

S tu d e n t college cho ice  h a s  been  defined  a s  a  com plex, m u ltis tag e  

p ro ce ss  d u rin g  w hich  a n  ind iv idual develops a sp ira tio n s  to  c o n tin u e  

form al ed u ca tio n  b eyond  h ig h  school, followed la te r  by a  decision  to  

a tte n d  a  specific college, un iv ers ity  o r  in s titu tio n  of advanced  

vocational tra in in g  (H ossler, B rax ton  & C oo p ersm ith , 1989, p. 7).

The s tu d e n ts ’ choice o f  o p tio n s  is  b ia sed  by  a  h eritag e  of c u s to m s  a n d  

in s titu tio n s  p u t  a longside  o f  to d ay ’s  fo cu s of e d u c a tio n  an d  c h an g e s  in  

society  (A nderson, B ow m an & Tinto, 1972). “Societa l m obility in  th e  

U nited  S ta te s  is very largely  d e te rm in ed  by e d u c a tio n ” (Solom on & 

Solom on, 1993, p. 59), a n d  th e  college deg ree  h a s  rep laced  th e  h igh  

schoo l d ip lom a a s  th e  e n try  c a rd  in to  p ro d u c tiv e  em ploym en t (G oldm an, 

1997). E d u ca tio n  is th e  g a tew ay  to  p ro fess io n s  a n d  m anageria l jo b s , a s  

s ta te d  by Solom on a n d  S o lo m o n  (1993).
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T he c h a n g e  in  th e  un ivers ity  c a m p u s  e n v iro n m e n t is  c re a tin g  a  

c h an g e  in  th e  m a rk e tin g  en v iro n m en t. As C ox a n d  E n is  (1972 , p . 3) 

w rote, m a n a g e m e n t in  h ig h er e d u c a tio n  “m u s t  c o n tin u a lly  a d a p t  th e  

o rg an iz a tio n ’s  m a rk e tin g  effo rts to  k eep  p a ce  w ith  th e s e  c h a n g e s .” 

M arketing  g row s o u t  o f th e  n e ce ss ity  o f th e  in s t i tu t io n  to  effectively se rv e  

its  c o n s titu e n c y  (Kotler, 1982). U niversity  a d m in is t r a to r s  m u s t  k now  

th e ir  pub lic , th e ir  m ark e t, a n d  be ab le  to  a t t r a c t  a d e q u a te  re so u rc e s  a n d  

convert th e m  in to  a p p ro p ria te  se rv ices for th e ir  p u b lic  (Kotler, 1982). 

Kotler in d ic a te d  a s  well th a t  a d m in is tra to rs  a re  sk e p tic a l o f m ark e tin g  

a n d  a re  c o n c e rn e d  th a t  it is  m an ip u la tiv e , ex p en siv e  a n d  th e ir  p u b lic  will 

be u n co m fo rtab le  w ith  a n onp ro fit in s t i tu t io n  m a rk e tin g  itself. U n iversity  

a d m in is tra to rs  m u s t  th in k  in  th e  sa m e  te rm s  a s  th e  fo r-p ro fit b u s in e s s  

w orld, develop ing  m ark e tin g  s tra te g ie s  h a s  becom e a  to p  p rio rity  for 

u n iv ers itie s  (M o n tan a , 1978).

Cox a n d  E n is  (1972) em p h asized  th a t  th e  n a tu r e  a n d  fu n c tio n  of 

h ig h e r e d u c a tio n a l in s t itu t io n s  a re  c h a n g in g  a n d  c o n s ta n tly  ev a lu a ted  

d u e  to  c h a n g e s  in  th e  a tt i tu d e s  of th e  c o n su m e r  a n d  so c ie ta l c h an g e s . In  

ad d itio n  to  th e s e  c h an g e s , th e  college-age p o p u la tio n  is  sh iftin g  to  w h a t 

b e s t c an  be d e sc rib e d  a s  a n  inverted  p y ram id  w h e re  th e  la rg e s t e le m e n t 

o f g row th  co m es from  an  o lder, n o n -tra d itio n a l s tu d e n t  p o p u la tio n  

(N onprofit M arketing , 1990). T here  w a s  a  s p e c ta c u la r  in c re a se  in  college 

e n ro llm en t b e tw een  1900 a n d  1940 w h e n  e n ro llm e n t g rew  from  150 ,000
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to  1 ,4 0 0 ,0 0 0 . A ccord ing  to  P a rk er (1979 , p . 41), e n ro llm en t c o n tin u e d  to  

so a r a s  “th e  p o s tw a r  b a b y  boom  w as largely  re sp o n s ib le  for th e  ra p id  

grow th  in  h ig h e r  e d u c a tio n  in th e  six ties. " H ow ever, en ro llm en t 

p ro jec tio n s  of th e  1 9 7 0 s d id  n o t becom e a  re a lity  fo r m an y  co lleges a n d  

u n iv e rs itie s  (M o n tan a , 1978). It is  p red ic te d  th a t  w ith  a n  in c re a se  in  h ig h  

school g r a d u a te s  by  2 0 0 0 , th e  n u m b e r  o f g r a d u a te s  en te rin g  college will 

still be  below  th e  n u m b e r  o f g ra d u a te s  in  1 9 7 7  w ho  en te red  in s t i tu t io n s  

of h ig h e r e d u c a tio n  (E ngelgau , 1991). “T ra d itio n a l-a g e  s tu d e n ts  a re  n o  

longer th e  n o rm  o n  A m erican  c a m p u se s” (R o esch , 1993 , p. 17). E n g elg au  

(1991) s tre s se d  t h a t  th e  age  d is tr ib u tio n  c le a rly  in flu en ces  e n ro llm e n t 

a n d  s in c e  1980, th e  p e rc en ta g e  of s tu d e n ts  3 5  y e a rs  o f age a n d  o ld e r  h a s  

r isen  c o n s id e ra b ly . O ne o f  th e  m o st o b v io u s  c h a n g e s  in  en ro llm e n t is  

th a t  o f w om en a tte n d in g  pub lic  fo u r-y ea r in s t i tu t io n s  full-tim e.

E n ro llm en t for w o m en  s u rp a s s e d  th a t  of m e n  in  1977.

“M arketing , re c ru i tm e n t  an d  th e  a w a rd in g  o f  financ ia l a id  a re  

en ro llm e n t m a n a g e m e n t ac tiv ities c o n d u c te d  to  in fluence  th e  e n ro llm e n t 

d e c is io n s  o f p ro sp ec tiv e  s tu d e n ts ” (H ossler, B e a n  & A ssociates, 1990 , 

p . 62). H ow ever, w ith  c h a n g e s  in th e  u n iv e rs ity  p o p u la tio n  a n d  c o n s u m e r  

a tt i tu d e s , u n iv e rs it ie s  a re  facing a n  e ro s io n  o f  o u ts id e  fund ing  s u c h  a s  

g ra n ts  a n d  federa l a id , a n d  a  ch an g e  in  fed e ra l a n d  s ta te  policies o f 

financ ia l a id  a n d  ta x e s  (Healy, 1997; N onpro fit M arketing , 1990).

F in an c ia l a id  h a s  a n  in fluence , how ever m o d e s t, o n  th e  choice th e
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s tu d e n t  m ak es  to  a t te n d  a  college o r un iversity  (H ossler, B ean  & 

A ssociates, 1990). A ccord ing  to  T he A dm ission S tra te g is t:  Recru itin g  for 

th e  Y ear 2 0 0 0 . a  lim ited  ava ilab ility  of financia l a id  sign ifican tly  lim its  a  

s tu d e n ts  choice, sk ew in g  th e  s tu d e n t  tow ard  a  lo w er-co st public  

in s titu tio n  (R oesch, 1993). F in an c ia l a id  p lays a  s ig n ific an t role w h e n  th e  

s tu d e n ts ’ second o r  th ird  ch o ice  in s titu tio n  offers m ore  a id  th a n  th e  f irs t 

choice. Yet, th e  p rice  ta g  on  a  second  o r  th ird  ch o ice  in s titu tio n  m ay  c o s t 

th a t  in s titu tio n  th o u s a n d s  of d o lla rs  m ore  for th e  s tu d e n t  w hen  

com peting  a g a in s t th e  s tu d e n ts ’ firs t choice. (H ossler & B ean , & 

A ssociates, 1990). H o ssle r, B ean , a n d  A ssoc ia tes (1990) go on  to  sa y  th a t  

“in s tea d  of u s in g  fin an c ia l a id  to  a t t r a c t  s tu d e n ts , co lleges a n d  

un iv ers itie s  sh o u ld  se ek  to  u n d e rs ta n d  th e  ty p es o f  s tu d e n ts  th e ir  

in s titu tio n  is m ost likely to  en ro ll an d  g ra d u a te ” (p. 41).

E nro llm en t to d ay  co u ld  be  d escrib ed  th e  sam e  a s  it w a s  in  th e  

A m herst College R eport o f  1827 (as cited in  Solom on & Solom on, 1993), 

w hich  repo rted  th a t  u n iv e rs it ie s  faced declin ing  e n ro llm e n ts , m o u n tin g  

financia l p re s su re s , d im in ish in g  pub lic  confidence , a n d  m ore  n o n ­

trad itio n a l s tu d e n ts  a n d  s tu d ie s . O u r u n iv e rs itie s  a re  in d a n g e r  o f be ing  

left b eh in d  (Solom on a n d  S o lom on , 1993). In a  s ta te m e n t  to  the  

M a ssa c h u se tts  leg is la tu re  in  1849 , E dw ard  E vere tt, p re s id e n t of 

H arvard , spoke o f th e  n e ed  for s ta te  fu n d s .
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...th e  d u ty  o f e d u c a tin g  th e  people r e s ts  o n  g re a t p u b lic  g ro u n d s , —o n  

m oral a n d  political fo u n d a tio n s . A good college e d u c a tio n  for th o se  

w ho need  it a n d  w a n t it, is  j u s t  a s  m u c h  th e  in te re s t  of th e  m an y , a s  

good school ed u ca tio n  (H ofstad ter & S m ith , p . 387).

T he red u c tio n  o f e n ro llm e n t grow th in  1975 w as g re a te r  th a n  

p ro jec tions m ad e  in  th e  la te  six ties h ad  in d ica ted  (P arker, 1979). As 

colleges a n d  u n iv ers itie s  w ere u n d er-en ro lled , th ey  w ere  a lso  u n d e r ­

financed , a n d , a t  th e  sa m e  tim e, they  w ere overstaffed , overbu ilt, a n d  

overschedu led  w ith  p ro g ram s a n d  c o u rse s  (Jo h n so n , 1972). F u ll-tim e- 

equ iva len t s tu d e n t  co s ts  w ere  a lso  u p  by m ore  th a n  10 p e rc e n t be tw een  

1968 a n d  1974 (Parker, 1979) a n d  typically , h ig h e r e d u c a tio n  tu itio n  for 

fou r-year colleges a n d  u n iv e rs itie s  a c c o u n ts  for 35  p e rc e n t o f all 

rev en u es in h ig h er e d u c a tio n  (H ossler & B ean , 1990, p . 15). P red ic ting  

en ro llm en t today  is  com plica ted  by severa l t re n d s  a s  d esc rib ed  by Healy 

(1997). Healy (1997, p. A23) h a s  ind ica ted  th a t  th e re  is  a n  in c reased  

n u m b e r of h igh  school s tu d e n ts  tak in g  college-level c o u rse s . T h is is  d u e  

to  several fac to rs: (a) som e s ta te s  a re  giving m ore  a id  to  p a rt- tim e  

s tu d e n ts ; (b) tu itio n  h a s  in c re ased  fa s te r  th a n  fin an c ia l a id  in  m any  

s ta te s ; (c) w elfare reform  e n co u rag e s  in c re ased  e n ro llm e n t in  som e s ta te s  

a n d  d isc o u rag e s  it in  o th e rs ; (dj o u t-o f-s ta te  tu itio n  h a s  in creased ; a n d ,

(e) in good econom ic tim es s u c h  a s  th e se , peop le  ch o o se  jo b s  over 

educa tion .
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H ealy (1997) th eo rized  th a t  c u r re n t  econom ic  t r e n d s  h a v e  re s u lte d  in  

m is ta k en  e n ro llm e n t p ro je c tio n s  in  som e s ta te s , a n d  co m p e titiv e  fa c to rs  

a re  re sp o n sib le  for p o o r e n ro llm e n t p ro jec tio n s  in  o th e r  s ta te s ,  

p a rticu la rly  in  th e  W est a n d  th e  S o u th . A lthough  th e  “p e rfec t c o m p e tito r  

w ould be  a n o th e r  college th a t  s tu d e n ts . . .s e e  a s  e q u a lly  desirab le*  (Kotler, 

1982, p. 82), c o m p e tito rs  o f p u b lic  fo u r-y ea r in s t i tu t io n s  a re  c o m m u n ity  

colleges, tra d e  sch o o ls , a n d  th e  m ilita ry  (Healy, 1997; N onprofit 

M arketing , 1990). H ow ever, a cco rd in g  to  K otler (1982 , p. 54), “n o n p ro fit 

o rg an iza tio n s  den y  th e  e x is te n c e  o f co m p e titio n , feeling  th a t  th is  is  m o re  

c h a ra c te r is tic  of b u s in e s s  firm s. " The ch a llen g e  to  u n iv e rs it ie s  is  th e  

c o n s ta n t c h an g e  a n d  co m p e titiv e  e n v iro n m en t w h ich  h a s  c re a te d  a  

g rea te r need  for m a rk e tin g  (M o n tan a , 1978). Lay a n d  E n d o  (1987 , p . 107) 

exp la ined  th a t  “m a rk e tin g  sh o u ld  be se e n  a s  th e  re sp o n s ib ility  o f 

eveiyone w ho com es in to  c o n ta c t  w ith  p ro sp ec tiv e  s tu d e n ts  a n d  th e ir  

p a ren ts ."  D ue in  p a r t  to  in c re a se d  co m petition , m a rk e tin g  h a s  beco m e  

m ore im p o rta n t to  n o n p ro fit o rg a n iz a tio n s  (N onprofit M ark e tin g , 1990). 

P rospective s tu d e n ts  re q u ire  re liab le  in fo rm a tio n  th a t  d e sc r ib e s  ho w  

in s titu tio n s  o p e ra te  a n d  how  th e  s tu d e n t  m ay  b en efit by  a tte n d in g  th a t  

in s titu tio n . “T he m a rk e t  for h ig h e r  e d u c a tio n  is in fo rm a tio n  d riven" 

(H ossler & L itten , 1993 , p . 79). U n iv e rs itie s  m u s t  be  p o s itio n e d  to  se ll 

e d u ca tio n , a s  a n  in ta n g ib le  se rv ice  w h ere  th e  e m p h a s is  is o ften  o n  

societal n e e d s  (N onprofit M ark e tin g , 1990). H ossler, B e an  a n d  A sso c ia tes
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(1990, p . 70) w ro te, “so c ie ta l m a rk e tin g  is  th e  c o n cep t m o s t  c lo se ly  

a sso c ia te d  w ith  h ig h e r e d u ca tio n ."  T h ro u g h  m ark e tin g  r e s e a rc h  s u c h  a s  

a  co m p reh en s iv e  review  o r  a  m ark e tin g  a u d it ,  h ig h er e d u c a tio n  

in s t i tu t io n s  can  c re a te  effective m a rk e tin g  s tra te g ie s  (L itten , 1 9 8 7 , 

H olm es, 1966, M cC alm on, 1987). A m a rk e tin g  s tra teg y  is  a  m e a n s  o f 

a s s u r in g  th e  p ro sp ec tiv e  s tu d e n t  th a t  u n iv e rs ity  a d m in is tra to rs  k n o w  

w h a t they  a re  do ing  (P ark er, 1979). M ark e tin g  s tra te g ie s  d ev e lo p ed  by  

e n ro llm e n t m a n a g e rs  in  o rd e r  to in flu en ce  s tu d e n t  e n ro llm e n ts  a re  m a d e  

by  u s in g  m a rk e tin g  re s e a rc h  in c o n ju n c tio n  w ith  n o n p ro fit m a rk e tin g  

p ra c tic e s  to  collect d a ta  o n  s tu d e n t  college cho ice  (H ossler, B e a n  & 

A ssoc ia tes, 1990). A s se ssm e n t s tra te g ie s  d e te rm in e  th e  n e e d s , w a n ts ,  

a n d  in te re s ts  o f i ts  m a rk e t  m ore effectively a n d  efficiently th a n  i ts  

co m p etitio n  (H ossler & B e a n , 1990, p . 70).

As C rissey  (1997) s ta te d , a lth o u g h  th e re  h a s  been  a  d e c re a s e  o f  

e n ro llm e n t in  m an y  s ta te s ,  som e s ta te s  a re  experienc ing  a  g ro w th  in  

a p p lic a n t poo ls a n d  a d m iss io n s . Som e a d m is s io n s  officials a t t r ib u te  th e  

g row th  to  m ore  a ggress iv e  re c ru itm e n t s tra te g ie s , a n d  b e tte r  

c o m m u n ica tio n  w ith  p ro sp ec tiv e  s tu d e n ts  (C rissey , 1997). E n ro llm e n t 

m a n a g e m e n t s tra te g ie s  h av e  been  e s ta b lis h e d  to  e v a lu a te  r e c ru i tm e n t  

a n d  re te n tio n  p ro g ram s. I t  is  a  co m p re h en s iv e  p ro cess  “d e s ig n e d  to  

ach ieve  a n d  m a in ta in  th e  o p tim u m  re c ru itm e n t, re te n tio n , a n d  

g ra d u a tio n  ra te s  o f s tu d e n ts ” (H ossler, 1991 , p. 8). S tra teg ic  e n ro llm e n t
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m an a g em en t e s ta b lis h e s  a  lin k  b e tw een  re c ru itm e n t, re te n tio n  a n d  

academ ic  p ro g ram s (H ossler, 1991). In  p lan n in g  th is  s tra te g y , th e  

in s t itu t io n ’s  c a m p u s  e n v iro n m e n t, s tu d e n t  m a rk e t a n d  co m p etitio n  is  

analyzed . K otler’s  (1982) p o s itio n  w a s  th a t  th e  s tr e n g th s  a n d  w e a k n e ss e s  

o f un iv e rs itie s  a re  a s s e s s e d  in  o rd e r  to  develop a  c le a r  s e n se  o f m a rk e t 

ta rg e ts  a n d  position ing . S u c h  a n  a n a ly s is  iden tifies m a rk e t o p p o r tu n itie s  

th a t  c o n tr ib u te  to  th e  a t ta in m e n t  o f th e  in s t itu t io n ’s  ob jec tives (Cox & 

E n is, 1972). H ossler ex p la in ed  th a t  th is  u se  o f s tra te g ic  p la n n in g  for 

re c ru itm e n t in te g ra te s  e n ro llm e n t m a n a g e m e n t w ith  overa ll c a m p u s  

s tra teg ie s , th e  m iss io n  (K otler, 1982). T he ch a llen g e  in  th e  u n iv ers ity  

m ark e tin g  s tra teg y  is  “p rov id in g  th e  r ig h t p ro d u c t a t  th e  r ig h t p lace, tim e  

a n d  price to  th e  rig h t m a rk e t  se g m e n t a n d  effectively c o m m u n ica tin g  “ to  

th a t  m a rk e t (M on tana , 1978 , p . 161).

S ta te m e n t  o f  th e  Problem  

T h is descrip tive  s tu d y  d e te rm in e d  e n ro llm e n t m a rk e tin g  s tra te g ie s  

u sed  by W estern  region fo u r-y e a r  p u b lic  h ig h e r e d u c a tio n  in s titu tio n s . 

R esponses from  a  q u e s tio n n a ire  w ere com piled  a n d  ca tego rized  by  key 

m ark e tin g  e lem en ts . T he s tu d y  d e sc r ib e d  th e  p e rc e p tio n s  o f key 

p e rso n n e l w ho w ere p rim arily  re sp o n s ib le  for m a rk e tin g  a t  th e ir  

in s titu tio n s  in  te rm s  o f  p o sitio n in g , im age, ta rg e t m a rk e t, d em o g rap h ic s , 

a n d  p sy ch o g rap h ics  w ere  u se d  in  e x am in in g  th e  s tra te g ie s .

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



10
R e se a rch  Q u e s tio n s

T h is d esc rip tiv e  s tu d y  d e te rm in ed  e n ro llm e n t m ark e tin g  s tra te g ie s  

u sed  by W este rn  region fo u r-year p u b lic  h ig h e r  ed u ca tio n  in s t i tu t io n s .

Key m a rk e tin g  e le m e n ts  su c h  a s  p o sitio n in g , im age, ta rg e t m a rk e t, 

d em o g rap h ics , a n d  p sy ch o g rap h ics  w ere  u se d  in  d e te rm in in g  m a rk e tin g  

s tra teg ie s . To o b ta in  th e se  d a ta , th e  Ibllo^^dng q u e s tio n s  g u id ed  th e  

re sea rch :

1. H as th e  in s titu tio n  developed a  m a rk e tin g  stra teg y ?

2. W as th e  m issio n  o r  s tra teg ic  p la n  o f  th e  in s titu tio n  u se d  in  

d e te rm in in g  a n  en ro llm en t m a rk e tin g  s tra te g y ?

3. H as th e  in s t itu tio n  p ositioned  i ts  m a rk e tin g  im age a ro u n d  th e  

s u rro u n d in g  c o m m u n ity  an d  th e  perce ived  im age of th e  in s t itu t io n ?

4. Did th e  in s titu tio n  specifically  s e t  o u t  to  c h an g e  its  im age  for 

rec ru itm en t?

5. Is th e  in s t i tu t io n ’s  m ark e tin g  s tra te g y  for e n ro llm en t su c c e ss fu l?

6. W h at c o m m o n  e lem en ts  iden tified  in  th e  su rvey  d ep ic t effective 

rec ru itin g  s tra te g ie s?

P u rpose  o f  th e  S tu d y

The p u rp o se  o f  th e  s tu d y  w as to  d e te rm in e  en ro llm en t m a rk e tin g  

s tra te g ie s  u se d  by  selected  h ig h e r e d u c a tio n  in s titu tio n s . W este rn  reg ion  

pub lic  in s t i tu t io n s  w ere selected  for p a r t ic ip a tio n  in  th is  s tu d y . P ub lic
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in s t itu t io n s  c o n s titu te  on ly  28  p e rc e n t o f  all fo u r-y ear in s t itu t io n s ;  

how ever, th ey  en ro ll 6 8  p e rc e n t o f th e  s tu d e n ts .  T he W este rn  reg io n  o f  

th e  U nited  S ta te s  is  p re d o m in a n tly  se rv ed  by pub lic  in s t i tu t io n s  (H o ssle r 

& L itten, 1993 , p. 32). K otler a n d  Levy (1969) s ta te d  th a t  th e  q u e s t io n  is  

n o t w h e th e r  a n  in s t i tu t io n  will m a rk e t, b u t  w h e th e r  it will m a rk e t  w ell o r  

poorly.

K otler a n d  Levy (1969) a s se r te d  t h a t  o rg an iz a tio n s  only  b eco m e a w a re  

o f m ark e tin g  w h en  th e ir  m a rk e t c h a n g e s . To effectively m a rk e t, a n  

in s titu tio n  m u s t  e m b ra c e  c h an g e  (T opor, 1997). In th e  196 0 s, h ig h e r  

ed u ca tio n  in s t i tu t io n s  h a d  th e ir  p ick  o f  s tu d e n ts  a n d  w ere o b liv io u s  to  

m arke ting . T he 1 9 7 0 s b ro u g h t a b o u t  a  c h a n g e  to  th e  id e a  o f m a rk e tin g . 

T here w as m ore  co m p e titio n  for few er s tu d e n ts  a n d  re s o u rc e s  w ere  

scarcer. T h is  co u p led  w ith  in c re a s in g  l i te ra tu re  on  m a rk e tin g  for 

nonprofit in s t i tu t io n s , p laced  a  t h r u s t  o f  m ark e tin g  for h ig h e r  e d u c a tio n  

in s titu tio n s  o n to  c e n te r  s ta g e  (K otler, 1982). C iting  sc a rc e  re s o u rc e s , 

he igh tened  co m p e titio n  for s tu d e n ts ,  c h a n g in g  c o n su m e r  a t t i tu d e s  a b o u t  

h ig h er e d u ca tio n , c h a n g e s  in  th e  ty p e  o f  s tu d e n t  p o p u la tio n , a n d  a  

p red ic tion  o f  h ig h e r  e n ro llm e n ts  by th e  y e a r  2 0 0 7 , Healy (1997) s ta te d  

th a t  it is n e c e ssa ry  for h ig h e r  e d u c a tio n  in s t i tu t io n s  to  develop  s tr a te g ie s  

to  effectively m a rk e t fo r e n ro llm en t.
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P o p u la tio n

T h is  r e s e a rc h  ta rg e ted  th e  130  p u b lic  fo u r-y ea r h ig h e r  e d u ca tio n  

in s t i tu t io n s  in  th e  15 W este rn  s ta te s  (A laska, A rizona, C aliforn ia, 

C o lo rado , H aw aii, Idaho , M o n ta n a , N evada, New M exico, O klahom a, 

O reg o n , T ex as, U tah , W ash in g to n , a n d  W yoming). T h is  s tu d y  w as lim ited  

to  fo u r-y e a r  p u b lic  h ig h e r e d u c a tio n  in s t i tu t io n s  l is te d  a s  W estern  

reg io n a l in s t i tu t io n s  in th e  U. S. News & W orld R epo rt: A m erica 's  B est 

College s  (1999). E ach  in s t i tu t io n ’s  w eb  site  w as rev iew ed  in  o rd e r  to  

lo ca te  in d iv id u a ls  re sp o n sib le  fo r e n ro llm e n t m a rk e tin g  a t  e ac h  

in s t i tu t io n . A d m in is tra to rs  su rv ey ed  w ere iden tified  from  th e  in fo rm ation  

given o n  e a c h  in s t i tu t io n ’s  w eb  s ite s . T he  p o p u la tio n  su rv ey ed  inc luded  

e n ro llm e n t m a n a g e m e n t, a d m iss io n s , m ark e tin g  a d m in is t r a to r s  an d  

o th e r  a d m in is tra to rs  th a t  a re  re sp o n s ib le  for e n ro llm e n t m a n a g em en t 

a n d  re te n tio n , a n d /o r  m a rk e tin g  a t  e a c h  of th e  130 in s t i tu t io n s .

R e se a rc h  D esign 

In id en tify in g  m ark e tin g  s tra te g ie s , a  d esc rip tiv e  s tu d y  u s in g  a  

q u e s tio n n a ire  w a s  desig n ed  to  e lic it re sp o n se s  re g a rd in g  th e s e  s tra te g ie s  

u se d  b y  e a c h  in s titu tio n . D a ta  w ere  collected  a n d  a n a ly z e d  to  identify 

co m m o n  e n ro llm e n t m a rk e tin g  s tra te g ie s . R eg ard in g  s tra te g ic  m ark e tin g  

efforts, i te m s  o f th e  s tu d y  in c lu d e d  (a) th e  d iffe ren ces in  m ark e tin g  efforts 

a n d  th e  d ev e lo p m en t o f s tra te g ie s , (b) fu n d in g  b e tw e e n  in s titu tio n s .
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(c) d ifferences in  u n d e rg ra d u a te  e n ro llm e n t o f  th e  in s titu tio n , a n d  (d) th e  

size of th e  in s t i tu t io n s  su rro u n d in g  c o m m u n ity . F requency  ta b u la tio n s  of 

each  su rvey  item  w ere  m ad e  a n d  su m m a riz e d  in to  ca teg o ries  b a se d  on  

the  six re s e a rc h  q u e s tio n s  th a t  gu ided  th e  s tu d y . D escrip tive s ta tis t ic s  

were u se d  to  su m m a riz e  a n d  organ ize  d a ta  in  o rd e r  to  p o rtray  a n d  focus 

on “w h a t is” (M cM illan & S c h u m ac h e r, 1997 , p. 203). F req u en cy  

ta b u la tio n s  w ere  m o s t  ap p ro p ria te  for th is  s tu d y  b e ca u se  o f  th e  

descrip tive  n a tu r e  o f th is  re sea rch , in  w h ic h  th e  p u rp o se  w as to  o b ta in  

d a ta  a b o u t in s t i tu t io n s ' m ark e tin g  s tra te g ie s  a n d  p rac tices . D a ta  w ere  

collected in  o rd e r  to  investiga te  s tra te g ie s  em ployed  by th e  in s t i tu t io n s  

and  to d isco v er if th e re  w ere an y  re la tio n sh ip s  betw een  se p a ra te  

m arke ting  s tra te g ie s .

Significance o f th e  S tu d y  

A lthough e n ro llm e n t m ark e tin g  m ay  n o t  be  a  p a n a c e a  for h ig h e r 

educa tion , it c a n  in flu en ce  s tu d e n t  e n ro llm e n t. “E ach  ed u ca tio n a l 

in s titu tio n  n e e d s  to  u n d e rs ta n d  its  specific  m ark e tin g  p ro b lem s, so  th a t  

m arke ting  p la n s  c a n  be  developed to  a d d re s s  th e m ” (Kotler & Fox, 1985, 

p. 68). M ark e tin g  p ro d u c e s  re s u lts  a n d  re q u ire s  a  b road  co n cep tio n  o f all 

factors in flu e n c in g  th e  c o n s titu e n ts  o f a  u n iv e rs ity  (Kotler, 1982).

Effective e n ro llm e n t m a n a g e m e n t b rin g s  a b o u t  m ark e tin g  p la n s  d esig n ed  

to a ttra c t p ro sp ec tiv e  s tu d e n ts  (H ossler, 1984). U niversities in  th e  p a s t
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have  h a d  a  p iecem eal a p p ro a c h  to  e n ro llm e n t m a rk e tin g  (Roesch, 1992). 

D eveloping m ark e tin g  s tra te g ie s  for a n  e n ro llm e n t will h e lp  u n iv ers itie s  

ach ieve  su c c e ss  for th e ir  e n ro llm e n t goals.

T h is  s tu d y  w as u n d e r ta k e n  to  d e te rm in e  w h a t, if an y , effect m a rk e tin g  

h ig h e r e d u ca tio n  in s t i tu t io n s  h a s  h a d  o n  e n ro llm e n t. S elec ted  m a rk e tin g  

e le m e n ts  a n d  s tra te g ie s  w ere  d e te rm in e d  th ro u g h  d esc rip tiv e  a n a ly sis . 

T he in fo rm atio n  g e n e ra te d  from  th ese  r e s u l ts  a d v a n c e d  th e  know ledge 

a n d  u n d e rs ta n d in g  of th e  e ffec ts  o f m a rk e tin g  in  h ig h e r  e d u ca tio n . The 

re s u l ts  m ay  n o t have  b e en  tied  only  to  s tra te g ie s  in  s tab iliz in g  o r 

in c re a s in g  en ro llm en t, b u t  in c re a s in g  th e  a p p lic a n t  pool, th e  q u a lity  of 

th e  a p p lica n t, re te n tio n  a n d  in c re a s in g  g ra d u a tio n  r a te s .

L im ita tions

A lim ita tion  of th is  s tu d y  w a s  th e  skill o f th e  r e s e a rc h e r  c o n d u c tin g  

th e  s tu d y . T he q u e s tio n n a ire  u s e d  in co llec ting  d a ta  for th is  s tu d y  p o sed  

ad d itio n a l lim ita tio n s to  th e  s tu d y : th e  b ia s , h o n e s ty  a n d  know ledge of 

th e  su b je c t of th e  p a r t ic ip a n ts ;  in d iv id u a ls  o th e r  th a n  th o se  w hom  th e  

su rv e y s  w ere m ailed  m ay h a v e  filled o u t th e  q u e s tio n n a ire s ;  an d , m an y  o f 

th e  q u e s tio n s  in th e  q u e s t io n n a ire  w ere c losed  fo rm , p e rm ittin g  only  

p respecified  re sp o n se s  (Gall, B org  8e  Gall, 1996). In a d d itio n , b e c a u se  a  

p a r t ic u la r  g roup  o f in d iv id u a ls  w ere  su rveyed , th e  s tu d y  w a s  lim ited  to  

th e ir  p e rcep tio n s .
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U pon in v e s tig a tin g  th e  p o p u la tio n  o f only  one  reg ion  (W estern), th e  

sam ple  lim ited  th e  genera lizab ility  o f  t h e  r e s u l ts  by re s tr ic tin g  th e  

p o p u la tio n  to  p u b lic  h ig h e r  e d u c a tio n  in s t i tu t io n s . F u rth e r , a  lim ita tio n  

of th e  s tu d y  w a s  th e  low  re sp o n se  ra te . A  low  re sp o n se  ra te  m a k e s  it 

difficult to  g e n e ra lize  from  th e  s a m p le ’s  d a t a  (Gall, Borg & G all, 1996).

The re sp o n se  r a te  o f th is  s tu d y  w as 4 0  o u t  o f 130 p a r tic ip a n ts , 30 .1% . 

The rec o m m e n d ed  re sp o n se  ra te  w a s  9 7  o u t  of a  sam p le  of 130  (P a tte n , 

1997).

D efin ition  o f  T e rm s

The follow ing te rm s  w ere u se d  in  t h i s  d o cu m en t:

1. C om petitive  E n v iro n m en t: A c o m p e titiv e  e n v iro n m en t c o n s is ts  o f 

g roups a n d  o rg a n iz a tio n s  th a t  c o m p e te  fo r  a tte n tio n  a n d  loyalty  from  th e  

au d ien ces  o f th e  o rg an iza tio n  (K otler, 1 9 8 2 , p . 85).

2. D em o g rap h ics : T he  u se  o f  n u m b e r s  a n d  s ta tis t ic s  to  iden tify , 

categorize o r  c la ss ify  g ro u p s  o f c u s to m e r s  o r  p o p u la tio n s . T he  u s u a l  

d em o g rap h ics  in c lu d e  age, sex, in co m e, e d u c a tio n , race , a n d  c re e d  (King, 

1983).

3. M arket: T he  deve lopm en t o f “a  l is t  o f  c rite ria  to  id en tify  th e  m o s t 

a ttrac tiv e  p o te n tia l  s tu d e n t  m a rk e ts ” (K o tle r & Fox, 1980, p. 83). “A s e t  of 

all people w h o  h av e  on  a c tu a l o r  p o te n t ia l  in te re s t  in  a  p ro d u c t  o r  se rv ice  

and  the  ab ility  to  p ay” (Kotler, 1982 , p . 102).
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4. M arketing: M arketing  is  th e  an a ly s is , p la n n in g , im p lem en ta tio n , 

a n d  con tro l o f carefu lly  fo rm u la te d  p ro g ram s d e s ig n ed  to  b rin g  a b o u t 

v o lu n ta ry  ex ch an g es  of v a lu e s  w ith  ta rg e t m a rk e ts  for th e  p u rp o se  of 

ach iev ing  o rg an iza tio n a l o b jec tiv es  (Kotler, 1982, p . 5).

5. M arketing  Mix: “M ark e tin g  m ix is th e  p a r t ic u la r  b len d  of 

co n tro llab le  m ark e tin g  v a ria b le s  th a t  th e  [ in stitu tio n ] u s e s  to  achieve its  

objective in  th e  ta rg e t m a rk e t” a b o u t  vo lun ta ry  e x c h a n g e s  o f v a lu es  w ith  

ta rg e t m a rk e ts  for th e  p u rp o s e  o f ach iev ing  o rg an iz a tio n a l objectives. It 

re lies  heavily  on  desig n in g  th e  o rg an iza tio n ’s offering  in  te rm s  of th e  

ta rg e t m a rk e ts ’ n e ed s  a n d  d e s ire s , a n d  on  u s in g  effective pricing, 

co m m u n ica tio n , a n d  d is tr ib u tio n  to  inform , m o tiv a te , a n d  service th e  

m a rk e ts  (Kotler, 1982, p. 108). M arketing  m ix v a ria b le s  a re  classified  

in to  four m a jo r g roups: p ro d u c t, price , p lace a n d  p ro m o tio n  (Kotler &

Fox, 1980, p. 83).

6. M arketing  S eg m en ta tio n : “M arket se g m en ta tio n  is  div iding a  

m a rk e t in to  d is tin c t g ro u p s  o f  b u y e rs  w ho m ig h t re q u ire  se p a ra te  

p ro d u c t o r m ark e tin g  m ix e s” (K otler, 1989, p. 263).

7. M arketing  S tra tegy : M a rk e tin g  stra tegy  is  th e  se lec tio n  of a  ta rg e t 

m ark e t, th e  cho ice  of a  co m p e titiv e  position , a n d  th e  d ev e lopm en t of a n  

effective m ark e tin g  m ix to  re a c h  a n d  serve th e  c h o se n  m a rk e t (Kotler, 

1985, p. 132).
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8. M edia Plan; A form ai, w ritten  d o c u m e n t de ta iling  m e d ia  s tra te g y  

w ith in  the  ad v ertis in g  p lan , in c lu d in g  a  de ta iled  b u d g e t (King, 1983).

9. P sychograph ics: A re se a rc h  m e th o d  designed  to  o b ta in  life-sty le  

d a ta  from c o n su m e rs  (King, 1983).

S u m m a ry

Colleges an d  u n iv e rs itie s  a re  m o re  th a n  ed u ca tio n a l in s t i tu tio n s , they  

a re  co rp o ra tio n s  in v ested  in soc ie ta l su c c e ss . The a t t i tu d e s  a n d  law s of 

society have  ch an g ed  along  w ith  g o v e rn m en ta l fund ing  for h ig h e r 

e d u ca tio n . W ith th e  a d v en t of th e se  c h a n g e s  h a s  com e in c re a se d  

com petition  for h ig h e r e d u ca tio n , co m p e titio n  for s tu d e n ts  a n d  

com petition  for d o lla rs , a n d  “a n  o rg an iz a tio n  m u s t  be sensitive  to  th e  

com petitive e n v iro n m en t in  w hich  it o p e ra te s  ( Kotler, 1982, p. 54). In  

re sp o n se  to th e se  c h an g e s , h ig h er e d u c a tio n  h a s  begun  to  a d o p t 

m ark e tin g  s tra te g ie s  to  successfu lly  c o m p e te  for en ro llm en t. H ow ever 

skep tical h ig h e r ed u ca tio n  a d m in is tra to rs  m ay  be a b o u t m ark e tin g , it  

h a s  becom e a  p rio rity  for grow th in  a  tim e  of flu c tu a tin g  e n ro llm e n t.
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CHAPTER 2

REVIEW  OF TH E LITERATURE

L ineberry  (1966) q u o te s  David S ta r r  J o r d a n ,  w ho  su b m itte d  th a t  “th e  

tru e  A m erican  un iv ers ity  lie s in  th e  fu tu re ."  A lthough  A m erican  

u n iv e rs itie s  have  seen  p h e n o m e n a l g ro w th  a n d  developm en t, p a r tic u la r ly  

s in ce  W orld W ar 11, they  h a v e  n o t y e t deve loped  th e ir  full id en tity , th e i r  

u n iq u e  th e o ry  of p u rp o se  a n d  fu n c tio n . A m eincan colleges a n d  

u n iv e rs itie s  still look to  o ld e r  a n d  to  fo reign  m odels, a lth o u g h  le ss  a n d  

less  (L ineberry , 1966. p . 26). In fac t, th e  tim e  m ay  be a t  h a n d  th a t  th e s e  

m odels n o  longer serve th e  A m erican  h ig h e r  e d u c a tio n a l sy s tem . F or 

u n iv e rs itie s  a re  no  longer m erely  e d u c a tio n a l  in s titu tio n s . W ith  th e  

a rriv a l o f ch an g e  in  th e  a t t i tu d e s  a n d  la w s  o f  society , g o v ern m en t 

fu n d in g  for h ig h e r  e d u c a tio n , c o m p e titio n  fo r s tu d e n ts  a n d  d o lla rs , a n d  

co m p e titio n  in  th e  b u s in e s s  e n v iro n m e n t in  w h ich  th e  u n iv ers ity  

o p e ra te s , u n iv e rs itie s  a re  c o rp o ra tio n s  in v es te d  in  soc ie ta l su c c e s s  

(Kotler, 1982).

H igher ed u ca tio n  in s t i tu t io n s  h av e  ta k e n  on  th e  a s su m p tio n  th a t  a  

g en era l e d u c a tio n  on a  fu ll-tim e  b a s is  is  a  “good th in g ” for everyone w h o

18
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can  afford it. W hen com bined  w ith  th e  d o c tr in e  of “eq u a lity  of 

o p p o rtu n ity ,” it w ould  a p p e a r  to  leave n o  o th e r  logical a lte rn a tiv e  b u t  to  

fu r th e r  th e  e x p a n s io n  o f th e  college e d u c a tio n  (L ineberry, 1966).

M any co lleges a n d  u n iv e rs itie s  a re  se e k in g  w ays to  en ro ll m ore  

s tu d e n ts . O v e r th e  p a s t  d ecad e , th e s e  o rg an iz a tio n s  h av e  d e d ic a te d  

th em se lv es  to  re c m it , re ta in , a n d  g ra d u a te  a  d iverse p o p u la tio n  (Hebei, 

1999). All o rg a n iz a tio n s  rely on  e x c h a n g e  sy s te m s  to  ach iev e  th e ir  

en ro llm en t goa ls . E xchange  is  th e  c e n tra l  c o n cep t u n d e rly in g  m ark e tin g . 

T hrough  e x c h a n g e s , th e  g ro u p s  involved  a t ta in  th e ir  n e e d s  a n d  goals. 

S ince b o th  p a r t ie s  ag ree  to  th e  e x c h a n g e  vo lun ta rily , b o th  see  th em se lv e s  

a s  b e tte r  off a f te r  th e  exchange  (K otler 1982).

N ew berry  (1997) s ta te s  th a t  m o d e rn  m a rk e tin g  h a s  i ts  ro o ts  in  th e  

In d u s tr ia l R evo lu tion . As a  r e s u l t  o f im p ro v ed  in d u s tr ia l p ro d u c tio n  

technology, o r  m a s s  p ro d u c tio n , a n d  r is in g  living s ta n d a rd s , p r ice s  for 

m any  goods b e ca m e  affordab le  d u r in g  th e  second  h a lf  o f  th e  n in e te e n th  

cen tu ry . T h is  s tim u la te d  c o n su m e r  d e m a n d , a n d  p ro m p te d  

m a n u fa c tu re rs  to  s tim u la te  m ore  p ro d u c t  d e m a n d  w ith  m a s s -m a rk e t  

a d v ertis in g  a n d  h a rd  sell te c h n iq u e s . M a rk e tin g  is th e  a n a ly s is , 

p lan n in g , im p le m e n ta tio n , a n d  c o n tro l o f  carefu lly  fo rm u la te d  p ro g ra m s  

designed  to  b r in g  a b o u t  v o lu n ta ry  e x c h a n g e s  o f v a lu es  w ith  ta rg e t 

m a rk e ts  fo r th e  p u rp o se  of ach iev in g  o rg a n iz a tio n a l ob jec tives. It re lies  

heavily  on d e s ig n in g  th e  o rg an iz a tio n ’s  o ffering  in  te rm s  o f  th e  ta rg e t
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m a rk e ts ’ n e e d s  a n d  d e s ire s , a n d  o n  u s in g  effective pricing , 

co m m u n ica tio n , a n d  d is tr ib u tio n  to  in form  m otiva te , a n d  serv ice  th e  

m a rk e ts  (Kotler, 1982, p . 6). Lay a n d  E n d o  (1987) em p h asized  t h a t  d u e  

to  in c reased  com petition  in  h ig h e r  ed u ca tio n , m ark e tin g  sh o u ld  be  se en  

a s  th e  responsib ility  o f everyone w ho co m es in  c o n ta c t w ith  p ro spec tive  

s tu d e n ts . As societal m a rk e tin g , h ig h e r e d u c a tio n  in s t i tu t io n s  m u s t  be  

positioned  to  sell e d u c a tio n  a s  a n  in tan g ib le  service.

T he choice  facing th o se  w ho  m an ag e  n o n p ro fit o rg an iz a tio n s  s u c h  a s  

colleges a n d  u n iv e rs itie s  b e co m es  n o t w h e th e r  to  m a rk e t, for n o  

o rgan iza tion  c a n  avoid m a rk e tin g . The o rg an iza tio n  h a s  to  ch o o se  

w h e th e r  to  do  it well o r  poorly . B ased  on  th is , th e  c a se  for in c re a se d  

e m p h a s is  on  m ark e tin g  in  n o n p ro fit o rg an iz a tio n s  c a n  be b u ilt, co n c lu d e  

Kotler an d  Levy (1969).

M ark e tin g  L ite ra tu re  

W hat is m ark e tin g ?  As Zivic (1989) d e sc rib e s , m o s t h ig h er e d u c a tio n  

in s titu tio n s  to d ay  p o s s e s s  on ly  a  superfic ia l u n d e rs ta n d in g  of w h a t 

m ark e tin g  e n ta ils . W hen th re e  h u n d re d  e d u c a tio n a l a d m in is tra to rs  

w hose  colleges w ere in  tro u b le  b e c a u se  o f d ec lin in g  en ro llm e n ts , 

sp ira lin g  c o s ts , a n d  r is in g  tu it io n  w ere a sk ed  to  define  m ark e tin g , m o s t 

described  m ark e tin g  a s  a  c o m b in a tio n  o f selling , ad v ertis in g , a n d  p u b lic  

re la tio n s. O th e rs  s ta te d  t h a t  it  w a s  only o n e  o f th e s e  th re e  ac tiv itie s , a n d
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only a  sm all n u m b e r  su g g ested  th a t  m ark e tin g  h a d  so m e th in g  to  d o  w ith  

n e e d s  a s se s s m e n t, m ark e tin g  re s e a rc h , p ro d u c t developm ent, p ric ing , 

a n d  d is tr ib u tio n  (Kotler, 1980). M arke ting  d is tin g u ish e s  th e  u n iq u e  

fu nc tion  of th e  b u s in e ss . As P e te r D ru c k e r  is  q u o ted , “a  b u s in e s s  is  s e t  

a p a r t  from  all o th e r  h u m a n  o rg a n iz a tio n s  by  th e  fac t th a t  it  m a rk e ts  a  

p ro d u c t o r serv ice” (M ontana, 1978).

M arketing  is n o t a n  u n e s se n tia l  ac tiv ity  for to d a y ’s  h ig h e r  e d u c a tio n  

o rg an iza tio n s, b u t  a s  K otler (1982) s ta te s ,  one  th a t  g row s o u t  o f th e  

e sse n tia l q u e s t  o f all o rg an iz a tio n s  to  be  effective in  serv ing  som e a re a  o f 

h u m a n  n eed . M arketing  is  th e  p e rfo rm an c e  of o rg an iza tio n  ac tiv itie s  to  

d irec t th e  flow o f goods a n d  se rv ices to  th e  c o n su m e r  (the s tu d e n t)  in  

o rd e r to  sa tis fy  th e  c o n su m e r  a n d  acc o m p lish  th e  o rg an iz a tio n ’s  

objectives. T he m ark e tin g  c o n c e p t is  th e  recogn ition  o f  th e  m a n a g e m e n t 

th a t  b u s in e s s  d ec is io n s  o f th e  o rg an iz a tio n  m u s t  be m ad e  to  m ee t th e  

c o n su m e rs  n e e d s  a n d  w a n ts  (M on tana , 1978). K otler (1982) m a in ta in s  

th a t  to  surv ive a n d  su cceed , o rg a n iz a tio n s  m u s t  know  th e ir  m a rk e ts , 

a t t r a c t  su ffic ien t re so u rce s , a n d  co n v ert th e s e  re so u rc e s  in to  a p p ro p r ia te  

p ro d u c ts , serv ices, id eas, a n d  effectively d is tr ib u te  th e m  to  v a rio u s  

pu b lics . C u rre n t m ark e tin g  is, a t  tim e s , refe rred  to  a s  a n  o u ts id e -in  

a p p ro a ch . T h is a p p ro a c h  is  p ro m p te d  by  th e  n e ed s  a n d  d e s ire s  of th e  

c u s to m e r r a th e r  th a n  th e  b u s in e s s  o r  o rg an iza tio n  (Newberry, 1997).
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O rg a n iz a tio n s  typ ically  becom e a w are  o f  m a rk e tin g  w hen  th e ir  m a rk e t  

u n d e rg o e s  a  c h a n g e . W hen b u y e rs , m e m b e rs , fu n d s , o r o th e r  re s o u rc e s  

n eed ed  by th e  o rg an iza tio n  get sc a rc e  o r h a rd e r  to  a t t ra c t ,  th e  

o rg an iza tio n  g e ts  co n ce rn e d . If “s a le s ” d e c lin e  o r  becom e volatile, o r  n e w  

c o m p e tito rs  a p p e a r , o r  new  b u y e r n e e d s  e m erg e , th e s e  o rg an iza tio n s  

beco m e recep tive  to  p o ss ib le  so lu tio n s  s u c h  a s  m ark e tin g . T h is  b eg an  to  

h a p p e n  to  m an y  n o n p ro fit o rg an iz a tio n s  in  th e  1 9 7 0 s. This, co m b in ed  

wath th e  grow ing lite ra tu re  on  n o n p ro fit o rg a n iz a tio n  m ark e tin g , t h r u s t  

m a rk e tin g  in to  th e  c e n te r  s tag e  (Kotler, 1982).

K otler (1975) e a r lie r  theorized  th a t  o rg a n iz a tio n s  o p e ra te  in  a n  

e n v iro n m e n t o f o ne  o r  m ore  m a rk e ts  a n d  p u b lic s . M arketing  is  th e  

effective m a n a g e m e n t by a n  o rg an iza tio n  o f  i ts  e x ch a n g e  re la tio n s  w ith  

th e se  m a rk e ts  a n d  p u b lic s . A u n iv ers ity  o p e ra te s  in  a  s tu d e n t  m ark e t, 

facu lty  m a rk e t, d o n o r  m a rk e t, a n d  a  p u b lic  o p in io n  m ark e t. E ach  of 

th ese  m a rk e ts  is  m ad e  u p  o f su b g ro u p s  c a lle d  m a rk e t  seg m en ts . E a c h  o f 

th e se  m a rk e t s e g m e n ts  h a s  p a r t ic u la r  n e e d s , p e rc e p tio n s  a n d  

p refe ren ces . T he o rg an iza tio n  develops g o a ls  w ith  re sp e c t to  e a c h  m a rk e t  

o r  m a rk e t seg m en t. M ark e tin g  is th e  o rg a n iz a tio n ’s  u n d e rta k in g  of 

an a ly s is , p la n n in g , im p le m e n ta tio n , a n d  c o n tro l to  ach ieve  its  e x c h a n g e  

ob jectives w ith  i ts  ta rg e t  m a rk e ts  (K otler, 1975).

W hat th is  th eo ry  a s s e r ts  is  th a t  a n  o rg a n iz a tio n , in  o rd er to  m ee t th e  

n e ed s  a n d  w a n ts  o f th e  c o n su m e r, h a s  to  en g ag e  th o ro u g h ly  w ith  a  ra n g e
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o f m a rk e tin g  ac tiv ities. N ew berry  (1997) m a in ta in s  t h a t  n o  m ark e tin g  

m ix, p ro d u c t  o r  serv ice  is u n iv e rsa lly  r ig h t for every  m a rk e t. W hile 

m a rk e tin g  th e o r ie s  a n d  p rin c ip le s  w ere  in itially  developed  to  m e e t th e  

n e e d s  o f fo r-p ro fit o rg an iza tio n s , th e y  h av e  been  w idely a d o p te d  by bo th  

fo r-p ro fit a n d  n o n p ro fit o rg a n iz a tio n s  (Kinnell & M acD ougall, 1997).

O ne s te p  in  th e  s tra teg y  o f m a rk e tin g  is  to  develop a  m a rk e tin g  mix. 

T he o rg an iz a tio n  ch o o ses  a  m a rk e tin g  m ix  to  su p p o r t  a n d  re in fo rce  its  

c h o se n  co m p e titiv e  p osition . T he m a rk e tin g  m ix is th e  p a r t ic u la r  b lend  o f 

co n tro lla b le  m a rk e tin g  v a ria b le s  t h a t  th e  o rg an iza tio n  u s e s  to  ach ieve  its  

ta rg e t m a rk e t  (Kotler, 1982). J e ro m e  M cC arthy  re d u c e d  th e  m ark e tin g  

m ix in to  th e  c la ss ifica tio n  o f th e  fo u r  P ’s: p ro d u c t, p rice , p lace  a n d  

p ro m o tio n  (K innell & M acD ougall, 1997). B a lanc ing  th e  m ix  for e ac h  

ta rg e t s e g m e n t involves d e c is io n s  o n  th e  n a tu re  of th e  p ro d u c t/s e rv ic e  to  

be offered, p ric in g  policies, d is tr ib u tio n , a n d  th e  type  o f p ro m o tio n .

Lynch e x p la in s  t h a t  th e  fo u r P ’s  r e ta in  th e ir  va lue  for n o t-fo r-p ro fit 

m a rk e te rs  if se en  in  th is  u nder co n te x t: (a) T he p ro d u c t. E very 

o rg an iz a tio n  p ro d u c e s  p ro d u c ts ; (b) T he  c u s to m e r. E very o rg an iza tio n  

d e a ls  w ith  m a n y  g ro u p s  w ho  a re  in te re s te d  in th e ir  p ro d u c ts ;  (c) T he self- 

in te re s t a s p e c t  o f  th e  ex ch an g e . T he  c u s to m e r  a n d  th e  p ro v id e r (the  

o rgan iza tion ) believe they  a re  receiv ing  g re a te r  v a lu e  th a n  th ey  a re  giving 

up ; (d) T he  m a rk e tin g  ta s k . T h is  e m p h a s iz e s  th e  im p o r ta n c e  o f sa tisfy ing  

th e  c u s to m e rs  n e e d s . M arke ting  p la n s  a re  designed  by m a n a g e m e n t to
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satisfy  all c u s to m e r  g ro u p s ; (e) The m a rk e tin g  m ix . T hese  a re  th e  too ls 

th a t  m a rk e te rs  u s e  a n d  in c lu d e ; a n d , (f) D istin c tiv e  com petence . T he 

o rg an iza tio n  c o n c e n tra te s  on  w h a t it d o e s  b e s t  a n d  so  m axim izes i ts  

e ffectiveness (1993 , pp . 25-27).

T hese c o n c e p ts  a re  lin k ed  closely to  h e lp  th e  o rg an iza tio n  s e a rc h  for 

th e  m ost effective a n d  effic ien t way to  sa tis fy  th e  c u s to m e r. To im pel th e  

c u s to m e r to  se ek  for th e  b e s t way to  fulfill th e ir  n e e d s  th ro u g h  th e  

m ark e tin g  ta s k  (Lynch, 1993). The s tra te g ic  p la n n in g  of th e  m ark e tin g  

m ix h e lp s  th e  e v e r-ch a n g in g  en v iro n m en t o f th e  o rg an iza tio n  p re p a re  a n d  

identify  o p p o r tu n itie s  a n d  possib le  th re a ts . L ynch c o n tin u e s  on  to  s ta te  

th a t  m a rk e tin g  th e re fo re  fo cu ses  on  th e  n a tu r e  of th e  tra n s a c tio n s  

involved. T he m a rk e tin g  m ix  d esc rib e s  a  ra n g e  o f to o ls  availab le  for 

satisfy ing  c u s to m e rs  a n d  re la tin g  to  o th e r  s ta k e h o ld e rs . T he id ea  of 

d istinc tive  co m p e ten ce  m e a n s  th a t  o rg an iz a tio n s , w ith  th e ir  lim ited 

re so u rces , m u s t  u se fu lly  a tte m p t to  m ee t th o se  n e e d s , w h ich  th ey  can  

b e s t serve.

M arke ting  for N onprofit O rg a n iz a tio n s  

T hough d e c a d e s  o f w o rk in g  in  th e  fo r-p ro fit b u s in e s s  m ark e t, 

m a rk e te rs  h av e  fo rm u la te d  a  sy stem  th a t  y ie ld s  sy s te m a tic  in s ig h t in to  

th e  s tru c tu re  a n d  d y n a m ic s  o f m ark e t e x c h a n g e s . K otler (1975) ex p la in s  

th a t  c o n ce p ts  s u c h  a s  m a rk e t  se g m en ta tio n , m a rk e t  position ing .
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m ark e tin g  m ix, a n d  c h a n n e ls  o f d is tr ib u tio n , a m o n g  o th e rs , serve to  

o rgan ize  th e  an a ly s is  of a n y  m a rk e tin g  problem . T he  a p p lica tio n  o f th e s e  

c o n c e p ts  to  th e  p ro b lem s o f n o n p ro fit o rg an iz a tio n s  h a s  p ro v en  its  v a lu e  

in  a  relatively s h o r t  period  o f  tim e.

K otler (1975) fu r th e r  e x p la in s  th a t  c o n ce p ts  o f p ro d u c t, price , 

p rom o tion , a n d  d is tr ib u tio n , w h ich  a re  em ployed by  fo r-p ro fit-sec to r 

m a rk e te rs , have to  be  redefined  to  serve n o n p ro fit o rg a n iz a tio n s  a s  well. 

T he c o n ce p ts  of m a rk e ts  a n d  ex ch an g e  p ro ce sse s  m u s t  be  generalized . 

T he co n cep t of profit m ax im iza tio n  m u s t  be  t r a n s la te d  in to  b en efit-co st 

m ax im ization  so  th a t  m a rk e tin g  m odels can  be  ap p lied  w ith  su c c e ss  in  

th e  n o n p ro fit sector.

K otler a n d  Levy (1969) h e ra ld e d  th e  b ro ad en in g  o f  th e  m ark e tin g  

co n cep t from  the  tra d itio n a l b u s in e s s  e n v iro n m en t to  involve o th e r  a re a s  

su c h  a s  ed u ca tio n . They felt t h a t  th e  trad itio n a l m a rk e tin g  a p p ro a ch  

u se d  by com m ercial o rg a n iz a tio n s  w ould  provide a  u s e fu l  fram ew ork  for 

nonp ro fit o rg an iza tio n s  of m a n y  k in d s  a n d  th a t  th e  a im  w a s  u se d  

effectively. O ver th e  la s t  tw enty-five y e a rs , m an y  a c a d e m ic s  a n d  

re se a rc h e rs  have com e to  th e  c o n c lu s io n  th a t  m a rk e tin g  is  

fu n d am en ta lly  co n ce rn ed  w ith  th e  ex ch an g e  p ro c e s s e s  a n d  re la tio n sh ip s  

betw een h u m a n  be ings. A m o re  g en era l defin ition  o f  m a rk e tin g  is 

p referred  su c h  a s  a  p ro c e ss  o f  m a tc h in g  su p p ly  a n d  d e m a n d , a rg u in g

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



26
th a t  th is  is  a  m o re  logical a n d  s tra ig h tfo rw a rd  e x p re ss io n  o f m a rk e tin g  

activ ity .

Social m a rk e tin g  w as th e  te rm  o rig in a lly  in tro d u c ed  in  1971 a s  th e  

design , im p le m e n ta tio n , a n d  co n tro l o f p ro g ra m s  seek in g  to  in c re a s e  th e  

acc ep tab ility  o f  a  social id ea , c a u se , o r  p ra c tic e  (Kotler, 1980). T h is  type  

o f m ark e tin g , K innell a n d  M acD ougall (1997) su b m it, is  typ ically  

a sso c ia te d  w ith  n o n p ro fit o rg an iz a tio n s . T h e  a im  is  to  ach ieve  so c ia l 

c h an g e  w ith in  a  re a so n a b le  a m o u n t  o f tim e  by  u s in g  m ark e tin g  p ra c tic e s  

to  m o tiva te  th e  p u b lic  a n d  a t  th e  sa m e  tim e  im prov ing  th e  efficiency of 

th e  o rg a n iz a tio n s  involved.

M arke ting  in  th e  n o n p ro fit s e c to r  h a s  b eco m e  increasing ly  s ig n ifican t 

over th e  la s t  few  y e a rs . N onprofit o rg a n iz a tio n s  h ave  been  in  e x is te n ce  

m u c h  lo n g er th a n  th e  fo r-profit se c to r , b u t  only  recen tly  have  b e en  

form ally  d efin ed . An o rg an iza tio n  c a n  on ly  b e  n o n p ro fit if, a fte r  w a g es  

a n d  e x p e n se s  h av e  b een  ta k e n  in to  a c c o u n t, it is  p ro h ib ited  from  

d isp e rs in g  a n y  a d d itio n a l rev e n u e  to  m a n a g e m e n t o r  an y  o th e r  

co n tro llin g  p e rs o n n e l s u c h  a s  t ru s te e s .  T h e re  sh o u ld  be n o  re la tio n sh ip  

be tw een  th e  co n tro l o f th e  o p e ra tio n  a n d  th e  d is tr ib u tio n  o f p ro fits . T he  

n o t-fo r-p ro fit s e c to r  c o m p rise s  a  w id e -ra n g in g  a n d  d isp a ra te  n u m b e r  of 

o rg a n iz a tio n s  (K innell & M acD ougall, 1997).

M arke ting  h a s  becom e a  su b je c t o f g ro w in g  in te re s t  to  m a n a g e rs  o f 

p u b lic  a n d  p riv a te  n o n p ro fit o rg an iz a tio n s . T he  c o n ce p ts , too ls, a n d
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m odels th a t  have  w o rk ed  so  effectively to  m an a g e  p ro d u c ts  a n d  se rv ices 

in  th e  profit se c to r  a r e  b eco m in g  increasing ly  re le v a n t to  th e  

m an a g e m e n t of p ro d u c ts  a n d  serv ices in th e  n o n p ro fit sec to r. N onprofit 

o rg an iza tio n s face a  h o s t  o f p ro b lem s th a t  w ould  b e  an a ly zed  a s  

stra ig h tfo rw ard  m a rk e tin g  p ro b lem s if found  in  th e  p ro fit secto r. T here  is 

h a rd ly  a  pub lic  o r  p r iv a te  n o n p ro fit o rgan iza tion  in  e x is ten ce  th a t  is  n o t 

faced w ith som e p ro b le m s  s tem m in g  from  its  re la tio n s  to  i ts  m a rk e ts  a s  

w ritten  by K otler (1975).

The ra te s  a t  w h ich  n o n p ro fit o rg an iza tio n s a re  a d o p tin g  th e  m ark e tin g  

co n cep t an d  in te g ra tin g  fu lly  th e  p rincip les a n d  p ra c tic e s  th a t  could  

benefit th e ir  o p e ra tio n  a re , in  m an y  cases , slow . K otler a n d  Levy (1969) 

w rite, the  cu ltiv a tio n  a n d  developm en t of lo n g -te rm  re la tio n sh ip s  w ith  

co n su m ers  is rec o m m e n d e d  a s  a  u sefu l s tra teg y  to  overcom e th e  

difficulties e n c o u n te re d  by  th e  u n iq u e  c h a ra c te r is t ic s  o f no n p ro fit 

serv ices. A re la tio n sh ip  m a rk e tin g  stra tegy  is  p a rtic u la rly  a p p ro p ria te  in  

dealing  w ith th e  c h a ra c te r is t ic  d u a l n a tu re  of th e ir  p u b lic , th o se  being  

d o n o rs  an d  ben efic ia rie s .

A p a rt  of th e  m a rk e tin g  s tra te g y  is segm en ting  th e  ta rg e t au d ien ce .

T he ta rg e t a u d ie n c e  o r  m a rk e t  seg m en ts  c a n  be d efin ed  by a  n u m b e r  o f 

fac to rs. C o n su m er m a rk e ts  a re  defined  by d e m o g ra p h ic s , c o n su m e r 

s ta tu s ,  c o n su m e r b e h a v io r , law  a n d  p sy ch o g rap h ic s  (N ew berry, 1997). 

P e rh ap s  none  a re  m o re  im p o r ta n t  to  th e  n o n p ro fit o rg an iz a tio n  a n d
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p a rtic u la rly  to  h ig h e r ed u ca tio n  th a n  d em o g rap h ics: age, sex , m arita l 

s ta tu s ,  n u m b e r  o f ch ild ren , incom e levels, e tc .; emd, p sy ch o g rap h ics : a  

c o m b in a tio n  o f psychological ten d en c ies , dem o g rap h ics  a n d  lifestyle 

p re fe ren c es  o f  th e  custom er.

M arketing  qu a lity  is vital in th e  n o n p ro fit pub lic  an d  v o lu n ta ry  se c to r  

a s  it fo cu ses  th e  o rgan iza tion 's  a tte n tio n  o n  identify ing a n d  sa tis fy in g  

c u s to m e r  n e e d s  (Kotler & Levy, 1969). K otler a n d  Levy (1969) fu r th e r  

s ta te  th a t  re la tio n sh ip s  betw een c u s to m e rs  a n d  th e  o rg an iza tio n , w h ich  

need  to  be m an a g ed  over th e  long te rm , a re  th e  b a s is  for su c c e ss fu l 

m ark e tin g  in  th e  nonprofit secto r. D elivering qua lity  to  c u s to m e rs  is  a n  

e sse n tia l e le m e n t in m an ag in g  re la tio n sh ip s . T h is  e n ta ils  u n d e rs ta n d in g  

c u s to m e rs ’ b eh av io r an d  e n su rin g  th e ir  loyalty. M arketing  m a n a g e m e n t 

involves sev era l key m ark e tin g  c o n c e p ts  a n d  th e  ap p lica tio n s  o f s tra teg ic  

m a rk e tin g  te c h n iq u e s , inc lud ing  th e  m a n a g e m e n t of th e  m a rk e tin g  m ix.

M any n o n p ro fit o rg an iza tio n s com e c lose  to  ad o p tin g  negative  

a t t i tu d e s  to w ard  m arke ting . K otler (1982) m a in ta in s  th a t  a d m in is tra to rs  

o f n o n p ro fit o rg an iza tio n s  feel they  m u s t  p roceed  c au tio u s ly  w ith  

m ark e tin g  activ ity  les t th e ir  p u b lic s  ch a llen g e  th em . K otler l is ts  th re e  

types of c ritic ism s  th a t  a re  an tic ip a te d  by a d m in is tra to rs . T he f irs t is  th a t  

m ark e tin g  w a s te s  th e  p u b lic ’s  m oney. A fre q u e n t c ritic ism  of m a rk e tin g  

ac tiv ities is  th a t  they  a re  too expensive. O rg an iza tio n s sh o u ld  n o t  a d d  

c o s ts  th a t  do  n o t  p ro d u ce  a d e q u a te  r e tu rn s .  N onprofit o rg an iz a tio n s  owe
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th e ir  p u b lic s  a n  e x p la n a tio n  o f th e  b e n e fits  th e y  a re  seek in g  to  ach ieve  

th ro u g h  th e ir  m ark e tin g  e x p e n d itu re s . T hey  sh o u ld  n o t overspend  a n d  

th ey  sh o u ld  n o t u n d e rs p e n d . At th is  s ta g e , n o n p ro f it  o rg an iza tio n s a re  

m ore p ro n e  to  u n d e rs p e n d  th a n  to  o v e rsp en d  o n  m ark e tin g .

The seco n d  type o f c ritic ism  is th a t  m a rk e tin g  ac tiv ity  is  in tru s iv e . 

M arketing  is  seen  a s  in tru d in g  in to  p e o p le ’s  p e rs o n a l  lives. M arketing  

re se a rc h e rs  go in to  h o m e s  a n d  a s k  peop le  a b o u t  th e ir  lik es  a n d  d is lik e s , 

th e ir  beliefs, th e ir  a t t i tu d e s ,  th e ir  incom es, a n d  o th e r  p e rso n a l m a tte rs . 

Ironically , m ark e tin g  re s e a rc h  is p rim arily  c a rr ie d  on  to  le a m  th e  n e e d s  

a n d  w a n ts  o f people a n d  th e ir  a tt i tu d e  to w ard  th e  o rg an iza tio n ’s c u r r e n t  

p ro d u c ts  so  th a t  th e  o rg an iz a tio n  can  de liver g re a te r  sa tis fac tio n  to  i ts  

ta rg e t p u b lic s . At th e  sa m e  tim e , o rg an iz a tio n s  m u s t  sh o w  sensitiv ity  to  

th e  p u b lic ’s  feelings for p rivacy .

The th ird  type of c ritic ism  is  th a t  m a rk e tin g  is  m an ip u la tiv e . T h is 

critic ism  view s th e  c o n d u c t o f  o rg an iz a tio n s  a s  u s in g  m ark e tin g  to  

m a n ip u la te  th e  ta rg e t m a rk e t. A d m in is tra to rs  sh o u ld  b e  sensitive  to  th e  

possib le  c h a rg e  of m a n ip u la tio n  w hen  th ey  im p le m e n t a  m ark e tin g  

p rogram . In th e  m ajo rity  o f c a se s , th e  n o n p ro fit o rg an iz a tio n  is seek in g  

som e p u b lic  good for w h ic h  th e re  is w id e sp rea d  c o n s e n s u s  a n d  it is  

u sin g  p ro p e r m ea n s . In o th e r  c a se s , th e  c h a rg e  o f  m a n ip u la tio n  m ay  be  

ju s tified  a n d  su c h  e ffo rts, u n le s s  they  a re  c h e c k e d , will b rin g  a  “b lac k  

eye” to th e  o rg an iza tio n  a n d  to  m a rk e tin g  (K otler, 1982 , p. 18-19).
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T h ere  a re  so m e  p rincip les w h ic h  c a n  be  u se d  to  g u id e  n o n p ro fit  

m a rk e te rs  in  developing  th e  d e lig h t fa c to r  a n d  w hich  c a n  b e  a p p lied  to  

th e ir  c u s to m e rs .  Lynch (1993) o ffered  th e  se c re ts  o f th e  d e lig h t fac to r. 

T hese  c a n  b e  a d a p te d  for n o n p ro fit o rg an iz a tio n s . F irs t, p e rso n a lize  th e  

ex p erien ce . T h is  c a n  be ach ieved  th ro u g h  th e  u se  o f p e rso n a liz e d  se rv ices 

a n d  a s s o c ia te d  p ro d u c ts . P e rso n a lly  a d d re s s e d  co m p u te riz ed  le t te r s  h av e  

becom e c o m m o n p lace  an d  so m e tim e s  c o u n te rp ro d u c tiv e , b u t  o th e r  w ays 

o f p e rso n a liz in g  c an  be developed. S om e a id  c h a ritie s  h av e  developed  

p e rso n a l g iv ing  to  nam ed  in d iv id u a ls  o n  th e  m odel o f A ction  Aid, 

recogn izing  th e  need  o f m any  d o n o rs  to  feel d irec tly  involved in  p rov id ing  

b en efits  to  a id  rec ip ien ts . S econd , d e lig h t b re e d s  de ligh t. C re a tin g  th e  

experience  o f  d e lig h t is  m ore likely to  be  su c ce ss fu l if it  c a n  be  sh a re d  

w ith  o th e rs  - especially  rela tives, f r ie n d s  o r co lleagues - o r if  th e  

o rg an iza tio n  c re a te s  a  sh a red  e x p e rie n c e  by acknow ledg ing  s ig n if ic an t 

even ts . T h ird ly , w h a t de ligh ts p eo p le  is  w h a t d e lig h ts  peop le . T h e re  h a s  

to  be se n s itiv ity  in  m anag ing  th e  d e lig h t ex perience , a s  in d iv id u a l ta s te s  

vaiy . A fo u r-s ta g e  p rocess is  su g g e s te d : in itia tio n , ex p lo ra tio n , 

re in fo rcem en t, a n d  sym biosis.

A fter th e s e  f irs t  th ree  se c re ts , th e  c u s to m e r  a n d  th e  o rg a n iz a tio n  will 

have recogn ized  th e ir  in te rd e p e n d e n c y  by  develop ing  a  c lo se r  

re la tio n sh ip . C h a ritie s  frequen tly  deve lop  re la tio n sh ip s  w ith  th e ir  

su p p o r te rs  th ro u g h  involvem ent in lo ca l g ro u p s . T h ese  h a v e  th e  g re a te s t
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su c c e ss  by n o t fo rc ing  th e  p ace  w ith n ew  re c ru i ts .  F o u rth , le ss  c a n  b e  

m ore. T here a re  in ev itab le  law  o f d im in ish in g  r e tu r n s  a s  c u s to m e rs  

expect m ore  a n d  m o re  of th e  reo rgan iza tion . R em a in in g  a  ju m p  a h e a d  o f 

th e  c u s to m e r’s  e x p e c ta tio n s  a lso  can  be  a  p ro b lem , so  th a t  a  se q u e n c e  of 

su rp r ise s  h a s  to  be p la n n e d  to  be effective. F ifth , b len d  novelty a n d  

nosta lg ia . C rea te  s i tu a t io n s  in  w hich  b o th  th e  n o s ta lg ia  a n d  th e  novel a re  

provided, a n d  u se  th e  ap p ea l to  c u s to m e rs ’ s e n s e  o f th e  p a s t  a n d  th e ir  

in te re s t in w h a t is  innovative . Finally, k eep  c u s to m e rs  sa tisfied .

Exploiting a ll th e  o p p o r tu n itie s  for d e ligh ting  th e m  will be in c reas in g ly  

im p o rtan t for o rg an iz a tio n s  w hich  a re  o p e ra tin g  in  a  com petitive 

en v iro n m en t (Kotler & Levy, 1969, p. 2 0 9 -16 ).

M odem  m a rk e tin g  c a rr ie s  negative c o n n o ta tio n s  in  th e  m in d s  o f  m a n y  

people th a t  tra c e  b a c k  to  a n c ie n t tim es. P la to , A risto tle , A quinas, a n d  

o th e r  early  p h ilo s o p h e rs  th o u g h t of m e rc h a n ts  a s  u n p ro d u c tiv e  a n d  

acquisitive . M e rc h a n ts  w ere seen  a s  ta k in g  a d v a n ta g e  of h e lp less  

c u s to m e rs  th ro u g h  b u y in g  “c h e a p ” a n d  se llin g  “e a r .” In  m o d em  tim e s , 

m ark e te rs  a re  a c c u se d  of g e ttin g  people to  b u y  w h a t  they  do  n o t w a n t. 

C u sto m ers a re  seen  a s  v ic tim s o f h ig h -p re s s u re  a n d  so m etim es decep tiv e  

selling (Kotler, 1982 p . 17).

Cox a n d  E n is  (1972) c o n te n d  th a t  th e  s t r e n g th s  a n d  w e a k n e sse s  o f 

u n ivers ities  a re  a s s e s s e d  in  o rd e r  to  develop  a  c le a n  se n se  of m a rk e t
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ta rg e ts , a n d  positioning . T h is  a n a ly s is  iden tifies m a rk e t  o p p o rtu n itie s  

th a t  c o n tr ib u te  to  th e  a c c o m p lish m e n t o f th e  in s t i tu t io n ’s  objectives.

H igher E d u c a tio n  a s  a n  E conom ic F a c to r  

E co n o m is ts  have com e u p  w ith  p e rsu as iv e  ev id en ce  th a t  ed u ca tio n  is  

n o t only  a  good in v es tm en t fo r in d iv id u a ls , b u t  is  a n  im p o r ta n t  key to  th e  

n a tio n ’s  econom ic grow th. T hey  reg a rd  in v es tm en t in  e d u c a tio n  a s  

cap ita ] em bodied  in peop le-“h u m a n  c ap ita l”- th a t  is  a s  im p o r ta n t a s  

cap ita l em bodied  in  p la n t a n d  e q u ip m e n t, o r  “n o n h u m a n  c a p ita l.” 

A d m in is tra to rs , how ever, a re  sk e p tic a l of m a rk e tin g  a n d  a re  

co n ce rn ed  th a t  m ark e tin g  is m an ip u la tiv e , expensive  a n d  th e ir  public  

will be uncom fo rab le  w ith  a  n o n p ro fit in s titu tio n  m a rk e tin g  itse lf  (Kotler, 

1982). T he m o d em  econom y d o es  n o t dep en d  sim p ly  o n  in s ta llin g  m ore 

an d  b e tte r  m ach inery  to  a t ta in  r is in g  efficiency. A g row ing  m o d em  

econom y a lso  req u ire s  m ore  p ro fess io n a l w orkers, s c ie n tis ts ,  docto rs, 

te a c h e rs , c o m p u te r  p ro g ram m ers , e tc . (L ineberry, 1966).

Rival in s titu tio n s  co n tin u a lly  o p en  u p , close d ow n , o r  m odify th e ir  

p ro g ram s. At the  sam e tim e, o th e r  k in d s  of c h a n g e s  a re  ta k in g  p lace. F or 

in s ta n c e , a  new  g en era tio n  o f h igh  schoo l g ra d u a te s , w ith  d ifferen t 

v a lu e s  a n d  d ifferen t a s p ira t io n s  e n te r  th e  labo r m a rk e t.

As S avage (1987) s ta te s , in s t i tu t io n s  th a t ,  th ro u g h  m a rk e tin g  

re se a rc h , m o n ito r c h an g e s  in  s tu d e n ts  a n d  e m p lo y e rs’, a n d  m on ito r
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c h an g e s  in  th e  n e e d s  o f th e  s u r ro u n d in g  co m m u n ity , will be  th e  m o s t 

su ccess fu l a s  c h a n g e s  o ccu r. In s t i tu t io n s  a lso  m u s t  be  p re p a re d  to  

resp o n d  to  th e  n e e d s  b ro u g h t a b o u t  by c h an g e , in tro d u c in g  n e w  

c u rr ic u la  in  a c c o rd a n c e  w ith  s tu d e n t  a n d  em ployer d e m a n d  a n d  

e lim in a tin g  p ro g ra m s th a t  n o  lo n g er serve  specific fu n c tio n s . T h e  

in s titu tio n  m u s t  a lso  g a m e r  co m m u n ity  su p p o r t  if i t  is  to  r e m a in  

financially  so u n d  a n d  e d u ca tio n a lly  flexible.

M arketing ’s  m o s t re c e n t e n try  h a s  b e en  in  th e  n o n p ro fit s e c to r  o f th e  

econom y. It g row s o u t  o f th e  n e c e ss ity  o f th e  in s titu tio n  to  effectively 

serve its  c o n s titu en c y . U n iversity  a d m in is tra to rs  m u s t  k n o w  th e i r  p u b lic , 

know  th e ir  m a rk e t, a n d  be  a b le  to  a t t r a c t  a d e q u a te  re s o u rc e s  a n d  

convert th em  in to  a p p ro p r ia te  se rv ices  for th e ir  p u b lic  (Kotler, 1982). 

Survival in  a n  in c reas in g ly  com petitive  en v iro n m en t re q u ire s  f i r s t  a n d  

forem ost, th a t  p ro v id ers  o f e d u c a tio n  recognize  th e  w orld in  w h ic h  th ey  

ex is t is  n o t s ta tic  (Savage, 1987).

T hese o rg an iz a tio n s  a ll h av e  m a rk e tp la c e  p rob lem s. K otler (1980) 

su m m arize s  th a t  th e ir  a d m in is tr a to r s  a re  s tru g g lin g  to  k eep  th e m  alive  in  

th e  face o f rap id ly  c h a n g in g  c lie n t a t t i tu d e s  a n d  d im in ish in g  f in a n c ia l 

re so u rce s . M any o f th e s e  in s t i tu t io n s  h av e  tu m e d  to  m a rk e tin g  a s  a  

possib le  a n sw e r  to  th e ir  p ro b lem s.
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M ark e tin g  H igher E d u ca tio n  

A su rv ey  o f  th re e  h u n d re d  e d u c a tio n a l a d m in is t r a to r s  w hose  colleges 

w ere  in  tro u b le  d u e  to  d ec lin in g  e n ro llm e n ts , in c re a s in g  co s ts , a n d  r is in g  

tu itio n  w ere a sk e d  th e  m e a n in g  o f  m ark e tin g . M ost a d m in is tra to rs  

re sp o n d ed  by  say ing  th a t  th ey  s a w  m ark e tin g  a s  a  c o m b in a tio n  o f se lling , 

a d v e rtis in g , a n d  pub lic  re la tio n s . A sm all n u m b e r  su g g e s te d  th a t  

m a rk e tin g  h a d  so m e th in g  to  do  wdth n e ed s  a s s e s s m e n t ,  m ark e tin g  

re se a rc h , p ro d u c t developm en t, p ric in g  a n d  d is tr ib u t io n  (Kotler, 1980). 

M arketing  g row s o u t o f th e  e s s e n t ia l  q u e s t o f m o d e m  o rg an iz a tio n s  to  

effectively se rve  som e a re a  o f h u m a n  n eed  (Kotler, 1982).

K otler ( 1980) rem a rk ed  e a rlie r , th e  m o st im p o r ta n t  p a r t  o f m ark e tin g  

is n o t selling , selling  is on ly  th e  t ip  o f th e  m a rk e tin g  iceberg . It is  only 

one  o f severa l fu n c tio n s  t h a t  m a rk e te r s  perform , a n d  o ften  n o t th e  m o s t 

im p o r ta n t  one . If th e  m a rk e te r  d o e s  a  good jo b  o f id en tify in g  c o n su m e r 

n e e d s , develop ing  a p p ro p r ia te  p ro d u c ts , a n d  p ric in g , d is tr ib u tin g , a n d  

p ro m o tin g  th e m  effectively, th e s e  goods will sell v e iy  easily . T he a m o u n t 

o f p ro m o tion  a n d  h a rd  se llin g  will n o t  have  to  be  in te n s e .

M arketing  is  th e  a n a ly s is , p la n n in g , im p le m e n ta tio n , a n d  con tro l o f 

carefu lly  fo rm u la ted  p ro g ra m s  d e s ig n e d  to  b rin g  a b o u t  v o lu n ta ry  

e x ch a n g e s  o f v a lu e s  w ith  c o n s t i tu e n ts ,  o r  ta rg e t m a rk e ts  for th e  p u rp o se  

o f ach iev ing  th e  o rg an iz a tio n 's  ob jec tives. It re lies  h eav ily  o n  design ing  

th e  o rg an iz a tio n 's  offerings to  m e e t th e  n eed s  a n d  d e s ire s  o f th e  ta rg e t
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m ark e t, u s in g  effective pricing , c o m m u n ic a tio n , a n d  d is tr ib u tio n  to  

inform , m o tiv a te , a n d  service th e  m a rk e ts  (K otler, 1982).

Service o rg a n iz a tio n s  su c h  a s  co lleges a n d  u n iv e rs itie s  have  m an y  

o p p o rtu n itie s  to  u s e  p rom otion  in  co n n ec tio n  w ith  th e ir  b u s in e s s . 

P rom otion c a n  be  u se d  to  build  in te re s t in  th e  service, to  d iffe ren tia te  th e  

firm ’s offer from  c o m p e tito rs ’ offers, a n d  to  b u ild  th e  o rg a n iz a tio n ’s  

overall im age. T h ese  o rg an iza tio n s c a n  m a k e  ex tensive  u se  o f pu b lic ity , 

pe rsonal se lling , ad v ertis in g , a n d  even s a le s  p ro m o tio n  (Kotler, 1980).

In d iv id u a ls  w ith  w idely vary ing  jo b  t it le s  pe rfo rm  college msu’k e tin g  

efforts in a  w ide v a rie ty  o f se ttin g s. In  m a n y  c a se s , th e  d irec to r  o f 

ad m iss io n s , w h o se  b ack g ro u n d  is in  c o u n se lin g  a n d  s tu d e n t  se rv ice s , is 

expected to  h av e  m a rk e tin g  expertise . S av ag e  (1987) observed  t h a t  som e 

colleges, typ ica lly  la rg e r  in s titu tio n s , a s s ig n  th e  m ark e tin g  fu n c tio n  to  a  

specia list w ith  a  b a c k g ro u n d  in b u s in e s s  a n d  m ark e tin g . C olleges rely 

heavily on  th e ir  p u b lic  re la tio n s  s ta ff  to  o b ta in  local a n d  even n a tio n a l  

publicity . T he p u b lic  re la tio n s  s ta ff  h u n t s  for n ew s item s a n d  a lso  c re a te s  

new sw orthy  e v e n ts  to  in c rease  th e  co llege’s  v isib ility  a n d  favorab le  im age 

in the  m in d s  o f d iffe ren t college p u b lic s . P e rso n a l selling is  u se d  

extensively in  th e  a d m iss io n s  a n d  fu n d -ra is in g  offices. A d m issio n s 

officers trav e l to  ta rg e t h igh  schoo ls to  p ro m o te  th e ir  college a n d  a re  

increasing ly  u s e  v ideos a n d  c o m p a c t d is k s  to  c o m m u n ica te  th e  

in tang ib le  q u a lit ie s  o f  th e ir  college in  a  m o re  tan g ib le  way. O n c a m p u s .
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th ey  in terv iew  a n d  e n te r ta in  h igh -schoo l sen io rs , so m e tim e s  fo r a n  e n tire  

w eekend . As for a d v e rtis in g , colleges have trad itio n a lly  d is tr ib u te d  

c a ta lo g s  a n d  b ro c h u re s  a n d  increasing ly  u se  d irec t m ail a n d  th e  In te rn e t  

a s  a  m e a n s  o f reach in g , in fo rm ing , a n d  in fluenc ing  th e ir  ta rg e t  m a rk e ts . 

T hese  m a te r ia ls  a re  now  u s in g  b e tte r  g rap h ics . L ynch (1993) e x p la in s  

th a t  a  un ivers ity  c a n  p ro d u c e  new  p ro m o tio n a l m a te r ia ls  rap id ly , b u t  

developing  new  degree p ro g ra m s  an d  m a te ria ls  ta k e s  m u c h  tim e  a n d  

effort.

H igher e d u ca tio n  in s t i tu t io n s  trad itio n a lly  have  r u n  n e w s p a p e r  a d s , 

p a rticu la rly  for even ing  c o u rs e s  a n d  p ro g ram s, a n d  m a n y  u s e  ra d io  a n d  

telev ision . Finally , s a le s  p ro m o tio n  h a s  been  p u t  to  so m e  u s e  (or m isu se ) 

by som e in s titu tio n s , s u c h  a s  th o se  th a t  d is tr ib u te  free  F risb e e s  

ad v e rtis in g  th e ir  college o r  re le ase  sc h o la rsh ip  b a llo o n s o n  h ig h -sc h o o l 

c a m p u se s  (Kotler, 1980). M ore recen tly , u n iv e rs itie s  h av e  su p p lie d  

s tu d e n ts  w ith  c o m p u te rs  (Young, 1997). However, a s  K otler s ta te s ,  th e re  

a re  no  m on ey -b ack  g u a ra n te e s , o r  fin d er’s fees in  th e  effo rt to  fill i t s  

c la ss ro o m s w hen  s tu d e n t  e n ro llm e n t declines. T h u s  w e se e  t h a t  a  se rv ice  

in d u s try — in th is  case , co lleges—u s e s  m an y  d iffe ren t k in d s  o f 

p ro m o tio n a l too ls (1980).

As B ra n n ic k  (1987) su g g e s ts , colleges a n d  u n iv e rs itie s  a d h e re  to  a  

sim p le  m a rk e t concep t: to  a t t r a c t  a n d  k eep  s tu d e n ts . W hen  c u r r ic u la  

a n d  serv ices no  longer a t t r a c t  o r  keep  s tu d e n ts , th e  in s t i tu t io n  m u s t  b e
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flexible to  re e v a lu a te  th e  s tu d e n ts ’ n e e d s  a n d  th e  in s t i tu t io n s ’ m iss io n  

an d  g o a ls  to  u p d a te  c u rr ic u la  a n d  se rv ice s . F or p o s t-se c o n d a ry  

e d u c a tio n , th e  c h a llen g e  is  to  w iden  th e  a p p e a l o f th e  p ro d u c t  offered.

The c u s to m e r ’s  n e e d s  a re  p a ra m o u n t.

A m erican H ig h er E d u ca tio n  

T he h is to iy  o f A m erican  h ig h e r e d u c a tio n  is  th e  h is to ry  o f th e  

excep tional g ro w th , d ev e lopm en t a n d  c h a n g e  o f  a  u n iq u e  in s titu tio n . T he 

A m erican  co llege  sy s te m  tra c e s  i ts  o rig in  to  a n c ie n t B r itish  s e a ts  of 

lea rn ing , p a r t ic u la r ly  Oxford a n d  C a m b rid g e  u n iv e rs itie s . B u t in  scope, 

func tion  a n d  p u rp o se , the  A m erican  sy s te m  s ta n d s  a lo n e  in  th e  

e x tra o rd in a ry  p u r s u i t  o f know ledge o n  a  m a s s  b a s is  (L ineberry , 1966).

F rom  th e  n a tio n a l  un ivers ity  p ro jec t c o n sid e red  a t  th e  C o n s titu tio n a l 

C onvention  o f  1787  to  th e  M orrill Act, s ig n ed  by A b ra h am  L incoln d u r in g  

the  Civil W ar in  1862 , d ev e lo p m en ts  in  A m erican  h ig h e r  e d u c a tio n  h a d  

been  closely  re la te d  to  th e  m ajo r e v e n ts  a n d  forces in  o u r  n a t io n ’s  

political a n d  soc ia l h is to ry . By 1865, th e  u n iv e rs itie s  o f w h ich  e a r lie r  

g e n e ra tio n s  h a d  d re a m e d  w ere a b o u t  to  becom e a  reality . T he s u c c e s s  o f 

ideas a n d  d is c u s s io n s  over th e  c o u rse  o f  d e c a d e s  g a in ed  in flu e n ce  a n d  a  

new  e ra  in  th e  n a t io n ’s  in te llec tu a l d e v e lo p m e n t w a s  in tro d u c e d .

T he A m erican  college, by 1890  w a s  b o th  c a te rin g  to  a n d  g e n e ra tin g  a n  

en o rm o u s  p o p u la r  d e m a n d  for w h a t w a s  th e n  called  a  lib e ra l e d u c a tio n
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a n d  now  is  k n o w n  a s  g en era l e d u c a tio n  (pp . 21-22). Today, th e  w isdom  

of th e  F o u n d in g  F a th e rs ’ in s is ten c e  o n  th e  n a t io n ’s  n eed  for e d u ca tio n a l 

in s t i tu t io n s  o f th e  h ig h e s t q ua lity  is  in c re as in g ly  a p p re c ia te d , b u t , a s  

C ran e  (1999) s ta te s ,  is  d o u b tfu l th a t  g e n u in e  sy m p a th y  for Je ffe rso n ’s  

goal of a  d em o cra tica lly  se lec ted  in te lle c tu a l e lite  is  w idesp read .

C h a rtk o ff (1999) believes th a t  e n ab lin g  la rg e r  p o r tio n s  o f th e  p o p u la tio n , 

giving th e m  a c c e s s  to  h ig h e r e d u ca tio n , is  a  d ire c t v a lu e  to  all s e c to rs  o f 

A m erican  so c ie ty  (p. B13). C ran e  (1963) be lieves th a t  m illions of 

A m ericans, in te n t  u p o n  m ate ria l su c c e s s  o r  socia l s t a tu s  a n d  econom ic  

g row th  h a v e  little  belief o r  u n d e rs ta n d in g  o f  th e  life o f  th e  m ind.

A lthough  a  n u m b e r  of econom ic s tu d ie s  h a v e  revealed  th a t  the  

in v e s tm e n t in  h u m a n  “c a p ita l,” e d u c a tio n  p la y s  a  m u c h  larger ro le in  th e  

U.S. th a n  p rev io u sly  d e te rm in ed  (L ineberry , 1966), we still s ta n d  in  n eed  

o f fo rth rig h t sp o k e sm e n  to  exp la in  th e  n a tu r e  a n d  p u rp o se  of h ig h e r 

lea rn ing . S ign ifican tly , th e  a n a ly s is  o f n a tio n a l e d u c a tio n a l objectives 

d u rin g  th e  1 9 6 0 s re fo rm u la ted  a  c e n tra l  i s s u e  on  w h ich  th e  s ta te sm e n  of 

th e  early  re p u b lic  differed from  th e  J a c k s o n ia n s :  “C an  we be eq u al a n d  

excellen t to o ?” (C rane , 1963, p. 29)

A lm ost c e rta in ly , an y  a n sw e r  to  c u r r e n t  e d u c a tio n a l d ilem m as th a t  

ignore o u r  d e m o c ra tic  tra d itio n s  will p rove u n w o rk a b le . A purely  

p h ilo so p h ica l re c o n s tru c tio n  o f th e  A m erican  u n iv e rs ity  h a s  never b een  

p oss ib le , th o u g h  c ritic s  h av e  im plied  t h a t  i t  s h o u ld  be  a ttem p ted .
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C ru sa d e s  to  dem ocratize  h ig h e r ed u ca tio n , how ever, have  often  been  

m ark ed  by a n ti- in te lle c tu a l im plica tions. As C ra n e  (1963) exp la ins , 

F ran c is  Way la n d 's  refo rm  p rog ram  h a d  a n  e th ica l r a th e r  th a n  a  scho larly  

fo u n d atio n . Way land  so u g h t w h a t o th e rs  s in ce  have  p rom oted ; th e re  

sh o u ld  be eq u a l o p p o rtu n ity  for all c itizens to  o b ta in  w h a tev e r tra in in g  

m ig h t be usefu lly  app lied  for m ateria l su c c e s s  o r  m o ra l im provem ent.

W ay land  ex p ressed  h is  a rg u m e n ts  for a g ric u ltu ra l a n d  m ech an ica l 

ed u ca tio n , th e  e n co u rag e m en t o f vocational tra in in g  co u rse s , b u t  th e  

idea  h o ld s t ru e  for u n iv e rs itie s  a s  well. C ran e  goes on  to  a s k  the  

q u estio n , sh o u ld  A m erican  colleges be b a sed  o n  H en iy  Philip T a p p a n ’s 

fa ith  in th e  h u m a n e  v a lu e s  o f liberal e d u ca tio n  a n d  th e  ph ilo soph ical 

u n ity  of all know ledge, o r  on  Way la n d 's  d e s ire  to  expzm d o p p o rtu n itie s  

for p rac tica l tra in in g ?

Three fac to rs  w ere h o m e  in m ind  in  an a ly z in g  A m erican  colleges a s  

they  ex isted  a t  th e  close  o f th e  n in e te e n th  c e n tu iy : (a) th e  grow ing belief 

th a t  a  college h ad  a  good d ea l to  offer b e s id es  form al stu d y ; sp o rts , 

fra te rn itie s , a n d  e x tra c u rr ic u la r  life; (b) th a t  m an y  poo r h a d  been  ab le  to  

a tte n d  a n  A m erican  college in  th e  n in e te e n th  c e n tu ry  by borrow ing a  

little  m oney from  re la tives a n d  w ork ing  a t  odd  jo b s  d u rin g  th e  su m m er; 

a n d , (c) h ig h e r e d u c a tio n 's  in fluence  on  th e  e n tire  e d u ca tio n a l system , 

th e  Morrill Act of 1862 a n d  th e  C ongressiona l a c ts  th a t  m ad e  possib le  

th e  la n d -g ra n t colleges. H ere th e  Federa l G o v e rn m en t w as  th e  p a c e m a k e r
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in  p rov id ing  p u b lic  m o n ies  for ad v an ced  e d u c a tio n . E a c h  o f  th e s e  fac to rs  

h ad  in f lu e n c e  o n  th e  m ovem ent for ex te n d in g  th e  p riv ilege o f free 

e d u c a tio n  to  ev er-ex p an d in g  n u m b e rs  o f s tu d e n ts .  P a r tic u la r ly  in  th e  

M id-W est, t h i s  e x ten sio n  o f pub lic  e d u c a tio n  a s s u m e d  in c re a s in g  

im p o rtan c e  a s  th e  tw en tie th  c en tu ry  c am e  in  s ig h t (L ineberry , 1966).

It h a s  o fte n  b e e n  sa id  th a t  in  th e  U n ited  S ta te s , “ev e iy o n e  goes to  

college.” A lth o u g h  th is  is  fa r from  rea lity , a  c e n tu iy  a f te r  th e  M orrill Act, 

A m erican  h ig h e r  e d u c a tio n  faced a n  u n p re c e d e n te d  d e m a n d  for i ts  

serv ices. A flood o f s tu d e n ts  th re a te n e d  to  overw helm  e x is tin g  facilities, 

and  qua lified  a p p lic a n ts  besiege every re p u ta b le  in s t i tu t io n  (C rane,

1963). O u r  s y s te m  of se lec ting  p ro fess io n a l s tu d e n ts  is  like  a  long  g ian t 

funnel n a rro w in g  dow n g rad u a lly  (L ineberry , 1966). E d u c a tio n  how ever, 

is n o t w ith in  th e  reach  o f  all. M any b e c a u se  o f lack  o f  t im e  a n d  re so u rc e s  

m u s t be c o n te n t  w ith  a  m in im u m  of p o s t-se c o n d a ry  e d u c a tio n . C ran e  

(1963) e x a m in e s  th is  a s  a  defective e d u c a tio n  sy s te m . If a  s tu d e n t  can  

only afford  to  devo te  a  s h o r t  tim e to  a  sc ien tific  o r  p ro fe s s io n a l ed u ca tio n , 

it will be m o re  a d v a n ta g e o u s  for th e  s tu d e n t  to  give h i s  o r  h e r  a tte n tio n  

exclusively to  a  specific d isc ip line . B u t th is  is  a n  im p e rfec tio n , ra is in g  

from th e  n e c e ss ity , th e  co n ce rn  a  p a rtia l c o u rse  o f s tu d y , m u s t  inev itab ly  

give a  p a rtia l e d u c a tio n . T his, how ever, is  fa r  p re fe ra b le  to  a  su p erfic ia l 

ed u ca tio n . “I t  is  a  p re p o s te ro u s  id ea  to  p ro p o se  to  te a c h  a lm o s t  eveiy  

th ing  in  a  s h o r t  tim e” (p. 94).
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A H alf C e n tu ry  o f  H ig h e r E d u ca tio n  

T he c ru c ia l p ro b lem s o f A m erican  h ig h e r  e d u c a tio n  in  th e  m id ­

tw e n tie th  c e n tu iy  n eed ed  to  be  c o n fro n te d  in  a  rad ica lly  d iffe ren t 

e n v iro n m en t th a n  in  th e  m id -n in e te e n th  c e n tu ry  a s  C ra n e  (1963) sp e lls  

o u t. T he sp raw lin g  p u b lic  u n iv e rs ity  o v e rsh a d o w s th e  sm a ll in d e p e n d e n t  

college. C o n tem p o ra ry  u n iv e rs itie s  ach iev ed  m an y  of th e  o b jec tives o f 

Je ffe rso n , W ayland , T ap p an , a n d  T u rn e r , b u t  th ey  w ere n o t p rec ise ly  th e  

in s t i tu t io n s  th a t  a n y  o f th e s e  le a d e rs  w ou ld  h av e  d esig n ed . T h e ir  m a ss iv e  

s t ru c tu re s  a n d  d iffuse  ob jectives c o n ce a led  con flic ts  o f v a lu e  a n d  

p u rp o se . T he re a so n a b le  c o m p ro m ises , w h ich  m ad e  m o d e m  A m erican  

u n iv e rs itie s  p o ss ib le , have  n o t le s se n e d  th e  p e rtin e n c e  o f m a jo r q u e s t io n s  

d isc u sse d  before  th e  Civil W ar.

T he a f te rm a th  o f  W orld W ar 1 a n d  II is  believed  by P a rk e r  (1971) to  

have  lim ited in te rn a tio n a l conflicts. T he  e ffo rts  to  cope w ith  d e p re ss io n , 

a ffluence , poverty , po llu tion , a n d  ra c is m  still ch a llen g e  th e  a b ility  o f 

m an . “T ruly , in  te rm s  o f know ledge, p ro g re s s , p o p u la tio n , p ro b lem s, a n d  

conflict, th is  h a s  b een  a  volatile  h a lf -c e n tu ry .” As su g g ested  by L ineberry  

(1966), th e  p re s s u re  h ig h e r e d u c a tio n  h a d  p ro d u ce d  a n  exp lo sion  in  

college e n ro llm e n ts . “An in c reas in g ly  v ita l ro le  in  th e  d e te rm in a tio n  o f  

o u r  n a tio n a l d e s tin y  a s  b e en  p layed  by  th e  e sc a la tin g  n u m b e rs  o f  

s tu d e n ts  in  o u r  in s t i tu t io n s  o f h ig h e r  e d u c a t io n .” T he tre m e n d o u s  

e n ro llm en t ex p lo sio n  a fte r  W orld W ar II m ay  h av e  b een  d irec te d  a n d
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con tro lled  in  w ays th a t  p e rm it th e  energ ies a n d  id e a s  of th e  college 

coterie  to  be  app lied  co n s tru c tiv e ly  to  th e  le a d e rs h ip  o f th e  n a tio n  a n d  

th e  so lu tio n  of its  p ress in g  p ro b le m s  (P arker, 1971).

As early  a s  1920-21, Dr. R aym ond  W alte rs, a u th o r  o f S ta tis tic s  o f 

R eg istra tion  o f T hirtv  A m erican  U n iv e rs itie s , recogn ized  th e  im p o rtan c e  

of e n ro llm e n ts , especially  o f p a r t- t im e  s tu d e n ts  in  th e  u rb a n  u n iv e rs itie s . 

His d a ta  d isc lo sed  “th e  e x te n t to  w h ich  th e  u n iv e rs it ie s  co n sid ered  a re  

co o p era tin g  in  p lacing  h ig h e r  e d u c a tio n a l a d v a n ta g e s  w ith in  th e  re a c h  o f 

all w ho a re  qua lified .” In m a n y  s u b s e q u e n t  y e a rs , a tte n tio n  w as given to  

u rb a n  u n iv e rs ity  e n ro llm en ts  in  b o th  fu ll-tim e a n d  p a rt- tim e  ca tego ries . 

T heir p rox im ity  to  th e  g re a t p o p u la tio n  m a s s e s  o f th e  c o u n try  h a s  p laced  

the  u rb a n  in s titu tio n s  in  sp e c ia l p o s itio n s  o f re sp o n sib ility . Not only  have  

they  fulfilled th e  collegiate fu n c tio n  of serv ing  n o rm a l fu ll-tim e s tu d e n ts  

who m ay have  been  eligible a n d  a b le  to  en ro ll e lsew h ere , b u t  a lso  t h a t  o f 

providing e d u ca tio n a l o p p o r tu n ity  for large n u m b e r s  of co m m u tin g  

s tu d e n ts  for w hom  a tte n d a n c e  in  d is ta n t  sc h o o ls  w a s  im possib le  for 

financia l o r  o th e r  rea so n s . In  a d d itio n , th e  p ro v is io n  o f g en era l a n d  

co n tin u in g  e d u ca tio n  c u rr ic u la  for a d u lts , p ro fe ss io n a ls , te c h n ic ia n s , 

and  th e  like  h a d  becom e in c re a s in g ly  im p o rta n t. P ub lic  service, 

especially  in  th e  local co m m u n ity , in  all o f i ts  m an ifo ld  cap a c itie s  loom ed  

especially  large  in th e  ro le  o f th e  u rb a n  sc h o o ls  in  th e  la te r  yea rs . In d eed , 

w ith th e  m o u n tin g  c ris is  c o n d itio n s  in  th e  c itie s  in  th e  1960s, th e  u r b a n
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in s titu tio n s  w ere  o n  th e  fron t line of co m m u n ity  a n d  social a c tio n  a s  th ey  

increasing ly  a s s u m e d  la rg er resp o n sib ilitie s  in  an a ly z in g  p ro b lem s, 

p roposing  so lu tio n s , u n d e rta k in g  c o m m u n ity  serv ice  p ro jec ts , a n d  

tra in ing  p e rso n n e l for com m un ity  ac tio n  p o s ts  (P arker, 1971).

U niversities u n d e rw e n t a  g rea t tra n s fo rm a tio n  th e  q u a r te r  c e n tu ry  

afte r World W ar 11. U n iversities a t  th e  tim e w ere  b e in g  called  u p o n  to  

ed u ca te  u n im a g in ed  n u m b e rs  of s tu d e n ts , in  re s p o n se  to  th e  e x p a n d in g  

cla im s of th e  g o v e rn m e n t a n d  in d u s try  a n d  o th e r  se g m e n ts  of so c ie ty  a s  

never before. T he h ig h e r  ed u ca tio n  sy s tem  h a d  to  a d a p t  to  a n d  c h a n n e l  

new  in te llec tua l c u r re n ts .  At th e  end  o f th a t  p e rio d , th e  A m erican  

university  w as u n iq u e  in  world h isto ry . U n iv e rs itie s  w ere n o t lo ok ing  to  

o th er m odels a s  th e y  h a d  before, for th e  f irs t tim e  itse lf  serv ing  a s  m odel 

for un iversities in  o th e r  p a r ts  of th e  globe (L ineberry , 1966).

From th e  1 940s th ro u g h  th e  1960s, A m erican  u n iv e rs itie s  w ere  fac ing  

four g rea t a re a s  of re la te d  a d ju s tm e n ts ; (a) g ro w th , (b) sh ifting  a c a d e m ic  

em p h ases, (c) invo lvem en t in  the  life o f society , a n d  (d) re sp o n se  to  th e  

new  Federal g o v e rn m e n t involvem ent. C a m p u s e s  a n d  society  in  th e  

1960s u n d e rw e n t a  so m e w h a t re lu c ta n t a n d  c a u t io u s  a d ju s tm e n t.

To acco m m o d ate  th e  g re a t in crease  o f e n ro llm e n t in  th e  19 6 0 s, m a n y  

academ ic c a le n d a rs  w ere  rea rran g ed , p a r tic u la r ly  in  s ta te -su p p o r te d  

in s titu tio n s  to  p e rm it  a  m ore y e a r-ro u n d  sc h e d u le  o f c la sse s . S tu d e n ts  

w ere able to  a c c e le ra te  th e ir  ed u ca tio n  o r co u ld  com e a n d  go w ith  le s s
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reference  to  th e ir  “c la s s .” M ore s tu d e n ts  a rra n g e d  s c h e d u le s  to  th e ir  

n e ed s  (L ineberry , 1966).

O rg an iza tio n s  develop  th e ir  in itia l in te re s t in  m a rk e tin g  a t  d ifferen t 

tim es a s  L ineberry  (1966) d e sc rib e s . O rg an iza tio n s  t h a t  en jo y  a  se lle rs ’ 

m ark e t, a re  m ark e d  by a n  a b u n d a n c e  of c u s to m e rs , te n d  to  ignore  o r 

avoid m ark e tin g . C olleges in  th e  19 6 0 s  h ad  th e ir  p ic k  o f  s tu d e n ts  an d  

w ere ob liv ious to  m ark e tin g . Ironically , they  c a r r ie d  o n  m a rk e tin g  

ac tiv ities  w ith o u t be in g  c o n sc io u s  o f it. A d m issio n s office s ta f f  visited 

p rim e local h ig h  sc h o o ls  a n d  so u g h t to  conv ince  th e  b e s t  s tu d e n ts  to  

com e to  college. T he d ev e lo p m e n t office s ta ff c u ltiv a te d  w ell-heeled  

a lu m n i in  th e  n e v e r-en d in g  se a rc h  for the  large gift. T he  p u b lic  re la tio n s  

s ta ff  v isited  e d ito rs  a n d  c o m m u n ity  o rg an iza tio n s  in  th e  effort to  m a rk e t 

favorable new s a n d  im p re s s io n s  a b o u t th e  college. T h e  d e a n  o f s tu d e n ts  

began  to  r u n  v a rio u s  e x tra c u r r ic u la r  p ro g ram s to  in c re a s e  s tu d e n t  

sa tis fac tio n  w ith  th e  college; a n d , o th e r  a d m in is t r a to r s  h a d  th e  

resp o n sib ility  o f se n s in g , se rv ing , a n d  sa tisfy ing  d if fe re n t m a rk e ts .

L ineberiy  (1966) c o n c lu d e s  t h a t  in  the  m id s t of th e  s ix tie s  o n  c a m p u s , 

s tu d e n ts  w ere going to  college to  le a m  a s  n e v e r b efo re  in  h is to iy .

P e rh ap s , they  w ere se r io u s ly  engag ing  in in te lle c tu a l p u r s u i t s .

E n ro llm en t w a s  in  th e  m id s t  o f a  boom . T w en ty -e ig h t p e rc e n t  o f all 

A m ericans w ere  en ro lled  in  college. College e n ro llm e n ts  h a d  grow n from  

1.4 m illion in  1 9 3 9 -1 9 4 0  to  n e a rly  five m illion in  1 9 6 5 . B e h in d  th is  boom
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w as a  g row ing  d e m a n d  for e d u c a tio n . W here a s  h ig h  sch o o l h a d  b een  a  

s ta n d a rd  o f a t ta in m e n t  fbi e a rlie r  g e n e ra tio n s , co llege w a s  now  becom ing  

a  com m on goal. In  a  re sp o n se  to  th is  boom , e m p lo y ers  ra is e d  th e ir  

ed u ca tio n a l s t a n d a r d s  (L ineberry, 1966). E n ro llm e n ts  w ere  expec ted  to  

exceed e ig h t m illion  by  th e  m id -sev en tie s , w ith  m o re  th a n  h a lf  o f all 

e igh teen  to  tw e n ty -o n e -y ea r-o ld s  going  to  college.

In o u r  in c re a s in g ly  com plex  society , m ore a n d  m o re  jo b s  a re  being  

res tric ted  to  th o s e  w ith  college deg rees . Never befo re  a s  in  th e  six tie s h a d  

so m any  y o u n g  A m erican s  a tte n d e d  college, b u t  i t  is  a lso  t ru e  th a t  never 

before h a d  a  college e d u c a tio n  m e a n t  a s  m u ch  in  te rm s  o f o p p o rtu n ity  

an d  m a te ria l rew ard  a s  it did in  th e  six ties. C o n se q u e n tly , p re s s u re s  on  

p rospective  s tu d e n ts  becam e g re a te r . P re s s u re s  to  b e  a d m itte d  in  th e  

first p lace a n d , o n ce  h av in g  b een  a d m itte d , to  em erg e  su c ce ss fu lly  a n d , if 

possib le , a t  th e  h e a d  o f  th e  c la s s  (L ineberry, 1966).

The 1 9 6 9 -7 0  a c a d e m ic  y e a r  m a rk e d  th e  en d  o f a  tu m u l tu o u s  decade, 

a n  epochal h a lf -c e n tu ry . Too o ften , th e  sto ry  of h ig h e r  e d u c a tio n  in  th e  

U nited S ta te s  h a s  b e e n  w ritten  a n d  s tu d ie d  a s  a  p a ra lle l  c u r r e n t  to , o r 

even a s  a n  ed d y  iso la te d  from , th e  m a in s tre a m  o f h is to ry . As s tu d e n t  

n u m b e rs  a p p ro a c h e d  e ig h t m illion  in  1970, b u rg e o n in g  b u d g e ts , ph y sica l 

facilities u n d e r  s t r a in ,  u n re s t  a n d  ac tiv ism  in s tu d e n t  life c lo sed  m any  

u n iv ers itie s  (P a rk e r, 1971).
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C onclu sion

As th e  second  h a lf  o f th e  tw e n tie th  c en tu ry  h a s  com e to  a n  en d , 

a n o th e r  g rea t ch an g e  a ffec ting  th e  co n tem p o rary  u n iv e rs ity  h a s  b e e n  i ts  

th o ro u g h g o in g  invo lvem en t in  th e  n a tio n ’s daily  life. At th e  h e a r t  of th is  

invo lvem en t is th e  g row th  o f th e  “know ledge in d u s try ,” w hich  is  co m in g  

to  p e rm e a te  governm en t a n d  b u s in e s s  an d  to  d raw  in to  it m ore  a n d  m o re  

peop le  ra ised  to  h ig h e r a n d  h ig h e r  levels of skill. K now ledge h a s  c e rta in ly  

n ev er in  h is to ry  been  so  c e n tra l  to  th e  c o n d u c t o f a n  e n tire  society . W hat 

th e  ra ilro a d s  did for th e  se c o n d  h a lf  of th e  n in e te e n th  c e n tu iy  a n d  th e  

au to m o b ile  for th e  f irs t h a lf  o f th e  tw en tie th  c e n tu ry , it  m ay  be sa id  t h a t  

th e  know ledge in d u s try  h a s  d o n e  for th e  second  h a lf  o f  th e  tw e n tie th  

c e n tu ry ; th a t  is, to  serve a s  th e  focal p o in t for n a tio n a l g row th . And th e  

u n iv e rs ity  is  a t  th e  c e n te r  o f  th e  know ledge p ro ce ss  (L ineberry , 1966, 

pp . 34-5).
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CHAPTER 3 

METHODOLOGY 

In tro d u c tio n

T his is a  tim e  o f g row th  and  ch an g e  for p u b lic  h ig h e r e d u c a tio n  

in s titu tio n s . W ith  th e  a d v en t o f th e se  c h a n g e s , a n  o rg an iza tio n  m u s t  

respond  (K otler, 1982). In  resp o n se , h ig h e r  e d u c a tio n  in s t i tu t io n s  h a v e  

adop ted  m a rk e tin g  s tra te g ie s  to  su c ce ss fu lly  c o m p e te  for e n ro llm en t.

T his d esc rip tiv e  s tu d y  determ ined  e n ro llm e n t m ark e tin g  s tra te g ie s  

used  by fo u r-y ea r  p u b lic  h igher e d u c a tio n  in s t i tu t io n s  in  th e  W este rn  

region o f th e  U n ited  S ta te s . Key m a rk e tin g  e le m e n ts  su c h  a s  p o sitio n in g , 

image, ta rg e t m a rk e t, d em o graph ics, a n d  p sy c h o g ra p h ic s  w ere u se d  in  

d e te rm in in g  m a rk e tin g  s tra teg ies .

Purpose o f th e  S tu d y

The p u rp o se  o f  th e  s tu d y  w as to  d e te rm in e  e n ro llm e n t m a rk e tin g  

s tra teg ies u se d  by  se lec ted  h igher e d u c a tio n  in s t itu tio n s . W este rn  reg io n  

public in s t i tu t io n s  w ere  selected  for p a rtic ip a tio n  in  th is  s tu d y . P ub lic  

in s titu tio n s  c o n s t i tu te  only  28  p e rc e n t o f a ll fo u r-y e a r  in s titu tio n s ;
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how ever, th ey  en ro ll 6 8  p e rc e n t o f  th e  s tu d e n ts .  T he  W estern  reg ion  of 

th e  U n ited  S ta te s  is  p re d o m in a n tly  served  by  p u b lic  in s t i tu t io n s  (H ossler 

& L itten , 1993, p . 32). K otler a n d  Levy (1969) s ta te d  th a t  th e  q u e s tio n  is  

n o t w h e th e r  a n  in s titu tio n  will m a rk e t, b u t  i t  will m a rk e t well o r poorly.

K otler a n d  Levy (1969) a s s e r te d  th a t  o rg a n iz a tio n s  only becom e a w are  

o f m a rk e tin g  w hen  th e ir  m a rk e t  c h a n g e s . T o  effectively m a rk e t, a n  

in s t i tu t io n  m u s t  e m b race  c h a n g e  (Topor, 1997). In  th e  1960s, h ig h e r 

e d u c a tio n  in s titu tio n s  h a d  th e ir  p ick  of s tu d e n ts  a n d  w ere ob liv ious to  

m a rk e tin g . The 1970s b ro u g h t a b o u t  a  c h a n g e  to  th e  idea  o f m ark e tin g . 

T here  w a s  m ore  com petition  fo r few er s tu d e n ts  a n d  re so u rc e s  w ere 

sc a rc e r . T h is  coup led  w ith  in c re a s in g  l i te ra tu re  o n  m ark e tin g  for 

n o n p ro fit in s titu tio n s , p laced  a  th r u s t  of m a rk e tin g  for h ig h e r e d u c a tio n  

in s t i tu t io n s  o n to  c e n te r  s ta g e  (K otler, 1982). C itin g  sc a rc e  re so u rc e s , 

h e ig h te n e d  com petition  for s tu d e n ts ,  c h a n g in g  c o n su m e r  a t t i tu d e s  a b o u t  

h ig h e r  e d u c a tio n , c h a n g e s  in  th e  type  o f s tu d e n t  p o p u la tio n , a n d  a  

p red ic tio n  of h ig h e r e n ro llm e n ts  by  th e  y e a r  2 0 0 7 , H ealy (1997) s ta te d  

th a t  it  is  n e c e ssa ry  for h ig h e r  e d u c a tio n  in s t i tu t io n s  to  develop s tra te g ie s  

to  effectively m a rk e t for e n ro llm e n t.

S ta te m e n t  o f th e  P ro b lem  

T h is  d escrip tiv e  s tu d y  d e te rm in e d  e n ro llm e n t m a rk e tin g  s tra te g ie s  

u se d  by W este rn  region fo u r-y e a r  p u b lic  h ig h e r  e d u c a tio n  in s titu tio n s .
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R esp o n ses from  a  q u e s tio n n a ire  w ere co m p iled  a n d  ca tegorized  by  key 

m ark e tin g  e le m e n ts . T he s tu d y  d e sc rib e d  th e  p e rc e p tio n s  o f key  

p e rso n n e l w ho  w ere  p rim arily  re sp o n sib le  for m a rk e tin g  a t  th e ir  

in s titu tio n s  in  te rm s  o f position ing , im age, ta rg e t  m a rk e t, d e m o g ra p h ic s , 

a n d  p sy c h o g rap h ic s .

R esearch  Q u e s tio n s

The follow ing q u e s t io n s  gu ided  th e  re s e a rc h :

1. H as th e  in s t i tu t io n  developed a  m a rk e tin g  s tra teg y ?

2. W as th e  m is s io n  o r  s tra teg ic  p la n  o f  th e  in s titu tio n  u se d  in  

d e te rm in in g  a n  e n ro llm e n t m ark e tin g  s tra te g y ?

3. H as th e  in s t i tu t io n  positioned  i ts  m a rk e tin g  im age a ro u n d  th e  

su rro u n d in g  c o m m u n ity  a n d  the  perceived  im age  o f th e  in s t i tu t io n ?

4. Did th e  in s t i tu t io n  specifically s e t  o u t  to  c h an g e  its  im age for 

rec ru itm en t?

5. Is th e  in s t i tu t io n ’s  m ark e tin g  s tra te g y  for e n ro llm e n t su c c e ss fu l?

6. W hat co m m o n  e le m e n ts  identified  in  th e  su rv ey  d e p ic t effective 

rec ru itin g  s tra te g ie s?

P o p u la tio n

The p o p u la tio n  ta rg e te d  w a s  W estern  reg io n  p u b lic  h ig h e r  e d u c a tio n  

in s titu tio n s  (A laska, A rizona, C aliforn ia , C o lo rad o , H aw aii, Id ah o ,
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M o n tan a , N evada, New M exico, O k lahom a, O regon , T exas, U tah, 

W ash in g to n , a n d  W yoming) w h ich  offer fo u r-y ea r b a c h e lo r’s  degrees. T h is  

s tu d y  w a s  lim ited to  fo u r-y ea r pub lic  h ig h e r e d u c a tio n  in s titu tio n s  lis ted  

a s  W este rn  regional in s t i tu t io n s  in  th e  U. S. News & W orld Report: 

A m erica’s B est Colleges (1999). E ach  in s t i tu t io n ’s  w eb  s ite  w as review ed 

in o rd e r  to  locate  in d iv id u a ls  resp o n sib le  for e n ro llm e n t m ark e tin g  a t  

each  in s titu tio n . The p o p u la tio n  surveyed  in c lu d ed  e n ro llm en t 

m a n a g e m e n t a d m in is tra to rs , a d m iss io n s  a d m in is tra to rs  a n d  o th e r  

a d m in is tra to rs  th a t  a re  re sp o n sib le  for e n ro llm e n t m a n a g e m e n t a n d  

re te n tio n , a n d /o r  m ark e tin g  a t  e ach  of th e  130  in s t itu t io n s . The 

U niversity  of Nevada, L as V egas w as th e  only in s t i tu t io n  in  th e  W estern  

region e lim ina ted  from  th is  s tu d y  d u e  to  th e  a u th o r ’s  p e rso n a l 

involvem ent in m ark e tin g  e ffo rts  while em ployed by  th e  un iversity .

R esearch  D esign 

In identify ing  m ark e tin g  s tra teg ie s , a  d escrip tiv e  s tu d y  u sin g  a  

q u e s tio n n a ire  w as designed  to  elicit re sp o n se s  re g a rd in g  th e se  s tra te g ie s  

u sed  by each  in s titu tio n . D a ta  w ere collected a n d  an a ly zed  to  identify 

com m on en ro llm en t m a rk e tin g  s tra teg ie s . R egard ing  s tra te g ic  m ark e tin g  

efforts, item s o f th e  s tu d y  in c lu d ed  (a) th e  d iffe ren ces in  m ark e tin g  e ffo rts 

an d  th e  developm ent o f s tra te g ie s , (b) fu n d in g  b e tw een  in s titu tio n s ,

(c) d ifferences in  u n d e rg ra d u a te  en ro llm en t o f th e  in s titu t io n , a n d  (d) th e
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size of th e  in s t i tu t io n s  su rro u n d in g  c o m m u n ity . F req u en cy  ta b u la t io n s  of 

each  su rvey  ite m  w ere  m a d e  a n d  su m m a riz e d  in to  ca teg o rie s  b a s e d  on  

the  six r e s e a rc h  q u e s t io n s  th a t  gu ided  th e  s tu d y . D escrip tive  s ta t is t ic s  

were u sed  to  su m m a riz e  a n d  o rganize  d a ta  in  o rd e r  to  p o r tra y  a n d  fo cu s 

on “w^hat is ” (M cM illan & S c h u m ac h e r, 1997 , p . 203). F re q u e n c y  

ta b u la tio n s  w ere  m o s t a p p ro p ria te  for th is  s tu d y  b e c a u se  o f th e  

descrip tive  n a tu r e  o f th is  re sea rch , in w h ich  th e  p u rp o se  w a s  to  o b ta in  

d a ta  a b o u t in s t i tu t io n s ’ m ark e tin g  s tra te g ie s  a n d  p rac tic e s . D a ta  w ere  

collected in  o rd e r  to  investiga te  s tra te g ie s  em p lo y ed  by th e  in s t i tu t io n s  

and  to d isc o v e r if  th e re  w ere an y  re la tio n sh ip s  b e tw een  s e p a ra te  

m arke ting  s tra te g ie s .

In s tru m e n ta tio n

A survey  in s t ru m e n t  w a s  developed by th e  r e s e a rc h e r  a n d  d e s ig n e d  to  

identify m a rk e tin g  s tra te g ie s  u se d  by th e  in s t i tu t io n s . T he re s o u rc e s  

used  in dev e lo p in g  th e  q u e s tio n n a ire  w ere (a) H igher E d u c a tio n  

M arketing U tiliza tio n  S urvey  (K ajcienski, 1997); (b) U n iversity  o f  N evada, 

Las Vegas V iew book F o c u s  G roup  R esearch  (D ow ney R e se a rch  

A ssociates, 1997); a n d , (c) ad ap ted  m a te r ia l a n d  th e m e s  o f m a rk e tin g  

analy sis , p la n n in g  a n d  im p lem en ta tio n  (K otler, 1982). D r. C a rl R.

S teinhoff o f th e  D e p a r tm e n t o f E d u ca tio n a l L e a d e rsh ip  a t  th e  U n ivers ity  

of Nevada, L as V egas review ed th e  q u e s tio n n a ire  for c o n te n t  va lid ity .

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



52
B e c a u se  o f h e r  ex p ertise  in  in s t r u m e n t  design  and  m a rk e tin g , P a m  

G a] lion  o f The C an n o n  C e n te r  fo r R e se a rch  a t  the  U n ivers ity  o f N evada, 

L as V egas w as c o n su lte d  o n  th e  c o n te n t  a n d  design  o f th e  r e s e a rc h  

in s t ru m e n t .  B ased  on fe e d b a c k  from  th e se  two ex p erts , th e  q u e s t io n n a ire  

w a s  rev ised . Q u estio n s  w ere  p lac ed  in to  e igh t sec tio n s, in c lu d in g

(a) s tra te g ic  m ark e tin g  p la n s , (b) m a rk e tin g  s tra teg ies, (c) m a rk e tin g  

se g m e n ta tio n , (d) (target) m a rk e t ,  (e) com petitive e n v iro n m e n t,

(f) m a rk e tin g  (acco m p lish m en ts), (g) im age, a n d  (h) d e m o g ra p h ic s .

T he su rv ey  w as d esig n ed  w ith  c lo sed -en d ed  re sp o n se  i te m s  p e rm ittin g  

on ly  p respec ified  re s p o n se s  a n d  a  lim ited  n u m b er o f o p e n -e n d e d  

re s p o n s e  item s. O p e n -en d e d  re s p o n s e s  w ere used  to  evoke specific  

in d iv id u a l re sp o n se s  (M cM illan & S c h u m a c h e r , 1997).

D a ta  C ollection

T he  d a ta  w ere co llected th ro u g h  a  su rvey  q u e s tio n n a ire  m a iled  to  130 

college a n d  un ivers ity  a d m in is t r a to r s  resp o n sib le  for e n ro llm e n t 

m a rk e tin g  (A ppendix B). A le t te r  o f in tro d u c tio n  a n d  p ag e  o f  d e fin itio n s  

w ere  u s e d  to  p re se n t a n d  d e s c r ib e  th e  re se a rc h  s tu d y  (A ppendix  B). A 

se lf-a d d re sse d , re tu rn  m ail e n v e lo p e  w as included  to  fac ilita te  th e  r e tu r n  

o f th e  com pleted  q u e s tio n n a ire . T h e  objective in a d m in is te r in g  a  

q u e s tio n n a ire  su rvey  is to  o b ta in  a  h ig h  ra te  of re tu rn . T he  co v er le t te r  

a cc o m p a n y in g  th e  q u e s t io n n a ire  s tro n g ly  in flu en ces th e  r e tu rn .  T he
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q u e s tio n n a ire s  w e re  coded  to  d e te rm in e  w ho  h a d  re tu rn e d  th e  su rv ey  

in s tru m e n t. T he p a r t ic ip a n ts  w ere in fo rm ed  in  th e  cover le tte r  w h a t th e  

cod ing  re p re se n te d  (Gall, Borg & G all, 1996).

A second  in tro d u c tio n  le tter, page o f d e fin itio n s  a n d  th e  su rv ey  w ere  

m ailed  to  th e  p a r t ic ip a n ts  w ho h ad  n o t re sp o n d e d  w ith in  15 d ay s . A self- 

a d d re sse d , r e tu rn  m ail envelope w as in c lu d e d  a s  well in  th is  m ailing  to  

facilita te  th e  r e tu rn  o f th e  q u e s tio n n a ire . A te lep h o n e  follow -up o f th o se  

n o t re sp o n d in g  w a s  c o n d u c te d  four w eeks a f te r  th e  seco n d  m ailing . T he 

C an n o n  C e n te r for R e se a rc h  a t  th e  U n iversity  o f N evada, Las V egas 

c o n d u c ted  th is  fo llow -up . Ninety c a lls  w ere  m a d e  in  o rd e r  to  fac ilita te  th e  

r e tu rn  of th e  su rv e y s  m ailed . After th e  in itia l m ailing , th e  rem in d e r 

m ailing  a n d  th e  te le p h o n e  follow -up, th e  r e tu r n  ra te  w a s  40  o u t  o f 130 

(30.1% ). T he rec o m m e n d ed  resp o n se  ra te , a cc o rd in g  to  P a tte n  (1997) is  

97  o u t of a  sa m p le  o f  130. A lthough th e  r e tu r n  ra te  for th is  s tu d y  w a s  

low er th a n  th e  rec o m m e n d ed  sam ple  size o f  th e  p o p u la tio n , th e  re tu rn e d  

q u e s tio n n a ire s  w ere  a  rep re se n ta tiv e  sa m p le  o f th e  p o p u la tio n . (See T ab le  

2 in C h a p te r  4  for fu r th e r  d iscussion .)

T rea tm en t o f th e  D a ta  

The d a ta  a n a ly s is  o f  th is  descrip tive  s tu d y  c o n s is te d  o f c a lc u la tin g  th e  

frequency  of r e s p o n s e s  to  e ac h  q u e s tio n  in  th e  e ig h t se c tio n s  of th e  

su rvey  in s tru m e n t. A freq u en cy  h is to g ram  w a s  u tilized  to  reflect th e
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d is tr ib u tio n  o f sc o re s  in all sec tions of th e  in s tru m e n t .  F re q u en c ie s  o f 

sco res p rov ided  in fo rm ation  in d e te rm in in g  m a rk e tin g  s tra te g ie s  u s e d  by 

th e  in s t itu t io n s  su rveyed . All forced-choice a n s w e rs  in  th e  su rv ey  w ere  

coded a n d  e n te re d  in to  th e  SPSS a n a ly s is  p ro g ram . All c o m m e n ts  a n d  

o pen -ended  a n sw e rs  w ere en te red  in full in to  th e  SPSS p ro g ram . A 

validity c h e c k  w a s  ru n  on  th e  d a ta  by a  m a n u a l  in sp ec tio n  o f ra n d o m ly  

selected su rv ey s . C onfirm ing  the  sam p lin g  w a s  d o n e  to  v a lid a te  f in d in g s  

(Gall, Borg & G all, 1997). C orrec tions w ere  e n te re d  in to  th e  SPSS 

program . T he q u a n tita tiv e  d a ta  w ere an a ly zed  to  y ield freq u en c ie s  a n d  

p e rc en ta g es  o f re sp o n se s . F requency  d a ta  h av e  w ere  listed  in  r a n k -o rd e r  

d is tr ib u tio n  a n d  a lso  by c la s s  in te rvals. F re q u en c y  d is tr ib u tio n s  a re  

usefu l for in d ic a tin g  qu ick ly  th e  m o st a n d  le a s t  freq u en tly  o c c u rr in g  

re sp o n se s  (M cM illan & S ch u m ac h e r, 1997).

S ignificance o f th e  S tu d y  

A lthough e n ro llm e n t m ark e tin g  m ay n o t be  a  p a n a c e a  for h ig h e r 

ed u ca tio n , it c a n  in fluence  s tu d e n t e n ro llm e n t. “E a c h  e d u ca tio n a l 

in s titu tio n  n e e d s  to  u n d e rs ta n d  its  specific m a rk e tin g  p ro b lem s, so  th a t  

m ark e tin g  p la n s  c a n  be  developed to  a d d re s s  th e m ” (Kotler & Fox, 1985, 

p. 68). M arke ting  p ro d u c e s  re su lts  an d  re q u ire s  a  b ro ad  c o n ce p tio n  o f all 

factors in flu en c in g  th e  c o n s titu e n ts  o f a  u n iv e rs ity  (Kotler, 1982).

Effective e n ro llm e n t m a n a g em en t b rin g s  a b o u t  m ark e tin g  p la n s  d e sig n ed
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to  a tt ra c t  p ro sp ec tiv e  s tu d e n ts  (H ossler, 1984). D eveloping  m ark e tin g  

s tra te g ie s  for su c c e s s fu l  e n ro llm e n t m a rk e tin g  w ill h e lp  colleges a n d  

u n iv ers itie s  u n d e rs ta n d ,  develop  an d  ach ieve  s u c c e s s  for th e ir  s tu d e n t  

en ro llm en t goals.

T h is s tu d y  w as d e s ig n e d  to  d e te rm in e  w h a t, if a n y  m ark e tin g  

s tra te g ie s  th e  p o p u la tio n  su rveyed  have in s t i tu te d . T he in fo rm ation  

gen era ted  from  th e s e  r e s u l ts  advanced  th e  know ledge  a n d  u n d e rs ta n d in g  

of th e  s tra te g ie s  a n d  p ro c e d u re s  of m a rk e tin g  fo r h ig h e r  ed u ca tio n . T he 

re s u lts  from  m a rk e tin g  m ay  n o t be tied only  to  in c re a s in g  en ro llm en t, 

b u t  to  s tab iliz ing  e n ro llm e n t, in c re as in g  th e  a p p lic a n t  pool th e  q u a lity  o f  

a p p lica n ts , re te n tio n  a n d  in c re a s in g  g ra d u a tio n  ra te s .

L im ita tions

A lim ita tion  o f th is  s tu d y  w a s  th e  skill o f th e  r e s e a rc h e r  co n d u c tin g  

th e  s tudy . T he q u e s t io n n a ire  u sed  in  co llec ting  d a ta  fo r th is  s tu d y  p o sed  

ad d itio n a l lim ita tio n s  to  th e  s tu d y : th e  b ia s , h o n e s ty  a n d  know ledge o f 

th e  su b jec t o f th e  p a r t ic ip a n ts ;  in d iv id u a ls  o th e r  th a n  th o se  w hom  th e  

su rv ey s w ere  m ailed  m ay  h ave  filled o u t  th e  q u e s tio n n a ire s ;  a n d , m a n y  o f 

th e  q u e s tio n s  in th e  q u e s tio n n a ire  w ere c lo sed  fo rm , p e rm ittin g  only  

prespecified  re s p o n s e s  (Gall, Borg & Gall, 1996). In  ad d itio n , b e c a u se  a  

p a r tic u la r  g ro u p  o f  in d iv id u a ls  w ere su rv ey ed , th e  s tu d y  w a s  lim ited to  

th e ir  p e rcep tio n s.
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U pon in v es tig a tin g  th e  p o p u la tio n  o f  on ly  o n e  reg ion  (W estern ), th e  

sam p le  lim ited  th e  genera lizab ility  o f th e  r e s u l ts  by re s tr ic tin g  th e  

p o p u la tio n  to  p u b lic  h ig h e r  e d u c a tio n  in s t i tu t io n s . F u r th e r , a  lim ita tio n  

o f th e  s tu d y  w a s  th e  low re sp o n se  ra te . A low re sp o n se  ra te  m a k e s  i t  

difficult to  genera lize  from  th e  s a m p le ’s  d a ta  (Gall, Borg & G all, 1996).

T he re sp o n se  ra te  o f th is  s tu d y  w a s  4 0  o u t  of 130 p a r t ic ip a n ts , 30 .1% . 

T he reco m m en d ed  re sp o n se  ra te  w a s  9 7  o u t  of a  sam p le  o f 130  (F a tte n , 

1997).

S u m m a ry

The re s e a rc h  sh o w s th a t  th e  c h a n g e  in  th e  h ig h e r e d u c a tio n  

e n v iro n m en t is  c re a tin g  ch an g e  in  th e  m a rk e tin g  e n v iro n m e n t. An 

in s titu tio n  m u s t  c o n tin u a lly  a d a p t  m a rk e tin g  e ffo rts to  k e ep  p a c e  (Cox & 

E nis, 1972). K otler (1982) ex p re ssed  t h a t  m a rk e tin g  g row s o u t  o f  th e  

n ecessity  o f th e  in s titu tio n  to  effectively serve  i ts  c o n s titu e n c y . O th e r  

re se a rc h  lite ra tu re  h a s  p ro p o sed  s tra te g ie s  for e n ro llm e n t m a rk e tin g  

(H ossler & B ean , 1990). E n ro llm en t m a rk e tin g  s tra te g ie s  e s ta b l is h  a  link  

betw een  re c ru itm e n t, re te n tio n  a n d  a c a d e m ic  p ro g ra m s  (H o ssle r, 1991). 

To get a  c le a r  s e n s e  o f a n  o rg an iz a tio n ’s  ta rg e t m a rk e t, s t r a te g ie s  a re  

identified  to  d is tin g u ish  th e  p ro d u c t, th e  c u s to m e r, th e  s e lf - in te re s t  o f 

th e  o rg an iza tio n , th e  m a rk e tin g  ta s k  o f  sa tis fy in g  th e  c u s to m e rs  n e e d s .
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th e  tools u se d  to  m a rk e t  a n d  th e  com petence  o f th e  o rg an iz a tio n  to 

m axim ize i ts  e ffec tiveness .

T he H igher E d u c a tio n  M arketing  Survev  (A ppendix  B) a s se s se d  th e  

following s tra teg ic  m a rk e tin g  categories: (a) s tra te g ic  m a rk e tin g  p lan ;

(b) m ark e tin g  s tra te g y ; (c) m ark e tin g  seg m en ta tio n ; (d) (target) m ark e t;

(e) com petitive e n v iro n m e n t; (f) m arketing ; (g) im age; a n d ,

(h) d em o g rap h ics . T he p a r t ic ip a n ts  w ere a sk ed  to  iden tify  specific 

m ark e tin g  s tra te g ie s  u tiliz e d  by th e ir  in s titu tio n .
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CHAPTER 4

ANALYSIS AND INTERPRETATION OF TH E DATA

Public  in s titu tio n s  m a k e  u p  on ly  28  p e rc e n t of a ll fo u r-y e a r  

in s titu tio n s ; how ever, th ey  e n ro ll 6 8  p e rc e n t of th e  s tu d e n ts .  T h is  s tu d y  

focused  on  p ub lic  fou r-year co lleg es a n d  u n iv ers itie s  in  th e  W este rn  

region , a  reg ion  of th e  U n ited  S ta te s  p red o m in an tly  se rv ed  b y  p u b lic  

in s titu tio n s . T he p u rp o se  o f th is  s tu d y  w as to  g a th e r  in fo rm a tio n  a n d  

rep o rt ex am p le s  of e n ro llm en t m a rk e tin g  s tra te g ie s  o f in s t i tu t io n s  in  th is  

region. T he in te n t of th e  s tu d y  w a s  to  g a th e r  c u rre n t  in fo rm a tio n  a b o u t 

m a rk e tin g  s tra teg ie s  from  e a c h  in s t i tu t io n , analyze th e  re s p o n s e s , a n d  

d esc rib e  th e  s tra teg ies  u se d  by  p u b lic  fou r-year h ig h e r  e d u c a tio n  

in s t i tu t io n s  in  th e  W estern  reg io n .

To o b ta in  th e se  d a ta , th e  follow ing q u e s tio n s  g u id ed  th e  re s e a rc h :

1. H as th e  in s titu tio n  d ev e lo p ed  a  m ark e tin g  s tra teg y ?

2. W as th e  m ission o r s tra te g ic  p la n  o f th e  in s titu tio n  u s e d  in  

d e te rm in in g  a n  en ro llm en t m a rk e tin g  stra teg y ?

3. H as  th e  in s titu tio n  p o s it io n e d  i ts  m ark e tin g  im age  a ro u n d  th e  

s u r ro u n d in g  com m unity  a n d  th e  perce ived  im age o f th e  in s t i tu t io n ?

58
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4. Did th e  in s t i tu t io n  specifically  s e t  o u t  to  ch an g e  i ts  im ag e  for 

rec ru itm en t?

5. Is th e  in s t i tu t io n ’s  m ark e tin g  s tra te g y  for e n ro llm e n t s u c c e s s fu l?

6. W hat c o m m o n  e le m e n ts  iden tified  in  th e  su rvey  d e p ic t effective 

rec ru itin g  s tra te g ie s?

To a d d re s s  th e s e  re s e a rc h  q u e s tio n s , a  h ig h e r  e d u c a tio n  m a rk e tin g  

q u e s tio n n a ire  w a s  developed  to  g a th e r  in fo rm a tio n  a b o u t  in s t i tu t io n s ’ 

ta rg e t m a rk e ts , m a rk e tin g  p la n s , d e m o g ra p h ic s , a n d  m a rk e t  

en v iro n m en t. T he  q u e s tio n n a ire  w as  d e s ig n ed  specifically  fo r h ig h e r  

ed u ca tio n  a d m in is t r a to r s  a n d  co n s is ted  o f 51 c losed - a n d  o p e n -e n d e d  

q u estio n s . O p e n -e n d e d  q u e s tio n s  w ere u se d  to  evoke specific  in d iv id u a l 

re sp o n se s  (M cM illan & S c h u m a c h e r , 1997). D a ta  w ere co llec ted  a n d  

analyzed  in  o rd e r  to  iden tify  com m on e n ro llm e n t m a rk e tin g  s tra te g ie s . 

R egarding s tra te g ic  m a rk e tin g  efforts, i te m s  o f th e  s tu d y  in c lu d e d  th e  

d ifferences in  m a rk e tin g  efforts a n d  th e  d ev e lo p m en t o f s tra te g ie s , 

fund ing  be tw een  in s t i tu t io n s , d ifferences in  u n d e rg ra d u a te  e n ro llm e n t o f 

th e  in s titu tio n , a n d  th e  size of th e  in s t i tu t io n s  s u r ro u n d in g  c o m m u n ity .

R esponse  R a te s

D ata  w ere co llec ted  th ro u g h  a  su rv ey  q u e s tio n n a ire  m a ile d  to  130 

college a n d  u n iv e rs ity  a d m in is tra to rs  re sp o n s ib le  for e n ro llm e n t 

m arke ting . A le t te r  o f  in tro d u c tio n  a n d  p ag e  o f d e fin itio n s  w ere  u s e d  to
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p re s e n t  a n d  describe  th e  r e s e a rc h  s tu d y . A se lf-a d d re sse d , r e tu rn  m ail 

en v elo p e  w as included  to  fa c ilita te  th e  re tu rn  o f th e  co m p le ted  

q u e s tio n n a ire  (see A ppend ix  B). T he  q u e s tio n n a ire s  w ere  coded  to  

d e te rm in e  w ho h a d  re tu rn e d  th e  su rvey  in s tru m e n t. T he  p a r t ic ip a n ts  

w ere  in fo rm ed  in  th e  cover le t te r  of w h a t th e  cod ing  re p re se n te d  (Gall, 

B org & G all, 1996). A se c o n d  in tro d u c tio n  le tte r, p ag e  o f d e fin itio n s a n d  

th e  su rv e y  w ere m ailed to  th e  p a r t ic ip a n ts  w ho h a d  n o t  re sp o n d ed  w ith in  

15 d a y s . A se lf-ad d ressed , r e tu r n  m ail envelope w a s  in c lu d e d  a s  well in  

th is  m a ilin g  to  fac ilita te  th e  r e tu r n  o f the  q u e s tio n n a ire . T he  re s u l ts  o f 

th e se  m ailin g s  have  b een  p re s e n te d  in  Table 1.

O f th e  130 in s titu tio n s  se lec te d  a s  th e  p o p u la tio n  for th e  su rvey  

in s tru m e n t ,  a  to ta l o f 4 0  (30 .1  %) resp o n d ed . O f th e  in d iv id u a ls  

su rv ey ed , 90  (69.2 %) d id  n o t  re sp o n d  to  th e  su rv ey  o r  re sp o n d e d  to  th e  

su rv ey  a f te r  ta b u la tio n s  w ere  c a lc u la te d . The re s p o n se  (rate) for the  

in itia l m ailing  w as 23  (17 .7  %), a n d  th e  re sp o n se  (rate) for th e  second 

m ailing  o f 107 su rveys w a s  17 (15 .9  %), to ta lin g  4 0  (30.1  %) 

re s p o n d e n ts . U sable r e tu r n s  to ta le d  4 0  (100%). A te le p h o n e  follow -up 

w as c o n d u c te d  fou r w eeks a f te r  th e  second  su rv ey  w a s  m ailed  to  th e  

p o p u la tio n . O f th e  9 0  p a r t ic ip a n ts  called , 31 (34.5% ) in d iv id u a ls  w ere 

c o n ta c te d  directly . The re m a in in g  59  w ere u n a b le  to  b e  rea ch e d .
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Table 1

Survgy Response Rate

Surveys a %

Total In s t i tu t io n s  Surveyed 130 100 .0

R esp o n ses -  F irs t  M ailing 23 17.7

R esp o n ses -  S econd  M ailing 17 15.9

U sable R e sp o n se s 40 30 .1

U n u sab le  R e sp o n se s 0 0

Total R esp o n se  R ate 40 30 .1

B ecau se  th e  q u e s tio n n a ire  w as  d is tr ib u te d  to  a  specific p o p u la tio n , a  

re tu rn  ra te  o f 9 7 , 7 4 .6 %  w ould be reco m m en d ed  for a n  a p p ro p ria te  

sam ple  size o f  th e  p o p u la tio n  (P a tten , 1997). A lthough th e  re tu rn  ra te  for 

th is  s tu d y  (30.1% ) w a s  lower th a n  th e  recom m ended  sam ple , th e  sa m p le  

is re p re se n ta tiv e  o f th e  p o p u la tio n  in  te rm s  o f in s titu tio n a l loca tion .

Table 2 c o m p a re s  th e  c h a ra c te r is tic s  o f  th e  sam ple  to  th e  c h a ra c te r is t ic s  

of th e  p o p u la tio n .
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Table 2

C o m p ariso n  o f S am ple to  P o p u la tio n  C h a ra c te r is tic s

6 2

P o p u la tio n  
(14= 130)

%

S am ple  
(14 = 4 0 , 30.1% )

a %

S ta te s

A laska 3 2 .3 0 0 .0

A rizona 3 2 .3 1 2 .5

C aliforn ia 29 2 2 .3 8 2 0 .0

C olorado 12 9 .2 2 5 .0

Hawaii 2 1.5 0 0 .0

Idaho 4 3 .0 0 0 .0

M o n tan a 6 4 .6 5 12 .5

N evada 1 0 .7 0 0 .0

New Mexico 6 4 .6 2 5.0

O klahom a 13 10 .0 4 10 .0

O regon 6 4 .6 3 7.5

Texas 32 2 4 .6 8 2 0 .0

U tah 4 3 .0 2 5.0

W ash ing ton 6 4 .6 4 10 .0

W yom ing 1 0 .7 0 0 .0
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C h a ra c te r is t ic s  o f In d iv id u a ls  a n d  D e p a rtm en ts  R esp o n sib le

for M a rk e tin g

T here  is  n o  c le a r -c u t  or e s ta b lis h e d  defin ition  o r  fu n c tio n  o f m a rk e tin g  

a t  h ig h er e d u c a tio n  in s titu tio n s . K o tler’s  su rvey  found  th a t  e d u c a tio n a l 

a d m in is tra to rs  d e fin ed  m ark e tin g  a s  a  c o m b in a tio n  o f se lling , 

ad v ertis in g , a n d  p u b lic  re la tio n s . M ark e tin g  w as defined  a s  

e n c o m p a ss in g  n e e d s  a s se s s m e n t, m a rk e tin g  re se a rc h , p ro d u c t 

developm en t, p r ic in g  a n d  d is tr ib u tio n  (K otler, 1982). S avage  (1987) n o ted  

th a t  in d iv id u a ls  w ith  widely va ry ing  jo b  t it le s  perform  m a rk e tin g  e ffo rts  

in  h ig h er e d u c a tio n . T hose re sp o n s ib le  fo r m ark e tin g  a t  h ig h e r  e d u c a tio n  

in s titu tio n s  in c lu d e  in d iv id u a ls  in  a d m is s io n s  a n d  p u b lic  re la tio n s , a s  

well a s  m a rk e tin g  (Savage, 1987).

Survey re c ip ie n ts  for each  o f th e  130  h ig h e r e d u c a tio n  in s t i tu t io n s  

were c h o se n  th ro u g h  re se a rc h in g  e a c h  in s t i tu t io n s  w eb s ite  for 

en ro llm en t m a n a g e m e n t/m a rk e t in g  o r  a d m iss io n s  a d m in is tra to rs . T he 

survey w as m a ile d  to  in d iv id u a ls  re sp o n s ib le  for m ark e tin g  a s  iden tified  

on the  in s t i tu t io n ’s  w eb  site. T here  w a s  no  specific title  o f  a d m in is tra to rs  

in  charge  o f  m a rk e tin g  com m on to  a ll in s t itu tio n s . In  th e  co v er le tte r  

a tta c h e d  to  th e  su rv e y , rec ip ien ts  w ere  u rg ed  to  p a s s  th e  su rv e y  a lo n g  to 

th e  a p p ro p ria te  in d iv id u a l in  c h a rg e  o f  m ark e tin g . D ue  to  th e  w ide 

variance  in  jo b  t i t le s  a n d  re sp o n s ib ilitie s  o f  th e  in d iv id u a ls  su rv ey ed , 

in fo rm ation  g a in e d  from  th e  su rv ey  d o e s  n o t  re p re se n t p e rc e p tio n s  from
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a  h o m o g en e o u s  sam ple . T h is , in  effect, m ay  im p a c t th e  a c c u ra c y  a n d  

ra te  of re s p o n se s  (Gall, B org  & G all, 1997).

T he title s  o f th e  in d iv id u a ls  re sp o n s ib le  for m ark e tin g  a t  e ac h  

in s titu tio n  h av e  been  ca tegorized  in  T ab le  3 . T h is  tab le  h a s  b een  ra n k -  

o rd ered  a n d  in d ic a te s  th e  h ie ra rc h ic a l levels th a t  a re  re sp o n sib le  for 

m ark e tin g . O ver o n e -th ird  o f th e  jo b  title  levels o f th o se  in ch a rg e  o f 

m a rk e tin g  a t  e ac h  college a n d  u n iv e rs ity  w a s  th a t  of d irec to r (37.5% ), 

w ith  n early  o n e -q u a r te r  o f th e  levels b e in g  th a t  o f p res id en t, vice 

p re s id e n t or a sso c , vice p re s id e n t (22.5% ). Two (5.0%) of th e  r e s p o n d e n ts  

in d ica ted  th a t  m ark e tin g  w a s  a  co llab o ra tiv e  effort involving tw o o r  m o re  

d e p a r tm e n ts , a n d  four (10.0% ) d id  n o t  iden tify  a n y  ind iv idua l o r g ro u p  

re sp o n sib le  fo r m ark e tin g .

R e sp o n d e n ts  w ere a sk e d  d e m o g rap h ic  a n d  financ ia l d a ta  in  se c tio n  

e ig h t of th e  su rvey  in s tru m e n t. T h ese  q u e s tio n s  w ere p laced  u n d e r  th e  

h e ad in g  of d em o g rap h ics: (a) th e  jo b  title  o f th e  p e rso n  in  c h a rg e  o f 

m ark e tin g , (b) th e  d e p a r tm e n t o f th e  p e rso n  in  ch a rg e  of m ark e tin g , (c) 

th e  fall 1999 u n d e rg ra d u a te  h e a d c o u n t, (d) how  m u c h  m ark e tin g  

experience  th e  p e rso n  in  c h a rg e  o f m a rk e tin g  h a s , (e) th e  in s t i tu t io n ’s  

m a rk e tin g  b u d g e t, (f) th e  to ta l  fall 1999  e n ro llm e n t, a n d  (g) th e  

p o p u la tio n  o f th e  su r ro u n d in g  c o m m u n ity .
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Table 3

Jo b  T itles o f  In d iv id u a ls  in  C harge  o f M arketing  108.11

Jo b  T itles n %

B oard of R egen ts 1 2.5

Vice C hancello r, Assoc. Vice C hance llo r 3 7.5

P residen t, Vice P resid en t, A ssoc. Vice P residen t 9 22 .5

Provost 1 2 .5

D ean 1 2.5

E xecutive D irector, D irec to r 18 45 .0

C ollaborative effort 3 7.5

N/A, N /R 4 10.0

Total 40 100.0

Note: N /A = Not app licab le . N /R  = No resp o n se .

R esponses from  th e  su rvey  identify ing  th e  d e p a r tm e n ts  resp o n sib le  

for m ark e tin g  a t  each  in s titu tio n  a re  sum m arized  in  T ab le  4 . T h is tab le  

show s th e  varie ty  of d e p a r tm e n ts  resp o n sib le  for m a rk e tin g  a t  each  

in s titu tio n . T he h ig h es t ra te  o f r e tu rn  for a  single d e p a r tm e n t  is  S tu d e n t 

Affairs w ith  five (12.5%) re sp o n se s . T he h ig h es t ra te  o f  r e tu rn  for a  

d e p a rtm e n t re sp o n sib le  for m a rk e tin g  a s  a  single d e p a r tm e n t  a n d  a s  a  

co llaborative effort is E n ro llm en t M anagem en t w ith  a  to ta l o f  five (12.5%) 

resp o n ses.
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Table 4

D ep artm en ts  R esp o n sib le  for M arketing  a t  th e  In s ti tu tio n  108.21

D e p artm en t Ü %

Academ ic A ffairs 3 7.5

A cadem y D ean 1 2.5

College R e la tio n s  a n d  M arketing 1 2 .5

D evelopm ent 1 2 .5

D evelopm ent a n d  U n iversity  R elations 1 2 .5

E n ro llm en t M a n ag e m en t 1 2.5

E n ro llm en t M gm t. a n d  In s ti tu tio n a l A dvancem en t 1 2 .5

E nro llm en t M a n ag e m en t a n d  U niversity  O u tre a c h 1 2 .5

E nro llm en t M a n ag e m en t a n d  M arketing 1 2 .5

E nro llm en t S e rv ices 1 2.5

High School a n d  College R e la tio n s 1 2.5

In s titu tio n a l A d v an cem en t 1 2 .5

In s titu tio n a l D evelopm en t 1 2 .5

M arketing  a n d  C o m m u n ic a tio n s 1 2.5

P re s id e n t’s Office 10.0

Provost’s  Office 1 2 .5

Fhiblic Affairs 1 2 .5

(table continues)
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Table 4

D e p artm en ts  R esp o n sib le Ü %

S tu d e n t Affairs 5 12 .5

S tu d e n t D evelopm ent 1 2 .5

U niversity  Affairs a n d  S tu d e n t  Affairs 1 2 .5

U niversity  R ela tions 3 7 .5

U niversity  R e la tio n s , P u b lic a tio n s  a n d  A dm issions 1 2 .5

N/A , N /R 7 17.5

Total 40 100 .0

Note: N /A  = Not a p p lic a b le . N /R  = No re sp o n se .

The m ark e tin g  e x p e rie n c e  o f in d iv id u a ls  w ho  h av e  b een  p u t  in  c h a rg e  

o f m ark e tin g  a t  e a c h  in s t i tu t io n  is  profiled in  T able  5 . N ine teen  (46.3% ) o f 

th e  re sp o n d e n ts  in d ic a te d  th e y  h a d  10 o r m o re  y e a rs  o f ex p erien ce .

Nearly h a lf  of th e  r e s p o n d e n ts ,  17 (42.5%) w ere  u n a b le  to  iden tify  th e  

a m o u n t of m a rk e tin g  e x p e rien c e  o f in d iv id u a ls  in  c h a rg e . T h is  m ay  

ind ica te  th a t  th e se  r e s p o n d e n ts  w ere n o t th o se  re sp o n s ib le  for 

m ark e tin g . O nly o n e  (2.5% ) in d iv id u a l in  c h a rg e  of m a rk e tin g  h a d  le s s  

th a n  one y e a r  e x p e rien c e  in  m ark e tin g . T h is  in d ic a te s  th a t  th e re  is  a  h ig h  

level of m ark e tin g  e x p e rie n c e  w ith in  the  m ajo rity  o f th e  in s t i tu t io n s  

surveyed.
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Table 5

Y ears of M arke ting  E xperience  bv  P e rso n  in  C harge  (08.41

M arketing  E xperience a %

U nder 1 Y ear 1 2 .4

1 - 4  Y ears 1 2.4

5 - 9  Y ears 2 4 .9

1 0 - 1 9  Y ears 13 3 1 .8

20  - 29  Y ears 2 4 .9

30 - 39  Y ears 4 9 .8

N/A, N /R 18 4 4 .0

Total 41 100.2

Note: N u m b ers  a d d  u p  to  m o re  th a n  40  b e ca u se  o f m u ltip le  re sp o n se s . 

N/A = Not app licab le . N /R  = No re sp o n se . N um bers m ay  n o t a d d  

precisely  d u e  to  ro u n d in g /e r ro r .

B u d g e t

M arketing  s tra te g ie s  in c lu d e  d e ta ile d  m ed ia  p la n s  in c lu d in g  b u d g e ts  

(King, 1983).T able  6 lis ts  th e  c u r r e n t  a m o u n ts  bu d g e ted  for e ac h  

in s titu tio n . A m ajo rity  (2 9 /7 2 .5 % ) o f  th e  re sp o n se s  w ere u n k n o w n  o r  n o t 

quan tifiab le . (This su g g e s ts  th a t  in d iv id u a ls  re sp o n d in g  to  th e  su rv ey  

were n o t a lw ay s th e  in d iv id u a ls  in  c h a rg e  of m arketing .) Five o f th o se  

coun ted  a s  n o n re s p o n d e n ts  in d ic a te d  th a t  th e re  no  m a rk e tin g  b u d g e t p e r  

se; th a t  m an y  c a m p u s  u n its  h a n d le  th e  budge t; th a t  sp e n d in g  is
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d is tr ib u te d  th ro u g h o u t  c a m p u s ; th a t  m on ies a re  too  d isp e rse d  to 

quantify ; a n d , th a t  th e re  is  too  little bu d g e ted  -  le s s  th a n  1% of g enera l 

fund . Five (12.5%) o f th e  re sp o n d e n ts  in d ica ted  th e ir  in s t itu t io n 's  h av in g  

m ark e tin g  b u d g e ts  b e tw een  $ 2 5 0 ,0 0 0  a n d  $ 4 9 9 ,9 9 9 .

Table 6

Total A m ount B udge ted  bv E ach  In s titu tio n  for M ark e tin g  108.51

A m ount B udgeted IS %

0 -  $2 5 ,0 0 0 1 2.5

$25 ,000  - $ 4 9 ,9 9 9 2 5.0

$50 ,000  -  $ 9 9 ,9 9 9 1 2.5

$ 1 0 0 ,0 0 0 - $ 2 4 9 ,9 9 9 1 2.5

$250 ,0 0 0  -  $ 4 9 9 ,9 9 9 5 12.5

$500 ,00  -  $ 9 9 9 ,9 9 9 0 0

$ 1 ,000 ,000  -  $ 2 ,0 0 0 ,0 0 0 1 2.5

N/A, N /R 29 7 2 .5

Total 40 100 .0

Note: N /A  = Not ap p lica b le . N /R  = No re sp o n se .

Table 7 su m m a riz e s  th e  re s p o n d e n ts ’ a n sw e rs  to  th e  q u e s tio n  a sk in g , 

if m arke ting  b u d g e ts  fulfill th e  n e ed s  of th e ir  in s t i tu t io n . S ix teen  (40%) 

re sp o n d en ts  in d ic a te d  th a t  th e  ex is ting  b u d g e ts  m e e t th e i r  in s t i tu t io n s
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m a rk e tin g  n e e d s . F o u r ( 10%) in d iv id u a ls  re sp o n d ed  th a t  th e i r  c u r r e n t  

b u d g e t m e e ts  th e  in s titu t io n ’s  n e e d s ;  fo u r  (10%) re s p o n d e n ts  w ere  

u n s u re  if th e i r  b u d g e ts  m e e ts  th e  m a rk e tin g  n eed s; a n d  16 (40%) d id  n o t 

re sp o n d  to  th e  q uestion .

Table 7

D oes th e  M ark e tin g  B udget S u it  Y o u r Ne ed s  for M ark e tin g  08 .61

B udge t N eeds a %

Yes 4 10 .0

No 16 4 0 .0

Not S u re 4 10 .0

N /R 16 4 0 .0

Total 4 0 100.0

Note: N /R  = No resp o n se .

C o m m u n ity  P opu la tion  

H igher e d u c a tio n  in s t i tu t io n s  m a y  develop  th e ir  m a rk e tin g  s tra te g ie s , 

in p a rt, to  in c lu d e  m ark e tin g  th e i r  im ag e  to  th e  s u r ro u n d in g  co m m u n ity . 

The s u r ro u n d in g  co m m u n ity  p o p u la t io n  o f e ach  in s t i tu t io n  su rv ey ed  is  

categorized  in  T able  8 . T he te rm  s u r ro u n d in g  c o m m u n ity  w a s  n o t  defined  

for th e  r e s p o n d e n ts , b u t  left u p  to  in te rp re ta tio n . T he r e s p o n d e n ts  

in c lu d ed  in  th e ir  ow n d e fin itio n s  o f  s u r ro u n d in g  co m m u n ity : th e  c ity
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p ro p e r , size o f th e  s u r ro u n d in g  m e tro p o lita n  a re a , size  o f th e  

su r ro u n d in g  c o u n tie s , a n d  o u ts id e  c o m m u n itie s , in c lu d in g  th o se  

re a c h in g  in to  Mexico. T he h ig h e s t c o n c e n tra tio n  o f re s p o n d e n ts  

(8 /2 0 .0 % ) in d ica ted  a  su r ro u n d in g  c o m m u n ity  p o p u la tio n  size o f 5 0 ,0 0 0 -  

9 9 ,9 9 9 . O ne (2.5%) re s p o n d e n t in d ic a te d  h av in g  a  s u r ro u n d in g  

c o m m u n ity  o f over 4 ,0 0 0 ,0 0 0  people , a n d  n o  re s p o n d e n ts  in d ic a te d  a  

su r ro u n d in g  co m m u n ity  size of u n d e r  5 ,0 0 0  people.

T able  8

P opu la tion  o f th e  S u rro u n d in g  C o m m u n itv  108.8)

A m ount n %

U n d e r 5 ,000 0 0 .0

5 ,0 0 0  -  9 ,9 9 9 5 12.5

10 ,000  -  2 4 ,9 9 9 5 12.5

2 5 ,0 0 0  -  4 9 ,9 9 9 7 17 .5

5 0 ,0 0 0  -  9 9 ,9 9 9 8 2 0 .0

1 0 0 ,0 0 0 - 2 4 9 ,9 9 9 6 15.0

2 5 0 ,0 0 0  -  4 9 9 ,9 9 9 0 0 .0

5 0 0 ,0 0 0  -  9 9 9 ,9 9 9 1 2 .5

1 ,0 0 0 ,0 0 0  -  1 ,9 9 9 ,9 9 9 3 7 .5

2 ,0 0 0 ,0 0 0  -  3 ,9 9 9 ,9 9 9 1 2 .5

O ver 4 ,0 0 0 ,0 0 0 1 2 .5

N /A , N /R 3 7 .5

T otal 4 0 100 .0

Note: N /A  = N ot ap p licab le . N /R  = No re sp o n se .
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In d iv id u a ls  and  D e p a r tm e n ts  Involved in  S egm en ta tion  a n d

S tra te g ic  M arketing  

M arke ting  is e n tre n ch e d  in  a  sc h o o l’s  ability  to  cu ltiva te  a n d  c re a te  

re la tio n sh ip s  w ith  its  p ro sp ec tiv e  s tu d e n ts . C reating  re la tio n sh ip s  b e g in s  

w ith  u n d e rs ta n d in g  the  n e e d s  o f th e  c u s to m e r (K appler, 1998). A ccording 

to  K app ler (1998), in s t i tu tio n s  m an y  tim es rely on  th e ir  o n -ca m p u s  

d e p a r tm e n ts  to  he lp  in develop ing  a  s tra teg ic  m ark e tin g  p lan . M arketing  

s tra te g ie s  developed by e n ro llm e n t m an a g e rs  in o rd e r  to  in fluence 

s tu d e n t  e n ro llm e n ts  a re  m a d e  by  u s in g  m ark e tin g  re sea rch  in 

c o n ju n c tio n  w ith  nonpro fit m a rk e tin g  p rac tices  to  collect d a ta  on s tu d e n t  

college cho ice  (H ossler, B e an  & A ssoc ia tes, 1990). K appler fu r th e r  

su g g ested  th a t  m ark e tin g  f irm s  a re  som etim es relied  u p o n  by  h ig h er 

e d u c a tio n  in s titu tio n s  to  h e lp  in  developing s tra teg ic  m ark e tin g  p la n s . 

D a ta  from  th is  s tu d y  (Table 9) sh o w s only two (2.4%) of th e  in s t i tu t io n s  

have  relied  upo n  m ark e tin g  firm s in  developing th e ir  s tra te g ic  m ark e tin g  

p lan s .

M arke ting  seg m en ta tio n  is  a  p ro c e ss  of d ividing a n  in s t i tu t io n ’s 

s tu d e n t  m a rk e t in to  s e p a ra te  g ro u p s  o f s tu d e n ts  (buyers) w ho  req u ire  

d ifferen t p ro d u c ts  (Kotler, 1989). T he survey p a r tic ip a n ts  w ere  a sk ed  a  

se rie s  o f q u e s tio n s  re la ted  to  m a rk e tin g  segm en ta tion . T he f irs t s te p  in  

th e  p ro c e ss  of m a rk e t se g m e n ta tio n  is  s tu d e n t track in g . S tu d e n t tra c k in g  

is  a  m e a n s  o f g roup ing  s tu d e n ts .
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From  th e  re s p o n se s  of th o se  su rv e y ed , T able  9  c o m p a re s  th e  

d e p a r tm e n ts  involved in  th e  s tra te g ic  p la n n in g , d e fin in g  m ark e tin g  

stra teg ie s  a n d  s tu d e n t  track in g . T he q u e s tio n s  a s k e d  in  th is  tab le  a re :

1. Q 1.4: W h a t o n -c a m p u s  d e p a r tm e n ts  w ere c o n s u lte d  in  develop ing  

a  s tra teg ic  m a rk e tin g  p lan .

2. Q 2.3: W h at o n -c a m p u s  d e p a r tm e n ts  w ere c o n su lte d  in  defin ing  th e  

in s titu tio n ’s  m a rk e tin g  s tra teg y .

3. Q 3.3: W h a t d e p a r tm e n ts  a re  in  c h a rg e  of s tu d e n t  tra c k in g  from  

th o se  su rveyed .

The h ig h e s t n u m b e r  of u sa b le  re s p o n s e s  for a ll th re e  ca teg o rie s  is  th e  

d e p a rtm e n t o f A dm issions. A large  n u m b e r  o f in d iv id u a ls  su rveyed  d id  

n o t resp o n d . T h is  m ay  su g g e s t th a t  th e  in d iv id u a l re sp o n d in g  to  th e  

survey m ay n o t b e  involved in  m a rk e tin g  a t  th e ir  in s t i tu t io n .
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Table 9

D e p a r tm e n ts  C o n su lted  101.41

Plans Strateg ies S tudent Tracking
(N = 89) (N = 76) (N = 55)

24» %b % b

A cadem ic Affairs 1 1.1 3 3.9 2 3 .6

A cadem ic D e p a rtm e n ts 1 1.1 2 2.7 0 0 .0

A dm issions 10 11.2 10 13.1 16 2 9 .1

A dvising 1 1.1 1 1.3 1 1.8

A lum ni 3 3.4 2 2 .7 0 0 .0

A th le tics 4 4.5 1 1.3 0 0 .0

A d m in is tra tio n 0 0.0 1 1.3 0 0 .0

B ooksto re 1 1.1 0 0 .0 0 0 .0

C ab in e t 1 1.1 0 0 .0 0 0 .0

C a m p u s  W ide 5 5.6 7 9 .2 0 0 .0

College o f A rts a n d  Sci. 1 1.1 1 1.3 0 0 .0

C om m  u n ic a tio n s 0 0 .0 1 1.3 0 0 .0

C om m ittee 1 1.1 3 3 .9 0 0 .0

D eans 2 2.2 0 0 .0 0 0 .0

D evelopm ent 1 1.1 1 1.3 0 0 .0

(table continues)
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Table 9

Pgpartmgnls Consulted

Plans Strategies S tu d en t Tracking

%b IS* % b IS*

E n ro llm en t M g m t./S erv . 3 3 .4 2 2.7 5 9 .0

E x tended  P rogram s 3 3.4 2 2.7 0 0.0

Faculty 3 3 .4 1 1.3 1 1.8

F inancia l Aid 3 3.4 2 2.7 0 0 .0

F o u n d a tio n 1 1.1 1 1.3 0 0 .0

H.S. an d  College R e la tio n s 0 0 .0 0 0 .0 1 1.8

H ousing 0 0 .0 1 1.3 0 0.0

In s titu tio n a l R esearch 0 0 .0 0 0 .0 5 9 .0

M arketing 0 0 .0 0 0 .0 1 1.8

M arketing  F irm s 0 0 .0 2 2.7 0 0.0

News a n d  P u b lica tio n s 0 0 .0 1 1.3 0 0 .0

None 0 0 .0 1 1.3 0 0 .0

P residen t 1 1.1 0 0.0 0 0 .0

Provost 3 3.4 0 0 .0 1 1.8

Public A ffa irs /R e la tio n s 4 4 .5 3 3.9 0 0.0

Public In fo rm ation 0 0.0 2 2 .7 0 0.0

(table continues)
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Table 9

Departments Consulted

Plans Strategies Student Tracking

N* %b JSa % b N* % b

P ub lica tions 1 1.1 0 0.0 1 1.8

R egistra tion 0 0.0 0 0 .0 3 5 .5

R ecru itm en t 2 2.2 1 1.3 3 5 .5

Social Sci. R esea rch  Ctr. 1 1.1 0 0 .0 0 0 .0

Staff 1 1.1 1 1.3 1 1.8

S tu d e n t Affairs 2 2.2 3 3.9 1 1.8

S tu d e n t O u tre a c h 0 0.0 0 0 .0 1 1.8

S tu d e n t R esearch 1 1.1 0 0 .0 0 0 .0

S tu d e n ts 1 1.1 1 1.3 1 1.8

T elecom m un ica tions 1 1.1 1 1.3 0 0 .0

U niversity  A dvancem ent 4 4.5 3 3.9 0 0 .0

U niversity R ela tions 2 2.2 2 2.7 0 0 .0

W eb M aster 1 1.1 0 0 .0 0 0 .0

N /R 19 2 1 .3 13 17.1 11 2 0 .0

Note: ^N um bers a d d  u p  to  m ore th a n  4 0  b e c a u se  of m u ltip le  re sp o n se s . 

N um bers m ay  n o t add  p rec ise ly  d u e  to  ro u n d in g /e r ro r . N /R  = No

resp o n se .
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R e se a rc h  Q u e s tio n s  

The follow ing re se a rc h  q u e s t io n s  g u ided  th is  s tu d y . In  th e  an a ly s is , 

each  re s e a rc h  q u e s tio n  is  r e s ta te d  a n d  followed by a  re s p o n s e  b ased  on  

th e  s tu d y  re s u lts . In th e  follow ing ta b le s , e ach  re s e a rc h  q u e s tio n  h a s  

been  a ligned  w ith  th e  c o rre sp o n d in g  q u e s tio n s  from  th e  su rvey .

Q u e s tio n s  from  th e  su rv ey  in s t ru m e n t  have b een  ca teg o rized  in to  six  

ca teg o ries  b a se d  on th e  r e s e a rc h  q u e s tio n s . (See A ppend ix  D.)

R e se a rc h  Q u es tio n  O ne

1. H as th e  in s titu tio n  d eveloped  a  m ark e tin g  s tra te g y ?

In g a th e r in g  d a ta  re la tive  to  re s e a rc h  q u e s tio n  o n e , re s p o n d e n ts  w ere 

a sk ed  a b o u t  developm en t o f  m a rk e tin g  p lan s , m a rk e tin g  s tra te g ie s  a n d  

th e  p ro c e sse s  involved. E ffective m a rk e tin g  p la n s  a re  d e s ig n ed  to  a t t r a c t  

p rospective  s tu d e n ts  (H ossler, 1984). In  ad d itio n , m a rk e tin g  s tra te g ie s  

a re  developed  a s  a  m e a n s  o f  a s s u r in g  th e  p rospective  s tu d e n t  th a t  th ey  

c a n  have  confidence  in  c h o o s in g  th a t  in s titu tio n  (P a rk er, 1979).

H igher E d u ca tio n  m a rk e tin g  s tra te g ie s  a re  e s ta b lis h e d  a s  a  link  

be tw een  acad em ic  p ro g ram s a n d  re c ru itm e n t (H ossler, 1991). W hen th e  

in s titu tio n  develops a  m a rk e tin g  s tra te g y , th e  c a m p u s  en v iro n m en t, 

s tu d e n t  m a rk e t a n d  th e  in s t i tu t io n 's  com petition  a re  a n a ly z e d  by th e  

in s titu tio n  (Kotler, 1982). In  T ab le  10, th e  su rvey  q u e s t io n s  u se d  to 

d e te rm in e  th e  degree to  w h ic h  sc h o o ls  have developed  m a rk e tin g
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s tra te g ie s  a re  su m m arize d . Q u e s tio n s  a d d re s s in g  th e  d e v e lo p m e n t o f 

m ark e tin g  s tra te g ie s  w ere;

1. Q 2 .1 : H a s  y o u r in s titu tio n  d efin ed  i ts  m a rk e tin g  s tra te g y ?

2. Q 2.4 : H ave th e  facu lty  a n d  s ta f f  b e en  in c lu d ed  in  an y  m a rk e tin g  

s tra te g ie s  c o n d u c te d  by th e  u n iv e rs ity ?

3. Q 6 .1 : H as y o u r in s titu tio n  developed  a  specific m a rk e tin g  s tra te g y ?  

T hese  q u e s tio n s  w ere a n sw e red  positive ly  w ith  72 .5% , 7 5 .0 %  a n d

72 .5%  respective ly . In defin ing  m a rk e tin g  s tra te g ie s , in s t i tu t io n s  h a v e  

involved facu lty  a n d  staff. For specific  m a rk e tin g  p ro b lem s to  be  

u n d e rs to o d  by th o se  in th e  in s titu tio n , m a rk e tin g  p la n s  sh o u ld  b e  

developed.

Q u e s tio n s  a d d re ss in g  th e  d e v e lo p m e n t o f m ark e tin g  p la n s  w ere:

1. Q 1.1 : D oes y o u r in s t itu t io n  h av e  a  w ritte n  m ark e tin g  p la n ?

2. Q 1 .2: H a s  y o u r  in s titu tio n  co n v en ed  a n  o n -c a m p u s  c o m m itte e  in  

ch arg e  of develop ing  a  s tra te g ic  m a rk e tin g  p la n ?

3. Q 1.3: h a s  y o u r  in s titu tio n  developed  a  s tra te g ic  m a rk e tin g  p la n ?  

T hese  q u e s tio n s  elicited h ig h  re s p o n se s . L ess th a n  h a lf  o f th e  

re s p o n d e n ts  in d ica ted  th a t  th e ir  in s t i tu t io n s  h av e  convened  o n -c a m p u s  

co m m ittee s  in  c h a rg e  o f develop ing  s tra te g ic  m ark e tin g  p la n s . O ver h a lf  

(57.5%) of th e  re s p o n d e n ts  in d ic a te d  th a t  th e ir  in s titu tio n  h a s  a  w ritin g  

m ark e tin g  p lan , a n d  5 2 .5 %  sh o w  th a t  in s t i tu t io n s  h ave  developed  

m ark e tin g  p la n s .
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Table 10

Marketing Strategies IN = 401

S tra teg ies Yes% No% N /S % N /A % T otaI%

Q 1.1 : D oes y o u r  in s titu tio n  h a v e  a  w ritte n  
m ark e tin g  p lan ?

57.5 3 2 .5 10.0 0 .0 100 .0

Q l . l a :  If yes, w a s  a n  o u ts id e  m a rk e tin g  firm 
c o n trac ted  to  a id  in  th e  p ro c e ss?

10.0 4 7 .5 2 .5 40 .0 100 .0

Q 1.2: H as y o u r  in s titu tio n  co n v e n ed  a n  
o n -c a m p u s  co m m ittee  in c h a rg e  o f developing 
a  s tra teg ic  m a rk e tin g  p lan ?

47.5 4 5 .0 7.5 0 .0 100 .0

Q 1.2a: If y es , is th e  co m m ittee  c h a rg e d  w ith  
m aking  m ark e tin g  d ec is io n s  fo r th e  u n ivers ity  
(institu tion)?

35 .0 17.5 2 .5 45 .0 100 .0

Q1.3: H as y o u r  in s ti tu tio n  deve loped  a  
s tra teg ic  m a rk e tin g  p lan ?

52.5 4 2 .5 5 .0 0 .0 100.0

Q 2.1: H as y o u r  in s titu tio n  d e fin ed  its  
m ark e tin g  s tra te g y ?

72.5 17.5 10.0 0 .0 100 .0

Q 2.2: W as a n  o u ts id e  m a rk e tin g  firm  
co n trac ted  to  a id  in  th e  p ro c e ss?

15.0 6 2 .5 5.0 17.5 100 .0

Q 2.4; Have th e  facu lty  a n d  s ta f f  been  in c lu d ed  
in an y  m ark e tin g  s tra te g ie s  c o n d u c te d  by  the  
university?

75 .0 2 .5 5.0 17.5 100 .0

Q 6.1: H as y o u r  in s titu tio n  deve loped  a  specific 
m ark e tin g  s tra te g y ?

72.5 2 2 .5 2.5 2.5 100 .0

Note: N /S  = Not su re ; N /A  = No a n sw e r, n o t ap p licab le .
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O u tsid e  m ark e tin g  firm s Eire so m e tim e s  co n su lted  by in s t i tu t io n s  to  

h e lp  develop m ark e tin g  s tra te g ie s . As iden tified  in  Table 10, o u ts id e  

m ark e tin g  firm s w ere rare ly  c o n tra c te d  to  a id  in  the  p ro c e ss  o f he lp in g  

th e  in s titu t io n s  surveyed  develop m a rk e tin g  s tra teg ies . M ark e tin g  firm s 

h e lp ed  develop m ark e tin g  p la n s  in  on ly  10 .0%  of th e  c a se s , a n d  h e lp ed  

develop  m ark e tin g  s tra te g ie s  in  on ly  15 .0%  o f th e  cases .

It is illu s tra te d  in  Table 11 how  o ften  s tra te g ic  m ark e tin g  p la n s  a re  

review ed a n d  u p d a te d  by th e  in s t i tu t io n s  su rveyed . T hirty-five p e rc e n t 

(35.0% ) o f th e  re sp o n d e n ts  in d ic a te d  t h a t  th e ir  in s t itu t io n s  rev iew  th e ir  

s tra te g ic  m ark e tin g  p lan  on  a  o n e -y e a r  cycle. They a lso  in d ic a te d  (32.5% ) 

a  o n e -y ea r cycle for u p d a tin g  th e  p lan . It is  m ean ing fu l to  n o te  th e  h igh  

n o  re sp o n se  ra te  to  th e  q u e s tio n s  in  T ab le  11.

T able 11

Review an d  U pda te  of M arketing  P la n s  IN = 401

P lans 6  Mo% 1 Yr% 2 Yrs% O ther% N /A % T otal%

Q 1.5: If y o u r  in s titu tio n  h a s  
developed a  s tra teg ic  m ark e tin g  p lan , 
how  often  is the  p lan  review ed?

5.0 3 5 .0 5.0 7.5 47 .5 100.0

Q 1.6 : If y o u r in s titu tio n  h a s  
developed a  s tra teg ic  m arke ting  
p lan , how  often is  th e  p lan  u p d a te d ?

5.0 3 2 .5 2.5 10.0 50 .0 100.0

Note: N /A  = No answ er, n o t  ap p licab le .
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R esea rch  Q u e s tio n  Two

2. W as th e  m issio n  o r  s tra te g ic  p la n  o f  th e  in s titu tio n  u se d  in  

d e te rm in in g  a n  e n ro llm e n t m a rk e tin g  s tra te g y ?

T he d a ta  g a th e red  re la tin g  to  re s e a rc h  q u e s tio n  tw o re fe rs  to  g e a r in g  

s tra teg ic  m a rk e tin g  p la n s  tow ard  e n ro llm e n t m a rk e tin g  a n d  th e  

in s t i tu t io n s  m iss io n  a n d  goa ls . E ach  in s t i tu t io n  n e e d s  to  u n d e rs ta n d  i t s  

specific m a rk e tin g  p ro b lem s, so  th a t  m a rk e tin g  p la n s  c a n  be  developed  

to  ach ieve  e n ro llm e n t g o a ls  (Kotler & Fox, 1985).

As iden tified  in  T able 12, n ea rly  h a lf  (45.0% ) o f th e  in s titu t io n s  

surveyed  g e a r  th e ir  s tra te g ic  m a rk e tin g  p la n s  to w a rd s  e n ro llm e n t 

m ark e tin g , a n d  52 .5%  h av e  u se d  th e ir  m is s io n  a n d  goa ls  a s  a  b a s is  fo r 

th e ir  p lan . T h ere  w a s  a  h ig h  ra te  o f n o  re s p o n s e  to  e ac h  of th e  q u e s t io n s  

in  Table 12.

T able 12

S tra teg ic  E n ro llm en t M ark e tin g  IN = 401

S tra teg ic  M arketing Y es% No% N /S % N /A % T o ta l%

Q 1.7: If y o u r  in s ti tu tio n  h a s  a  s tra te g ic  
m ark e tin g  p la n , is it  g eared  to w a rd s  
en ro llm en t m ark e tin g ?

4 5 .0 2 .5 0.0 52 .5 1 0 0 .0

Q 1.8: If y o u r  in s titu tio n  h a s  a  s tra te g ic  
m ark e tin g  p la n , w a s  th e  in s t i tu t io n s  m ission  
a n d  goa ls  u se d  a s  a  b a s is  fo r th e  p la n ?

5 2 .5 0 .0 0.0 47 .5 1 0 0 .0

Note: N /S  = Not su re . N /A  = No a n sw e r, n o t  ap p licab le .
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Bgggarçh Question Three

3. H as th e  in s titu tio n  positioned  its  m a rk e tin g  im age a ro u n d  th e  

s u r ro u n d in g  c o m m u n ity  a n d  th e  perceived  im age  of th e  in s t itu t io n ?

In co llec tin g  th e  d a ta  for re se a rc h  q u e s tio n  th ree , re s p o n d e n ts  w ere 

a sk e d  a b o u t  h o w  th e ir  in s titu tio n s  d efin ed  th e ir  ta rg e t m a rk e ts  a n d  

im age. To d e fin e  a n  in s titu tio n s  ta rg e t m a rk e t  is  to  identify  th e  m o st 

a ttra c tiv e  p o te n tia l s tu d e n t  m a rk e ts  o r  to  iden tify  th e  people  w ho  will 

have  a n  a c tu a l  o r p o ten tia l in te re s t  in  b eco m in g  a  s tu d e n t  (K otler & Fox, 

1980, K otler, 1982).

A dditionally , d a ta  co llected for r e s e a rc h  q u e s tio n  th re e  in c lu d ed  

defin ing  c o m p e tito rs  to  p u b lic  h ig h e r e d u c a tio n . D efined a re  o th e r  h ig h e r 

e d u ca tio n  in s t i tu t io n s , tra d e  schoo ls, th e  m ilita ry , th e  jo b  m a rk e t  a n d  

th e  c u r r e n t  favo rab le  econom ic c o n d itio n s  o f th e  U nited . H ealy (1997) 

s ta te d  th a t  c u r r e n t  econom ic tre n d s  h av e  re s u lte d  in m is ta k e n  

e n ro llm e n t p ro je c tio n s  in  som e s ta te s . T h is  com petitive  fac to r m ay  be 

re sp o n s ib le  for p o o r e n ro llm en t p ro jec tio n s  p a rtic u la rly  in  th e  W este rn  

s ta te s . D u e  in  p a r t  to  in c reased  c o m p e titio n , m a rk e tin g  h a s  b eco m e  m ore 

im p o rta n t to  n o n p ro fit o rg an iz a tio n s  (N onprofit M arketing , 1990). For 

effective s tu d e n t  e n ro llm e n t m ark e tin g , a n  in s t i tu t io n  sh o u ld  k n o w  its  

m a rk e t a n d  i ts  co m p e tito rs .

F req u en cy  d is tr ib u t io n s  for su rvey  q u e s t io n s  b a sed  o n  th is  re s e a rc h  

q u e s tio n  a re  sh o w n  in T ab les  13-16. T h ese  ta b le s  a re  b a se d  o n  th re e
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g ro u p s  o f re la ted  q u e s tio n s  from  th e  su rvey  in s tru m e n t .  T he d a ta  from  

th e se  tab le s  show  re s p o n s e s  from  th e  in d iv id u a ls  su rveyed  a b o u t the  

m issio n  an d  s tra te g ic  p la n  o f e a c h  in s titu tio n  su rveyed  a n d  how  they 

have  positioned  th e ir  m a rk e tin g  im ages a ro u n d  th e ir  su rro u n d in g  

com m un ities .

Q u e s tio n s  a d d re ss in g  defin ing  ta rg e t m a rk e ts  in  T able  13 were:

1. Q 4 .1 : Is y o u r  in s t i tu tio n  in te res te d  in  defin ing  i ts  m ark e t?

2. Q 4.2: H as y o u r  in s t i tu t io n 's  m a rk e t b een  iden tified?

3. Q 5.1: H as  y o u r  in s t i tu t io n  iden tified  a n y  co m p e tito rs?

4. Q 5.3: D oes y o u r  in s titu tio n  c o n s id e r th e  c u r r e n t  favorable 

econom ic co n d itio n s  o f th e  U nited  S ta te s  a  c o m p e tito r  o f h ig h er

e d u ca tio n ?

5. Q 5.4: Do you  c o n s id e r  th e  c u r re n t  favorab le  econom ic  co nd itions o f 

th e  U nited S ta te s  a  c o m p e tito r  of h ig h e r e d u c a tio n ?

6. Q 7.1: H as y o u r  in s t i tu t io n  developed a  specific m ark e tin g  im age?

7. Q 7.2: Is th e  m a rk e tin g  im age ta rg e ted  to w ard  th e  su rro u n d in g  

com m unity?

In T able 13, a  m ajo rity  o f re sp o n d e n ts , 9 7 .5 %  in d ic a te d  th a t  

in s titu tio n 's  have  ta k e n  s tr id e s  in  m ak in g  th e ir  s ta ffs  aw are  o f m ark e tin g  

efforts. Fifty p e rc e n t (50.0% ) re sp o n d e d  th a t  th e  in s t i tu tio n 's  m ark e tin g
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im age h a s  b een  ta rg e ted  tow ard  th e i r  su r ro u n d in g  co m m u n ity . O ver one- 

th ird  (35.0% ) d id  n o t resp o n d  to  q u e s tio n  Q 7 .1 , in q u irin g  a s  to  w h e th e r  

th e  in s t i tu t io n s ’ m ark e tin g  im ages w ere  ta rg e te d  tow ard  th e  s u r ro u n d in g  

co m m u n ity . T h is  is a  possib le  in d ic a tio n  th a t  th o se  re sp o n d in g  w ere  n o t 

directly  involved in  th e  in s t i tu t io n s ’ e ffo rts  in  defin ing  th e ir  m a rk e ts . T he  

co n c lu sio n  from  T able 13 can  be m a d e  t h a t  in s titu tio n s  a re  in te re s te d  in  

defin ing  th e ir  m ark e ts . T he m ajo rity  o f  re s p o n s e s  in th is  tab le  in d ic a te  

th a t  in s t i tu t io n s  have identified  th e ir  ta rg e t  m a rk e ts  a n d  have  specified  

th e ir  m a rk e tin g  im ages. Nearly a ll in s t i tu t io n s  su rveyed  have  ta k e n  s te p s  

to  m ake  facu lty  a n d  s ta ff  aw are  o f  th e  in s t i tu t io n ’s ta rg e t m a rk e t. In  

identify ing  a n sw e rs  to  th e  q u e s tio n  o f co m p e titio n , th e  m ajo rity  of 

re sp o n d e n ts  in d ica ted  th a t  the  c u r r e n t  favo rab le  econom ic tim e s  is  a  

com petito r to  pub lic  h ig h e r e d u c a tio n . H ealy  (1997) s ta te d  th a t  in  good 

econom ic tim es su c h  a s  th ese , p eo p le  c h o o se  jo b s  over e d u c a tio n .
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Table 13

D efining M a rk e ts  fN = 401

Iden tifica tion Y es% NO% N /S % N /A % T o ta l%

Q 4.1: Is y o u r  in s ti tu tio n  in te re s te d  in defining 
i ts  m ark e t?

8 2 .5 5.0 5.0 7 .5 1 00 .0

Q 4.2 : H as y o u r  in s t i tu t io n ’s  m a rk e t been 
identified?

7 5 .0 12.5 12.5 0 .0 100 .0

Q 5.1: Have th e re  b e e n  e f lb r ts  by  th e  in stitu tio n  
to  m ak e  facu lty  a n d  s ta f f  a w a re  o f  th e  
in s ti tu tio n ’s  ta rg e t m a rk e t?

9 7 .5 2.5 0.0 0 .0 100 .0

Q 5.3 : Does y o u r  in s t i tu t io n  c o n s id e r  th e  c u rre n t 
favorable econom ic c o n d it io n s  o f  th e  U nited 
S ta te s  a  co m p e tito r o f  h ig h e r  e d u c a tio n ?

6 7 .5 17.5 12.5 2 .5 100 .0

Q 5.4: Do you c o n s id e r  th e  c u r r e n t  favorable 
econom ic c o n d itio n s  o f  th e  U n ite d  S ta te s  a  
co m p etito r o f  h ig h e r  e d u c a t io n ?

6 2 .5 20 .0 12.5 5 .0 100 .0

Q 7.1: H as y o u r  in s t i tu t io n  d eve loped  a  specific 
m ark e tin g  im age?

5 2 .5 32 .5 12.5 2 .5 100 .0

Q 7.2: Is the  m a rk e tin g  im a g e  ta rg e te d  tow ard 
th e  su rro u n d in g  c o m m u n ity ?

5 0 .0 12.5 2.5 35 .0 100 .0

Note: N /S  = Not su re . N /A  = No answ er, n o t  a p p lica b le .

As su ggested  e a r l ie r  in  th e  lite ra tu re  a n d  from  th e  d a ta  in  T able  13, 

co m p e tito rs  for h ig h e r  e d u c a tio n  inc lude  fav o rab le  econom ic  tim es. T he  

re sp o n se s  to  th e  q u e s t io n  in  T ab le  14 sh o w s t h a t  th e  m ajo rity  o f th o s e
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su rv e y ed  (75.0% ) agree th a t  in  favorab le  econom ic tim e s , s tu d e n ts  are  

m ore  likely to  op t to  jo in  th e  w ork  force over o b ta in in g  a  college degree.

T ab le  14

F av o rab le  Econom ic T im es fN = 57)

E co n o m ic  T im es Agree% D isagree% N /S % N /A %  Total%

Q 5.5 : Do you  ag ree  o r  d isag ree  th a t  in  
favorab le  econom ic  tim es s tu d e n ts  a re  
le s s  likely  to  o b ta in  a  college deg ree  
o p tin g  to  jo in  th e  w ork force?

75.0 17.5 5 .0 2 .5  100.0

Note: N /S  = Not su re . N /A  = No a n sw e r, n o t ap p licab le .

T ab le  15 c o n ta in s  su rv ey  re s p o n se s  show ing  how  e a c h  in s titu tio n s  

ta rg e t m a rk e ts  were iden tified . O f th e  re sp o n d e n ts , 4 3 .9 %  in d ica ted  th a t  

in s t i tu t in g  m a rk e t s tu d ie s  iden tified  m a rk e ts  a n d  2 9 .8 %  rep o rted  th a t 

m a rk e ts  w ere  identified th ro u g h  th e ir  in s t i tu tio n ’s  m is s io n  a n d  goals. 

F o u rte e n  p e rc e n t (14%) o f th e  re s p o n d e n ts  m ark ed  t h a t  m a rk e ts  were 

iden tified  by en v iro n m en ta l s c a n s , econom etric  m odeling , 

g eo d em o g rap h ic  m odels, d e m o g ra p h ic  d a ta , tra c k in g , d em o g rap h ic  an d  

s ta tis t ic a l  d a ta , system  g u id e lin e s  a n d  th ro u g h  th e  B o a rd  o f R egents. 

E leven re s p o n d e n ts  su rveyed  in d ic a te d  th a t  m ore  th a n  o n e  type  of 

m a rk e t d e te rm in a tio n  w a s  u se d .
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Table 15

How M arkets w ere  Identified  N = 57

Identification M arket S tu d y % “ M ission /G oals% “ O ther% * N/A%*

Q4.3: How w as th e  
m arket identified?

43 .9  29.8 14.0 12.3

Note. N /A  = No a n sw e r, n o t app licab le . ^N um bers m ay n o t  a d d  p rec ise ly  

d u e  to ro u n d in g /e r ro r .

R esponses in  T able 16 show  how  c o m p e tito rs  were iden tified  by  th e  

in s titu tio n s  su rveyed . O th e r  public  fo u r-y ea r in s titu tio n s  a re  c o n s id e re d  

th e  g rea te s t co m p e tito r to  th o se  su rveyed  a t  34 .5% . O th e r re s p o n s e s  

include th e  follow ing p e rc en ta g es  o f defined  com petito rs: 2 0 %  p riv a te  

four-year in s titu tio n s ; 20%  public  tw o-year colleges; the  jo b  m a rk e t,

11.8%, an d  6 .4 %  p riv a te  tw o-year colleges. O th e r  co m p e tito rs  id en tified  

in  the  su rvey  re s p o n se s  w ere; d is tan c e  e d u c a tio n  p ro g ram s for a d u lts ,  

m ajo r R-1 in s titu tio n s , tech n ica l fields, m ilita ry , su rro u n d in g  reg ion , SAT 

overlap, a n d  app lied  tech n ica l cen te rs .
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Table 16

H ow  C o m p etito rs  a re  Iden tified  IN = 1101

C o m p e tito rs P4% “ R4%“ P2%* R2% “ JM % “ Other% * N/A% *

Q 5 .2 : How have y o u r  c o m p e tito rs  34 .5  
b e e n  iden tified?

20 .0  20 .0 6 .4  11.8 6 .4 .09

N ote. N /A  = No answ er, n o t  ap p lica b le . ^N um bers m ay  n o t ad d  p rec ise ly  

d u e  to  ro u n d in g /e rro r . P4 = P ub lic  fo u r-year u n iv e rs itie s /c o lle g es ;

R4 = P rivate fou r-year u n iv e rs itie s /c o lle g e s ; P2 = P u b lic  tw o-year 

(com m unity) colleges; R2 = P riv a te  tw o-year (com m unity ) colleges;

JM  = J o b  M arket.

R e se a rc h  Q u estion  F o u r

4. Did th e  in s titu tio n  spec ifica lly  se t o u t  to  c h a n g e  i ts  im age for

re c ru itm e n t?

In developing m ark e tin g  s tra te g ie s , a  college o r  u n iv e rs ity  m ay  g e a r  

th e ir  s tra teg y  tow ard  th e ir  in s t i tu t io n s  im age for r e c ru i tm e n t  p u rp o se s . I t  

is  su g g ested  by B ran n ick  (1987) th a t  h ig h e r e d u c a tio n  in s t itu tio n s  

a d h e re  to  a  sim ple  m a rk e tin g  c o n c e p t: to  a t t r a c t  a n d  k e ep  s tu d e n ts . 

M ark e tin g  a n d  selling a re  u s e d  ex tensively  by a d m is s io n s  d e p a r tm e n ts . 

A d m issio n s officers travel to  ta rg e t  h igh  sch o o ls  to  p ro m o te  th e ir  college 

o r  u n iv ers ity , increasing ly  p ro m o tin g  th e ir  in s t i tu t io n  by  u s in g  v ideos
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an d  c o m p a c t d is k s  to  co m m u n ica te  th e  in tan g ib le  q u a litie s  o f  th e ir  

in s titu tio n  (Savage, 1987).

T he d a ta  u se d  to  a d d re s s  re se a rc h  q u e s tio n  fo u r w ere  a m a s s e d  from  

th e  follow ing q u e s tio n s ;

1. Q 4.4: H as  th is  in fo rm ation  (how  th e  in s t i tu t io n s  m a rk e t  w a s  

identified) b e e n  in te g ra te d  in th e  in s t i tu t io n s  m a rk e tin g  p la n ?

2. Q 7.3 : H a s  y o u r  m ark e tin g  im a g e _________ ? (a) F o c u se d  o n  th e

c u rre n t  im age, (b) b een  designed  to  h e lp  c h a n g e  th e  im age, o r  (c) n o t  

sure .

The fre q u e n c ie s  perfo rm ed  in  th e s e  d a ta  sh o w  if th e s e  in s t i tu t io n s  

in ten tio n a lly  se t o u t  to  change  th e ir  im ag e  to  re c ru it  s tu d e n ts .  A 

su m m ary  o f Q 4 .4  a p p e a rs  in  T able 17. M ost o f  th e  su rv ey  r e s p o n d e n ts  

(67.5%) in d ic a te d  th a t  th e ir  in s t i tu t io n s  h av e  in te g ra te d  m a rk e tin g  p la n s  

to im pact th e ir  c u r r e n t  im age. M ark e tin g  p la n s  a re  d e sig n ed  by  

m an a g em en t to  sa tis fy  all c u s to m e r g ro u p s  (Lynch, 1993). In  1 2 .5 %  o f 

th e  re sp o n se s , c h a n g in g  im age w as n o t  a  co n ce rn ; 5 .0%  w ere  n o t  su re ;  

and , 15.0%  d id  n o t  a n sw er.

Table 18 sh o w s  th e  re la tio n sh ip  b e tw een  focusing  o n  th e  c u r r e n t  

im age a n d  c h a n g in g  th e  im age o f th e  in s t i tu t io n . In su m m a ry . T ab le  21 

d e m o n s tra te s  th a t  m ore  of th e  r e s p o n d e n ts  (39.0% ) in d ic a te d  t h a t  th e  

developm ent o f  th e ir  in s titu tio n s  m a rk e tin g  im age  h a s  b een  d e s ig n e d  to  

change  th e  im ag e  of th e  in s titu tio n . A dditionally , 2 4 .4 %  m a rk e d  t h a t  th e
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in s t i tu t io n s  have  focused  o n  th e ir  c u r r e n t  im age  a n d  2 .4 %  w ere n o t  s u re  

w h a t th e ir  m ark e tin g  im age have  b een  d e te rm in e d . A la rg e  pe rcen tag e  

(34.1% ) of re sp o n d e n ts  d id  n o t a n sw e r th e  q u e s tio n . T h is  m ay in d ica te  

th a t  th o se  resp o n d in g  to  th e  su rvey  w ere n o t th o s e  d irec tly  involved in  

th e  in s t itu tio n s  m ark e tin g  s tra te g ie s  o r th e re  w a s  n o  d ire c t focus o n  th e  

in s t i tu t io n s  im age. O ne re sp o n d e n t in d ic a te d  t h a t  th e ir  in s titu tio n  

focused  on  th e  c u rre n t  im age a n d  c h a n g e  of th e  c u r r e n t  im age, m ak in g  

th e  n u m b e r  o f re sp o n se s  41 .

T able  17

In teg ra tin g  M arketing  P la n s  fN = 401

In teg ra tio n  Yes%  No% N /S %  N /A %  T ota l%

Q 4.4 ; H as th is  in fo rm ation  (of how  th e  6 7 .5  12.5 5 .0  15.0 100 .0
m a rk e t w a s  identified) been  in te g ra te d  in th e  
in s ti tu tio n s  m ark e tin g  p lan ?

Note. N /S  = Not su re , N /A  = No an sw er, n o t  ap p licab le .

T able  18

M arketing  Im age F o cu s (N = 41)

Im age C u rre n t  Im age Focus% “ C h a n g e d  Image%* N/S% * N /A % “

Q 7.3: H as y o u r  m ark e tin g  24 .4  3 9 .0  2 .4 34.1
im a g e  ?

Note. N /S  = Not su re , N /A  = No an sw er, n o t  ap p lica b le . “N um bers m ay  

n o t a d d  p rec ise ly  d u e  to  ro u n d in g .

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



91
R e se a rch  Q u estio n  Five

5. Is th e  in s t i tu t io n ’s  m a rk e tin g  s tra te g y  for e n ro llm e n t su c c e ss fu l?

To g a th e r  d a ta  rela tive  to  re s e a rc h  q u e s tio n  five, re s p o n d e n ts  w ere 

a sk e d  a b o u t th e  effects o f th e  in s t i tu t io n s  m ark e tin g  s tra te g y  on  

en ro llm en t. E n ro llm en t m a rk e tin g  s tra te g ie s  a re  e s ta b lis h e d  to  ev a lu a te  

re c ru itm e n t a n d  re te n tio n  p ro g ra m s . T h is  p ro cess  is  d e s ig n ed  to  ach ieve  

o p tim u m  re c ru itm e n t a n d  re te n tio n  M arketing  for e n ro llm e n t e s ta b lis h e s  

a  link  betw een  re c ru itm e n t a n d  re te n tio n  p ro g ram s (H ossler, 1991).

In T able 19, th e  su rvey  q u e s t io n s  u se d  to  d e te rm in e  th e  effect o f 

s tra teg ic  m ark e tin g  for e n ro llm e n t a re  su m m arized . Q u e s tio n s  

a d d re ss in g  s tra teg ic  m a rk e tin g  for e n ro llm e n t were:

1. Q 2 .5 :D o es th e  in s t i tu t io n ’s  m ark e tin g  s tra teg y  involve m a rk e tin g  

for en ro llm en t?

2. Q 2.6: Is th is  s tra teg y  to  in c re a s e  th e  s tu d e n t  b a se  for a d m iss io n ?

3. Q 2.7: D oes th e  e n ro llm e n t m a rk e tin g  s tra teg y  re a c h  i ts  ta rg e t

m ark e t?

4. Q 6.3: H as y o u r in s t i tu t io n s  m ark e tin g  s tra teg y  a n d  / o r  m ed ia  p lan  

been  geared  to  in c rease  u n d e rg ra d u a te  en ro llm e n t a t  y o u r  in s t itu t io n ?

5. Q 6.4: H as y o u r in s t i tu t io n s  m a rk e tin g  s tra te g y  a n d /o r  m e d ia  p lan  

been  geared  to  in c re ase  fu ll-tim e  s tu d e n t  e n ro llm en t a t  y o u r  in s t i tu t io n ?

6. Q 6.5: h a s  y o u r  in s t itu t io n  d e te rm in e d  th e  effect o f th e  s tra te g y  

a n d /o r  m ed ia  p lan  o n  s tu d e n t  e n ro llm e n t?
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7. Q 6 .7 : H a s  th e re  b een  a n  effect o n  th e  s tu d e n t  a d m iss io n  pool d u e  

to  th e  m a rk e tin g  s tra te g y  a n d /o r  p la n ?

Survey r e s p o n d e n ts  m ark ed  th a t  7 7 .5 %  o f th e  in s t i tu t io n s  m a rk e t  for 

e n ro llm e n t a n d  a n o th e r  75 .0 %  show ed  t h a t  th e ir  in s t i tu t io n s  m a rk e tin g  

s tra te g ie s  w ere  developed  specifically  to  in c re a s e  u n d e rg ra d u a te  

en ro llm en t. S ev en ty  p e rc en t of th e  r e s p o n d e n ts  in d ic a te d  th a t  th e ir  

m ark e tin g  s tra te g ie s  w ere geared  to w ard  in c re a s in g  th e  s tu d e n t  b a se  

while 6 0 .0 %  in d ic a te d  th a t  th e se  s tra te g ie s  w ere  g e a red  to w ard  

in c re a s in g  u n d e rg ra d u a te  en ro llm en t, a n d  5 5 .0 %  p e rc e n t in d ic a te d  th a t  

they  w ere  g e a re d  tow ard  in c re as in g  fu ll- tim e  s tu d e n t  e n ro llm e n t. O f th e  

in s t i tu t io n s  su rv e y e d , 4 7 .5 %  re sp o n d ed  t h a t  th e i r  in te n d e d  ta rg e t  m a rk e t  

w as re a c h e d  a n d  3 5 .0 %  o f th e ir  m a rk e tin g  s tra te g ie s  h av e  h a d  a n  effect 

on  s tu d e n t  e n ro llm e n t.

In d iv id u a ls  w ere  su rveyed  reg a rd in g  th e i r  in s t i tu t io n s ’ e v a lu a tio n  

efforts u se d  in  d e te rm in in g  th e ir  s u c c e s s  o f  re a c h in g  th e ir  ta rg e t  

m a rk e ts . T he  r e s u l ts  from  th is  d a ta  h a v e  b e e n  p re s e n te d  in  T ab le  20 . 

R e sp o n d e n ts  in d ic a te d  th a t  ev a lu a tio n  in s t r u m e n ts  u se d  in  d e te rm in in g  

su c c e ss  in  re a c h in g  th e ir  ta rg e t m a rk e ts  a r e  a s  follows: focus g ro u p s  

were u se d  3 2 .8 %  o f th e  tim e; te lep h o n e  su rv e y s , 29 .5% ; a n d , o p in io n  

polls, 13.1% . A re s p o n se  ra te  o f 2 6 .2 %  in d ic a te d  o th e r  fo rm s o f 

ev a lu a tio n  in s t ru m e n ts .  T hese  in s t r u m e n ts  w ere: m a rk e t re s e a rc h , m ail 

su rveys, w eb  b a se d  su rv ey s, s tu d e n t  su rv e y s , d ire c t  m ail, in te rn a l
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a n a ly s is  of d a ta , a p p lic a tio n  a n d  e n ro llm e n t r e s u l ts ,  s tu d e n t  trac k in g , 

m ark e tin g  firm s, a n d  a n e c d o ta l ev a lu a tio n  re sp o n se .

T able 19

S tra teg ies  for E n ro llm e n t fN = 40)

S tra teg ies Yes% No% N /S % N/A% T otal%

Q 2.5: Does th e  in s t i tu t io n ’s  m ark e tin g  s tra te g y  
involve m ark e tin g  for e n ro llm e n t?

7 7 .5 0 .0 5.0 17.5 100.0

Q 2.6: Is th is  s tra te g y  to  in c re a s e  th e  s tu d e n t 
b a se  for ad m iss io n ?

70 .0 5 .0 5.0 20.0 100 .0

Q 2.7: Is th is  s tra te g y  to  in c re a s e  
u n d e rg ra d u a te  e n ro llm e n t a t  y o u r  
in s titu tio n ?

7 5 .0 2 .5 2 .5 20.0 100 .0

Q 2.8: Does th e  e n ro llm e n t m a rk e tin g  
s tra te g y  reach  i ts  ta rg e t  m a rk e t?

4 7 .5 5 .0 22.5 25.0 100.0

Q 6.3: H as y o u r  in s t i tu t io n s  m ark e tin g  
s tra teg y  a n d /o r  m ed ia  p la n  b een  geared  to 
in c re ase  u n d e rg ra d u a te  e n ro llm e n t a t  y o u r 
in s titu tio n ?

60 .0 5 .0 2 .5 32 .5 100.0

Q 6.4 : H as y o u r  in s t i tu t io n s  m a rk e tin g  
s tra te g y  a n d /o r  m ed ia  p la n  b een  geared  to  
in c re a se  full-tim e s tu d e n t  e n ro llm e n t a t  y o u r  
in s titu tio n ?

55 .0 5 .0 7 .5 32 .5 100.0

Q 6.5 : H as y o u r  in s t i tu t io n  d e te rm in e d  th e  
effect o f the s tra te g y  a n d / o r  m e d ia  p lan  on  
s tu d e n t  en ro llm en t?

35 .0 2 0 .0 10.0 35.0 100.0

Q 6.7 : H as th e re  b e e n  a n  e ffec t o n  th e  
s tu d e n t  ad m iss io n  pool d u e  to  th e  m ark e tin g  
s tra te g y  a n d /o r  p la n ?

4 2 .5 2 .5 17.5 37 .5 100.0

Note. N /S  = Not s u re , N /A  = No a n sw er, n o t  a p p lica b le .
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Table 20

Target M ark e t  E valuation  In s tru m e n ts  fN = 61)

In s tru m e n ts  TeIephone% " O pin ion  Poll%“ F ocus G roup% “ O ther% “ N/A% “

Q2.9: W h a t é v a lu a tio n  29 .5  13.1 32 .8  26.2 16.4
in stru m en t(s)  i s / a r e
used  to d e te rm in e  if th e
in s titu tio n s  ta rg e t  m ark e t
is being  re a c h e d ?

Note. N /S  = Not su re , N/A = No a n sw e r, n o t app licab le . “N u m b ers m ay 

no t a d d  p rec ise ly  d u e  to ro u n d in g .

Research Question Six

6. W h a t co m m o n  e lem en ts  iden tified  in  th e  su rv ey  d e p ic t effective 

rec ru itin g  s tra te g ie s?

T opor (1997) s ta te s  th a t  to  effectively m ark e t, a n  in s t i tu t io n  m u s t 

em brace  c h a n g e . T his theo ry  is  fu r th e r  s tre n g th e n e d  by K otler (1982) in  

h is  s ta te m e n t  t h a t  m ark e tin g  g row s o u t  o f th e  n e ce ss ity  o f  th e  in s titu tio n  

to effectively serve  i ts  c o n s titu e n c y . T he d a ta  g a th e re d  re la tiv e  to 

p rev ious re s e a rc h  q u e s tio n ’s  sh o w s  th a t  m an y  o f th e  in s t i tu t io n s  

surveyed h av e  em b raced  c h an g e d  by  m ark e tin g  for c h a n g in g  in  image 

and  c h a n g e s  in  ta rg e t  m a rk e ts .

The d a ta  g a th e re d  to  a n sw e r  re s e a rc h  q u estio n  s ix  w ere  com bined 

from  th re e  se c tio n s  o f th e  su rvey  in s tru m e n t;  m a rk e tin g  seg m en ta tio n , 

m ark e t a n d  m ark e tin g . M arke ting  seg m en ta tio n  is  a  d iv is io n  o f th e
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m ark e t in to  d is t in c t  g ro u p s  of s tu d e n ts  (K otler, 1989). M arket re fe rs  to  

the  ta rg e t m a rk e t  a n d  m ark e tin g  is  defined  a s  th e  a n a ly s is , p lan n in g , 

im p lem en ta tio n , a n d  co n tro l o f p ro g ram s d e s ig n e d  to  b rin g  a b o u t 

vo lun tary  e x c h a n g e s  w ith  ta rg e t m a rk e ts  to  ach iev e  o rg an iza tio n a l 

objectives (K otler, 1982). Q u estio n s  a d d re s s in g  th is  a re :

1. Q 3 .1 : D oes y o u r  in s titu tio n  c o n d u c t s tu d e n t  trac k in g ?

2. Q 3.4: Is  th e  d e p a r tm e n t in  c h a rg e  o f s tu d e n t  tra c k in g  involved in  

the  m ark e tin g  s tra te g y  for th e  in s titu tio n ?

3. Q 3.5: D oes th e  d e p a r tm e n t in  c h a rg e  o f  s tu d e n t  tra c k in g  h e a d  th e  

in s titu tio n ’s  m a rk e tin g  efforts?

4. Q4.5: H ave th e re  b een  efforts by th e  in s t i tu t io n  to  m ak e  facu lty  

an d  s ta ff aw are  o f  th e  in s titu tio n s  ta rg e t m a rk e t?

5. Q 6 .2 :h a s  y o u r  in s titu tio n  developed a  m e d ia  p la n ?

In Table 21 , 7 2 .5 %  o f th e  in d iv id u a ls  su rv e y e d  in d ic a te d  th e ir  

in s titu tio n s  c o n d u c t  s tu d e n t  track in g  a n d  5 7 .5 %  in d ic a te d  th a t  th e  

d e p a rtm e n ts  in  c h a rg e  o f s tu d e n t  tra c k in g  a re  a ls o  involved th e  

m arke ting  s tra te g ie s  th e ir  school. It is  sh o w n  in  th is  ta b le  th a t  a lth o u g h  

efforts for s tu d e n t  tra c k in g  a n d  m ark e tin g  e x s is t , le s s  th a n  h a lf  (4 0 .0 9 ^  

of the  in s titu t io n s  h av e  developed a  m a rk e tin g  p la n . It is  fu r th e r in d ic a te d  

th a t  an  equa l p e rc e n ta g e  (27.5% ) of th o se  su rv e y ed  show ed  th a t  

d e p a rtm e n ts  in  c h a rg e  o f s tu d e n t  tra c k in g  h e a d  in s t i tu t io n a l  m a rk e tin g
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efforts, a n d  th o se  effo rts h ave  in c lu d ed  m a k in g  fac u lty  a n d  s ta ff  aw are  of 

the  in s t i tu t io n s ’ ta rg e t m a rk e ts .

Table 21

M arketing  S eg m en ta tio n  IN = 401

S eg m en ta tio n Yes% No% N /S % N/A % Total%

Q3.1: D oes y o u r  in s titu tio n  c o n d u c t s tu d e n t  
track ing?

7 2 .5 2 0 .0 7.5 0 .0 100.0

Q3.4: Is th e  d e p a r tm e n t in c h a rg e  o f  s tu d e n t  
tra c k in g  involved in th e  m a rk e tin g  s tra te g y  
for th e  in s ti tu tio n ?

57 .5 12.5 2.5 27 .5 100.0

Q3.5: D oes th e  d e p a rtm e n t in  c h a rg e  o f 
s tu d e n t tra c k in g  h ead  th e  in s t i tu t io n ’s  
m ark e tin g  e ffo rts?

2 7 .5 4 2 .5 2.5 27 .5 100.0

Q4.5: Have th e re  been  efforts by  th e  
in s titu tio n  to  m a k e  faculty  a n d  s ta ff  a w a re  
of the  in s t i tu t io n s  ta rg e t m a rk e t?

2 7 .5 4 2 .5 2.5 27 .5 100.0

Q6.2: H as y o u r  in s titu tio n  developed  a  
m edia p la n ?

4 0 .0 2 7 .5 12.5 20.0 100.0

Note: N /S  = N ot su re . N /A  = No a n sw e r, n o t  ap p lica b le .

T able 22  sh o w s th a t  o f th e  in d iv id u a ls  su rv e y ed , 57 .5%  a n sw e r  th a t  

th e  b a s is  fo r s tu d e n t  tra c k in g  in  p a r t  of th e  in s t i tu t io n s  m a rk e tin g  

efforts, w hile  12.5%  in d ic a te  t h a t  it  is th e  w hole  b a s is  for in s t i tu tio n a l  

m ark e tin g  efforts.
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T able 22

In s titu tio n a l M arketing  E ffo rts  (N = 40)

S tu d e n t T rack ing  W hole%  P art%  N /S %  N /A %  Total%

Q 3.2: Is the  b a s is  for tra c k in g  in  w hole o r  12.5 57 .5  5 .0  25 .0  100.0
in  p a r t  o f the  in s ti tu tio n s  m a rk e tin g  efforts?

Note. N /S  = Not su re , N /A  = No a n sw e r, n o t app licab le .

Table 23 fu r th e r  a d d re s s e s  th e  effects of m a rk e tin g  s tra te g ie s  a n d  

m ed ia  p lan s  in s t itu te d  by th e  colleges a n d  u n iv e rs itie s  su rv e y ed . T hese 

effects repo rted  in c lu d e : 2 8 .8 %  rep o rted  th a t  p rospective  s tu d e n t  in te re s t 

rose , 23 .1%  rep o rted  th a t  u n d e rg ra d u a te  e n ro llm e n t ro se  a n d  1.9%  

rep o rted  th a t  th e re  w ere  n o  effects o f in s titu te d  m a rk e tin g  s tra te g ie s  a n d  

m ed ia  p lans. O th e r  r e s p o n d e n ts  (3.8%) rep o rted  th a t  e n ro llm e n t ra tio s  

ch an g ed , su b m iss io n  of a p p lic a tio n s  ro se , a n d  th e re  w a s  n o  p la n  to  

ev a lu a te  the  effects. I t is  im p o rta n t to  n o te  th a t  4 4 .2 %  o f th o s e  su rveyed  

did n o t respond  to  th e  q u e s tio n .
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Table 23

Effects o f Marketing Strategies and Media P lans (N = 52)

Effects In te res t% E nro llm en t% N /C % O ther%  N /A %

Q 6.6: If y es , w h a t a re  the  effects 
o f th e  s tra te g y  a n d /o r  m edia  
p lan ?

2 8 .8 “ 2 3 .1 “ 1.9“ 3 .8 “ 4 4 .2 “

Note. “N u m b ers  m ay n o t a d d  p rec ise ly  d u e  to  ro u n d in g . In te re s t = 

P rospective  s tu d e n t in te re s t ro se ; E n ro llm en t = U n d e rg ra d u a te  

e n ro llm e n t rose; N /C  = No m ark e d  ch an g e  in  e n ro llm e n t; O th e r  = O th e r  

re sp o n se s ; N /A  = No answ er, n o t  app licab le .

S u m m ary

In g en era l, th e  d a ta  h a s  sh o w n  th a t  m o st o f th e  su rveyed  colleges a n d  

u n iv e rs itie s  have in s titu ted  m a rk e tin g  s tra te g ie s  a n d  th a t  over h a lf  of 

th o se  in s t itu t io n s  gear th e ir  m a rk e tin g  efforts to w a rd  en ro llm en t 

m ark e tin g . It can  a lso  be su m m arize d  from  th e  d a ta  t h a t  s tra teg ic  

e n ro llm e n t m ark e tin g  h a s  h a d  a n  effect on  in c re a s in g  th e  s tu d e n t  pool, 

a d m iss io n s  app lica tions , p ro sp ec tiv e  s tu d e n t  in te re s t  a n d  in  in creas in g  

u n d e rg ra d u a te  en ro llm en t a t  th e s e  in s titu tio n s .
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CHAPTER 5

SUMMARY, CONCLUSIONS, RECOMMENDATIONS

W hat is  m a rk e tin g ?  W hy is  it im p o r ta n t  to  develop  m a rk e tin g  

s tra te g ie s  fo r co lleges a n d  u n iv ers itie s?  M a rk e tin g  is  th e  a n a ly s is , 

p lan n in g , im p le m e n ta tio n  a n d  m a n a g e m e n t o f  s tra te g ie s  d e s ig n e d  to  h e lp  

th e  in s t itu t io n  ach iev e  o rg an iza tio n a l o b jec tiv e s  (Kotler, 1982). T he  

a p p ro a ch  to  m a rk e tin g  fo r h ig h er e d u c a tio n  in s t i tu t io n s  is  o u ts id e - in .

The n e e d s  o f  th e  c o n s t i tu e n ts  (prospective s tu d e n ts )  a re  m e t th ro u g h  

ev a lua tion  a n d  c h a n g e  by each  in s titu tio n . M ark e tin g  re q u ire s  th e  b ro a d  

concep t o f a ll fa c to rs  in flu en c in g  th e  c o n s t i tu e n ts  o f a  college o r  

un iversity  (K otler, 1982). It is  th ro u g h  th e  u n d e rs ta n d in g  o f th e  

c o n s titu e n ts  t h a t  th e  ta rg e t m a rk e t in  w h ic h  effective m a rk e tin g  

stra teg ie s  c a n  b e  developed .

A lthough m a rk e tin g  c a n  in fluence  s tu d e n t  e n ro llm en t, it  is  n o t  

n ecessarily  a  c u re -a ll . H igher e d u c a tio n  a d m in is t r a to r s  n eed  to  

u n d e rs ta n d  m a rk e tin g  n e e d s  a n d  develop  o b jec tiv e s  specific to  th e ir  

in s titu tio n  to  b e  a b le  to  develop  m a rk e tin g  p la n s  a n d  s tra te g ie s  (K otler & 

Fox, 1985). If m a rk e tin g  p la n s  an d  s tra te g ie s  a re  developed from  th e

99
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n e ed s  a n d  ob jec tives of th e  in s t i tu t io n , m ark e tin g  will p ro d u c e  re s u lts . 

H ossle r (1984) s ta te s  th a t  effective e n ro llm e n t m a n a g e m e n t b rin g s  a b o u t 

m a rk e tin g  p la n s  a n d  s tra te g ie s  d e s ig n ed  to  a t t r a c t  prosp>ective s tu d e n ts .  

D evelop ing  m ark e tin g  s tra te g ie s  fo r e n ro llm e n t will h e lp  colleges a n d  

u n iv e rs itie s  ach ieve  su c c e ss  for th e ir  e n ro llm e n t g o a ls  a n d  h e lp  th e m  

ach ieve  th e i r  m issio n  for e n ro llm e n t su c c e ss .

T he p u rp o s e  o f th is  s tu d y  w a s  to  d e te rm in e  th e  e x te n t  to  w h ich  p u b lic  

fo u r-y ea r h ig h e r  ed u ca tio n  in s t i tu t io n s  in  th e  W este rn  reg ion  u tilize  

m a rk e tin g  for en ro llm en t a n d  to  s tu d y  th e  s tra te g ie s  u se d . T he lite ra tu re  

focused  o n  re a s o n s  for in s t i tu t in g  m a rk e tin g  an d  s u gge s te d  s tra te g ie s  for 

su c c e ss fu l e n ro llm en t m ark e tin g . T he  su rv ey  in s tru m e n t  u se d  in  th is  

s tu d y  fo cu sed  on  m ark e tin g  s tra te g ie s  a n d  p la n s  th a t  th e  p o p u la tio n  h a s  

utilized.

To a s s e s s  th e  en ro llm en t m a rk e tin g  s tra te g ie s  u se d  by  th e  p o p u la tio n , 

the  H igher E d u ca tio n  M arketing  S u rv ey  in s tru m e n t, c o n s is tin g  o f 51 

q u e s tio n s  w a s  co n d u cted  to  a d m in is t r a to r s  a t  130 p u b lic  fo u r-y ea r 

colleges a n d  u n iv ers itie s  in th e  W este rn  reg ion  (rep re se n tin g  15 s ta te s) . A 

le tte r o f in tro d u c tio n  an d  a  lis t o f  d e fin itio n s  a cc o m p a n ie d  th e  su rv ey  to  

p re se n t a n d  d e sc rib e  th e  re s e a rc h  s tu d y  (A ppendix B). A se lf-a d d re sse d , 

re tu rn  m ail envelope w as in c lu d ed  to  fac ilita te  th e  r e tu r n  o f th e  

com pleted  q u e s tio n n a ire . T he ob jec tive  in  a d m in is te r in g  a  q u e s tio n n a ire  

survey w a s  to  o b ta in  a  h igh  ra te  o f  re tu rn .  T he cover le tte r  acco m p an y in g
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th e  q u e s tio n n a ire  w as u se d  to  in fluence  th e  r e tu rn  ra te . Q u e s tio n n a ire s  

w ere coded  to  d e te rm in e  w ho  h ad  re tu rn e d  th e  su rv ey  in s tru m e n t. T he 

p a r tic ip a n ts  w ere  in fo rm ed  in  th e  cover le t te r  w h a t th e  coding  

rep re sen ted  (Gall, B org & Gall, 1996).

A second  m ailing  in c lu d in g  th e  su rv ey , in tro d u c tio n  le tte r , l is t  of 

de fin itions a n d  a  se lf-a d d re sse d , r e tu rn  m ail envelope  w ere s e n t  to  th e  

p a rtic ip a n ts  w ho h a d  n o t  re sp o n d ed  w ith in  15 d a y s  o f  th e  f irs t m ailing . A 

te lep h o n e  follow -up to  th o se  n o t re sp o n d in g  w ith in  fo u r  w eeks o f  th e  

second  m ailing  w as c o n d u c te d . The C a n n o n  C e n te r  for R esearch  a t  th e  

U niversity  o f N evada, L as V egas c o n d u c te d  th is  follow -up. N inety ca lls  

w ere m ad e  in o rd e r  to  fac ilita te  th e  re tu rn  o f th e  su rv e y s  m ailed . A fter 

the  in itia l m ailing , th e  re m in d e r  m ailing  a n d  th e  te lep h o n e  follow -up, th e  

re tu rn  ra te  w as 4 0  o u t o f  130 (30.1% ). S ta te s  re p re se n te d  w ere A rizona, 

C alifornia, C olorado, M o n ta n a , New M exico, O k lah o m a , O regon, T exas, 

U tah a n d  W ash ing ton .

R esearch  Q u e s tio n s

The following re s e a rc h  q u e s tio n s  d rove th is  s tu d y  a n d  w ere a d d re sse d  

herein :

1. H as th e  in s t i tu t io n  developed a  m a rk e tin g  s tra te g y ?

As ev idenced by th e  d a ta  g a th e red , th e  m a jo rity  o f in s t i tu t io n s  have 

defined m ark e tin g  s tra te g ie s  a n d  s tra teg ic  m a rk e tin g  p la n s . Effective
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e n ro llm en t m an ag em en t b rin g s  a b o u t  m a rk e tin g  p la n s  d e s ig n ed  to  

a t t r a c t  p rospective  s tu d e n ts  (H ossler, 1984). D eveloping s tra te g ie s  for 

su ccess fu l en ro llm en t m ark e tin g  h e lp s  th o se  in  h ig h e r e d u c a tio n  

in s titu tio n s  u n d e rs ta n d , develop a n d  ach ieve  su c c e ss  for th e ir  s tu d e n t  

e n ro llm en t goals. A m ajority  o f in s t i tu t io n s  surveyed in d ic a te d  t h a t  th e ir  

facu lty  a n d  sta ffs  in developing th e s e  m a rk e tin g  s tra te g ie s . T h ese  

in s titu tio n s  have a lso  convened  c o m m itte e s  th a t  a re  ch a rg ed  w ith  

m ark e tin g  decisions. In th e  d ev e lo p m en t o f m ark e tin g  s tra te g ie s , o u ts id e  

m ark e tin g  firm s w ere rarely  u se d . T h u s , th is  s tu d y  reflected  th a t  

in s titu tio n s  a re  d e te rm in ing  m a rk e tin g  s tra te g ie s  a n d  p la n s , a n d  th a t  

th e se  s tra te g ie s  a n d  p la n s  a re  b e in g  d e te rm in e d  by in te rn a lly  th a n  

ex ternally .

2. W as th e  m ission  o r s tra te g ic  p la n  o f th e  in s titu tio n  u se d  in  

d e te rm in in g  a n  en ro llm en t m a rk e tin g  s tra te g y ?

In genera l, it c an  be c o n c lu d ed  from  th e  d a ta  th a t  th e  m is s io n s  

a n d  s tra teg ic  p la n s  o f th e  in s t i tu t io n s  w ere  u se d  in  d e te rm in in g  

e n ro llm en t m ark e tin g  s tra teg ie s . T he  m ajo rity  of th o se  re sp o n d in g  to  th e  

q u e s tio n s  reg a rd in g  re sea rch  q u e s tio n  tw o in d ica ted  t h a t  th e ir  

in s titu tio n s  have  s tra teg ic  m a rk e tin g  p la n s  a re  geared  to w ard  e n ro llm e n t 

m ark e tin g , a n d  th a t  th e  m issio n  a n d  g o a ls  o f th e  in s t i tu t io n s  w ere  u se d  

a s  a  b a s is  for stra teg ic  m ark e tin g  p la n s .  It c a n  a lso  be c o n c lu d ed  th a t
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m ark e tin g  p la n s  g eared  to w a rd s  e n ro llm e n t m a rk e tin g  w ere  in s t ru m e n ta l  

in in c re a s in g  s tu d e n t  e n ro llm e n t, im prov ing  th e  s tu d e n t  pool, and  

in c re a s in g  s tu d e n t  a p p lic a tio n s  for e n ro llm en t.

3 . H as th e  in s t itu t io n  p o sitio n ed  its  m a rk e tin g  im ag e  a ro u n d  th e  

s u r ro u n d in g  c o m m u n ity  a n d  th e  perceived  im age o f  th e  in s titu tio n ?

In o rd e r  to  develop  a n d  ta rg e t a  m a rk e tin g  im age, a  ta rg e t  m a rk e t  

m u s t  f irs t b e  iden tified . T hose  ta rg e ted  h av e  a n  a c tu a l  o r  p o ten tia l 

in te re s t in  th e  p ro d u c t offered by h ig h e r e d u c a tio n  (K otler, 1982). An 

overw helm ing  m ajo rity  o f in s t i tu t io n s  su rveyed  w ere  n o t  only  in te re s te d  

in defin ing  th e ir  ta rg e t m a rk e t, b u t  th e  m ajo rity  h a d  a lre a d y  defined  th e ir  

m a rk e ts . In defin ing  th e s e  m a rk e ts , in s t i tu t io n s  m a d e  facu lty  a n d  s ta f f  

aw are  o f th e s e  efforts. A m ajo rity  of in s t i tu t io n s  ta rg e te d  th e ir  m a rk e t 

and  m a rk e tin g  im age to w ard  th e  su r ro u n d in g  c o m m u n ity , a lth o u g h  a  

th ird  of th e  re s p o n d e n ts  d id  n o t  know  if th e  s u r ro u n d in g  c o m m u n ity  h a d  

been  ta rg e te d . T herefo re , th e s e  s tu d ie s  reflected  th a t  m o s t in s t i tu t io n s  

surveyed  w ere  in te re s te d  in  a n d  have  defined  th e ir  ta rg e t  m a rk e ts

4. Did th e  in s titu tio n  specifically  se t  o u t  to  c h a n g e  i ts  im ag e  for 

re c ru itm e n t?

M ost h ig h e r  e d u c a tio n  in s t i tu t io n s  in  th is  s tu d y  h a v e  developed  

m ark e tin g  p la n s  for specified  m a rk e ts . F or ex am p le , fo r th o s e  t h a t  h a v e
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defined a  m a rk e tin g  p lan , a  m ark e tin g  im a g e  h a s  a ls o  b een  defined . T he  

im age of th e  in s t i tu t io n  in c re a se s  th e  in s t i tu t io n s  visib ility  in  th e  m in d s  

o f its  p u b lic s  (Savage, 1972). The d a ta  from  th e  su rv e y  show s th a t  so m e  

schoo ls s e t  o u t  to  c h a n g e  th e ir  in s t itu t io n a l  im ag e  w hile  o th e rs  fo cu sed  

on  th e ir  c u r r e n t  im age.

5. Is th e  in s t i tu t io n ’s  m ark e tin g  s tra te g y  fo r e n ro llm e n t su c c e ss fu l?

T here  is  s tro n g  ev idence  from  th e  d a ta  g a th e re d  from  th e  su rvey

in s tru m e n t th a t  in s t i tu t io n s  have d irec ted  m a rk e tin g  s tra te g ie s  to w ard  

en ro llm en t, a n d  a re  d e te rm in in g  th e  effect o f  th o s e  s tra te g ie s . T he 

cu ltiv a tio n  a n d  d ev e lo p m en t of long-te rm  re la t io n s h ip s  w ith  c o n s u m e rs  

is reco m m en d ed  a s  p a r t  o f a  u sefu l s tra te g y  (K otler & Levy, 1969).

W ithou t d e te rm in in g  th e  effects of m a rk e tin g  s tra te g ie s , th e  s tra te g ie s  

c a n n o t be ju d g e d  su c c e ss fu l. In iden tify ing  th e  e ffec ts  o f th e  m a rk e tin g  

s tra te g ie s  of th e  in s t i tu t io n s  su rveyed , th e  m a jo rity  o f  th e  re s p o n d e n ts  

ind ica ted  th a t  e n ro llm e n t m ark e tin g  s tra te g ie s  re a c h e d  th e ir  ta rg e t 

m a rk e t a n d  t h a t  th e re  w a s  a n  effect on  th e  s tu d e n t  a d m iss io n  pool d u e  

to  the  m a rk e tin g  s tra te g ie s  u sed .

6. W hat c o m m o n  e le m e n ts  identified  in  th e  su rv e y  d e p ic t effective 

rec ru itin g  s tra te g ie s?

For a n  in s t i tu t io n  to  d e p ic t effective re c ru itin g  s tra te g ie s , i t  m u s t  b e
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d e te rm in ed  th a t  th e  in s titu tio n  is  w illing to  em b race  c h a n g e  (Topor,

1997) a n d  t h a t  th e re  is  a  n ecessity  for th e  in s titu tio n  to  effectively serve 

its c o n s titu e n c y  (Kotler, 1982). As ev idenced  in  th e  d a ta  g a th e re d  for th is  

re sea rch  q u e s tio n , m an y  of th e  in s t i tu t io n s  surveyed  h av e  iden tified  th e  

need to effectively serve  a n d  m a rk e t to  th e ir  c o n s titu e n c ie s . In  do ing  so, 

th ese  in s t i tu t io n s  h av e  em b raced  c h a n g e  by m ark e tin g  to  c h a n g e  th e ir  

im age an d  by  m a rk e tin g  to specific ta rg e t  m a rk e ts .

The m ajo rity  o f th e  in s titu tio n s  su rv ey ed  no ted  th a t  th e  d e p a r tm e n ts  

in charge  o f  s tu d e n t  track in g , som e o f th o se  d e p a r tm e n ts  a re  in  c h a rg e  of 

m arke ting  e ffo rts  a n d  m o st a re  a t  le a s t  involved in  m a rk e tin g  s tra te g ie s . 

M arketing sh o u ld  b e  seen  a s  th e  re sp o n sib ility  of everyone  w h o  co m es in  

co n tac t w ith  p ro sp ec tiv e  s tu d e n ts  (Lay & E ndo , 1967) a n d  a c c o rd in g  to  

the  re sp o n d e n ts , th e re  have been  e ffo rts  m ad e  to  m ak e  th e i r  facu lty  a n d  

staffs aw are  o f  th e  ta rg e t m ark e ts . T h is  iden tifies som e c o m m o n  e le m e n ts  

of m ark e tin g  s tra te g ie s .

C o n c lu s io n s

The r e s u l ts  from  th is  s tu d y  have  h e lp ed  to  clarify th e  u s e  o f  m a rk e tin g  

s tra teg ie s  a n d  th e  d e p th  to  w h ich  th ey  a re  u se d  in  p u b lic  h ig h e r  

ed u ca tio n  in s t i tu t io n s  in  th e  W estern  reg ion . T he u tiliz a tio n  o f  s tra te g ic  

m ark e tin g  e ffo rts  a re  proven w hen  u se d  a s  s tra te g ie s  for e n ro llm e n t. 

E nro llm en t m a rk e tin g  s tra te g ie s  e s ta b lis h  a  link  be tw een  re c ru itm e n t.
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re te n tio n  a n d  academ ic  p ro g ra m s  (H ossler, 1991) a n d  a n  in s titu tio n  

m u s t  co n tin u a lly  a d a p t m a rk e tin g  efforts to  k e e p  p a c e  (Cox & E nis,

1972).

T h is  s tu d y  tended  to  s u p p o r t  th e  view th a t  n o n -p ro fit h ig h er 

e d u c a tio n  in s titu tio n s  n e ed  to  look a t  th e m se lv e s  in  th e  sa m e  w ay th a t  

fo r-p ro fit b u s in e sse s  do. W ith in c re as in g  co m p e titio n  in  to d a y ’s  m a rk e t, 

it is  in  th e  in te re s t of h ig h e r  e d u ca tio n  to  view th e  n o n p ro fit school in  th e  

sa m e  m a n o r  a s  a  for-profit b u s in e s s . C o m p etitio n  for p u b lic  fou r-year 

in s t i tu t io n s , a s  proven by  th e  l ite ra tu re  a n d  th e  d a ta  from  th e  su rvey  

in s t ru m e n t ,  ex ist from o th e r  p u b lic  fo u r-y ea r in s ti tu t io n s ;  p riva te  fou r- 

y e a r  in s titu tio n s ; tw o-year p u b lic  a n d  p riv a te  in s t i tu t io n s ;  th e  job  

m a rk e t, th e  m ilitary; a n d , te c h n ic a l a n d  tra d e  c e n te rs . It h a s  been  

d e te rm in e d  from th e  d a ta  g a th e re d  th a t  th o se  involved in  m ark e tin g  

h ig h e r  ed u ca tio n  see th e  im p o rtan c e  of develop ing  m a rk e tin g  s tra te g ie s  

a n d  view  non -p ro fit in s t i tu t io n s  a s  b u s in e s s e s  a s  p o in te d  o u t  in  K otler’s  

view s. As concluded  from  th e  d a ta  collected, m o s t  in s t i tu t io n s  view 

m a rk e tin g  a s  n ecessa ry  a n d  a re  tak in g  e ffo rts to  develop  s tra teg ic  

m a rk e tin g  p la n s  geared  to w ard  e n ro llm e n t a s  w ell a s  im age.

T he  d a ta  o u tlines th a t  a ll in s titu tio n s  in  th is  su rv e y  h av e  p a rtic ip a te d  

in so m e  form  of developing m a rk e tin g  s tra te g ie s  g e a red  tow ard  

e n ro llm e n t. S tep s in develop ing  cohesive m a rk e tin g  s tra te g ie s  inc lude: 

d e fin in g  goa ls , defining ta rg e t  m a rk e ts , p e rfo rm in g  s tu d e n t  track in g .
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developing m a rk e tin g  p lan s , develop ing  specific  m ark e tin g  s tra te g ie s  in  

reach in g  ta rg e ts  (i.e. p rom o tions, ad v ertis in g ), in te g ra tin g  s tra te g ie s  

cam p u s-w id e , a n d  developing  b u d g e ts  g eared  specifically  to  th is  effort 

(Kotler, 1982 , H o ssle r, 1991). T h is  th e o ry  is  b ack ed  u p  by K ap p le r (1998) 

w ho s ta te d  th a t  a s  a n  in s titu tio n  s t a r t s  develop ing  th e ir  m a rk e tin g  p la n , 

th e  first fac to r  to  re m e m b e r is  th a t  m a rk e tin g  m u s t  be  seen  a s  a n  

in teg ra ted , in s titu tio n -w id e  effort. W ith  a  cohesive , c a m p u s-w id e  

m ark e tin g  p la n , e ffo rts  will be m ore  su c c e ss fu l th a n  w hen  th e  p la n  d o e s  

n o t in c lu d e  a  c am p u s-w id e  effort.

It h a s  b een  id en tified  in  th e  s tu d y  th a t  m o s t in s t itu t io n s  a p p o in t  

specific in d iv id u a ls  to  h e ad  m ark e tin g , b u t  in  m o s t c a se s , v a r io u s  a n d  

m ultip le  d e p a r tm e n ts  a re  p laced  in  c h a rg e  o f m ark e tin g . If th e s e  

d e p a rtm e n ts  a re  n o t cohesive in  th e ir  e ffo rts , a  level o f d is ru p tio n  in  th e  

m ark e tin g  e ffo rts  c o u ld  exist.

A co n ce rn  e m a n a tin g  from  th e  d a ta  is  th a t  o f m ark e tin g  b u d g e ts . 

M arketing  b u d g e ts  a re  defined  a t  v a r io u s  levels o f fund ing , v a r io u s  w ay s 

of fund ing  a n d  in  m an y  case s , fu n d ed  by  s e p a ra te  d e p a r tm e n ts  r a th e r  

th a n  from  o n e  c e n tra l  b u d g e t. O p in io n s  from  th e  p a r tic ip a n ts  in  th is  

s tu d y  overw helm ing ly  viewed th e ir  b u d g e ts  a s  n o t  m eeting  th e ir  

in s titu tio n s  m a rk e tin g  n eed s. T h is  in d ic a te s  a  lim ita tio n  o f th e  s tu d y  in  

w hich no  r e a s o n s  w ere  a s se s se d . T he q u e s tio n n a ire  u se d  in  c o llec tin g  

d a ta  for th is  s tu d y  p o sed  lim ita tio n s  in  th e  b ia s , h o n es ty  a n d  k n o w led g e
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of th e  su b je c t  o f th e  p a r t ic ip a n ts . Ind iv id u a ls  o th e r  th a n  th o se  w hom  th e  

su rv e y s  w ere  m ailed  m ay  h a v e  filled o u t  th e  q u e s t io n n a ire s , a n d  m any  of 

th e  q u e s tio n s  in  th e  q u e s tio n n a ire  w ere  c losed-fo rm , p e rm ittin g  only 

p respec ified  re sp o n se s  (G all, B org a n d  Gall, 1996).

R e co m m e n d a tio n s  for F u tu re  R e se a rc h

T h is  s tu d y  a d d ed  to  th e  ex is tin g  re se a rc h  on  m a rk e tin g  for pub lic  

h ig h e r e d u c a tio n  in s t i tu t io n s . S tu d y in g  m a rk e tin g  in  p u b lic  h ig h e r 

e d u c a tio n  in s t i tu t io n ’s  im p o r ta n t  for several re a so n s . In s t i tu t io n s , in 

focusing  o n  specific goa ls  fo r e n ro llm en t m a rk e tin g  sh o u ld  fo cu s  on  th e  

in s t i tu t io n ’s m issio n  a n d  g o a ls , s tra te g ie s  o u tlin e d  by  a  cohesive  g roup  

effort, th e  e ffec tiveness o f th e  s tra te g ie s  developed, a n d  su ffic ie n t fund ing  

for th e s e  s tra te g ie s . T he p u rp o s e  of th is  s tu d y , to  id en tify  en ro llm en t 

m ark e tin g  s tra te g ie s , c a n  b e  e x p an d ed . R e co m m e n d a tio n s  in c lu d e :

1. R evising th e  su rvey  in s t ru m e n t .  Revising th e  su rv e y  in s tru m e n t  to 

in c lu d e  o th e r  g ro u p s  of in d iv id u a ls , su c h  a s  s tu d e n ts ,  fa c u lty  a n d  o th e r 

s ta ff  w ould  provide a d d itio n a l in fo rm ation . T h is w ou ld  e x p a n d  th e  

p e rc ep tio n s  o f a n d  id ea s  fo r e n ro llm e n t m ark e tin g  s tr a te g ie s  u se d  by 

pub lic  h ig h e r  e d u c a tio n  in s t i tu t io n s .

2. S tra tify in g  th e  re s e a rc h . S tra tify ing  th e  re s e a rc h  to  in c lu d e  

d ifferences in  sm all, m e d iu m  a n d  large  in s t itu t io n s  m a y  b rin g  a b o u t 

d ifferences in  s tra te g ic  m a rk e tin g  betw een  th e  in s t i tu t io n s .
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3. E x tend ing  th e  re se a rc h  to  in c lu d e  s tu d e n t  poo ls a n d  th e  is s u e  o f 

re ten tio n . In c re a tin g  s tra te g ie s  for m a rk e tin g  to  p ro spec tive  s tu d e n ts ,  

in s titu tio n s  m u s t  k eep  in  focus to  w h a t e x te n t th e s e  s tra te g ie s  becom e a  

su ccess . It sh o u ld  be co n sid ered  th a t  en ro llin g  s tu d e n ts  is  d o e s  n o t 

define m ark e tin g  su c c e ss , b u t  developing  s tro n g  s tu d e n t  poo ls a n d  

focusing  on re te n tio n  a re  fac to rs  for su c c e ss .

4. D eveloping a  g u ide line  for e n ro llm e n t m ark e tin g . By e x p a n d in g  th e  

survey  in s tru m e n t, it  m ay  be possib le  to  develop  g u id e lin es  for 

in s titu tio n s  to  u se  a s  a  b a se  in develop ing  s tra te g ie s . G u id e lin es  m ay  

a s s is t  th e  school to  k eep  a  d irec t focus on  m a rk e tin g  goals m a in ta in in g  a  

cohesive c a m p u s  in  p u rs u in g  th e se  goals.

While m o s t in s t i tu t io n s  surveyed  h av e  rep o rte d  th e ir  sch o o ls  have  

been  involved in  so m e degree  o f m ark e tin g , th e  d a ta  from  th e ir  re s p o n s e s  

show s th a t  m a rk e tin g  effo rts m ad e  a re  d is jo in ted . In  a  tim e w hen  

e n tre p re n e u re a l h ig h e r e d u ca tio n  in s t i tu t io n s  a re  in  d irec t co m p e titio n  

v i th  pub lic  in s t i tu t io n s , th e re  is  ev idence from  th e  d a ta  of little  d irec t 

focus on s tra te g ic  m a rk e tin g  for e n ro llm e n t in  th e  in s t itu t io n s  su rv ey ed .

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



APPENDIX A

W ESTERN REGION PUBLIC FOUR-YEAR HIGHER EDUCATION

INSTITUTIONS

110

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



I l l
R ank S ta te In s titu tio n
1 A laska U n iversity  o f A laska  -  A ncho rage
2 U niversity  o f A laska  -  F a irb a n k s
3 U n iversity  o f A laska -  S o u th e a s t
4 A rizona A rizona S ta te  U n iversity
5 N o rth ern  A rizona U niversity
6 U n iversity  o f A rizona
7 C alifo rn ia C al Ploy -  San  L uis ObisDO
8 C alifo rn ia  S ta te  P o ly techn ic  U n iv e rs ity  -  P o m o n a
9 C alifo rn ia  S ta te  U n iversity  -  B ak e rsfie ld
10 C alifo rn ia  S ta te  U n iversity  -  C h ico
11 C alifo rn ia  S ta te  U n iversity  -  D o m in ic u e  Hills
12 C alifo rn ia  S ta te  U niversity  -  F re sn o
13 C alifo rn ia  S ta te  U n iversity  -  F u lle r to n
14 C alifo rn ia  S ta te  U n iversity  -  H ay w ard
15 C alifo rn ia  S ta te  U niversity  -  L ong B e ach
16 C alifo rn ia  S ta te  U niversity  -  Los A ngeles
17 C alifo rn ia  S ta te  U n iversity  -  M o n te rey  B ay
18 C alifo rn ia  S ta te  U n iversity  -  N orth ridge
19 C alifo rn ia  S ta te  U niversity  -  S a c ra m e n to
20 C alifo rn ia  S ta te  U n iversity  -  S a n  B e rn a rd in o
21 C alifo rn ia  S ta te  U n iversity  -  S a n  M arcos
22 C alifo rn ia  S ta te  U n iversity  -  S ta n is la u s
23 H u m b o ld t S ta r t  U niversity
24 S a n  Diego S ta te  U niversity
25 S a n  F ran c isco  S ta te  U n iversity
26 S a n  J o s e  S ta te  U niversity
27 S o n o m a  S ta te  U niversity
28 U niversity  o f C alifo rn ia  -  B erke ley
29 U n iversity  o f C alifo rn ia  -  D av is
30 U n iversity  o f C aliforn ia  -  Irv ine
31 U n iversity  o f C aliforn ia  -  Los A n g e les
32 U niversity  o f C alifo rn ia  -  R iverside
33 U n iversity  o f C aliforn ia  -  S a n  D iego
34 U n ivers ity  o f C aliforn ia  -  S a n ta  B a rb a ra
35 U n ivers ity  o f C alifo rn ia  -  S a n ta  C ru z
36 C olorado A d am s S ta te  College
38 C olo rado  S ta te  U niversity
39 F o rt Lewis College
40 M esa S ta te  College
41 M etroD olitan S ta te  College o f  D e n v e r
42 U n ited  S ta te s  Air Force A cadem y
43 U nivers ity  o f C olorado -  B o u ld e r
44 U n ivers ity  o f  C olorado -  C o lo rado  S p r in g s
45 U n iv ers ity  o f  C olorado -  D enver
46 U n ivers ity  o f N orthern  C o lo rado
47 U n iv ers ity  o f  S o u th e rn  C o lo rado
48 W e ste rn  S ta te  College o f  C o lo rado
49 H aw aii U n iv e rs ity  o f  Hawaii -  Hilo
50 U n ivers ity  o f  Hawaii -  M anoa
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R ank S ta te In s ti tu tio n
51 Id ah o B oise S ta te  U n iversity
52 Id ah o  S ta te  U n iversity
53 L ew is-C lark  S ta te  College
54 U n iy ers ity  o f  Id ah o
55 M o n ta n a M o n ta n a  S ta te  U niversity  -  B illings
56 M o n ta n a  S ta te  U niyersity  -  B ozem an
57 M o n ta n a  S ta te  U niyersity  -  N o rth ern
58 M o n ta n a  T ech  o f  th e  U niyersity  o f M o n ta n a
59 U n iy e rs ity  o f  M o n ta n a
60 W e ste rn  M o n ta n a  College
61 N evada U n iv ers ity  o f  N evada -  Reno
62 New M exico E a s te rn  New M exico U niyersity
63 New M exico H ig h lan d s  U niversity
64 New M exico In s t i tu te  o f M ining a n d  T echnology
65 New M exico S ta te  U niversity
66 U n iv e rs ity  o f New Mexico
67 W este rn  New M exico U niversity
68 O k lah o m a C a m e ro n  U n iversity
69 E a s t C e n tra l  U niversity
70 E a s te rn  New M exico U niversity
71 L a n g s to n  U n iversity
72 N o rth e a s te rn  S ta te  U niversity
73 N o rth w e s te rn  O k lah o m a S ta te  U n iversity
74 O k la h o m a  P a n h a n d le  S ta te  U n iversity
75 O k la h o m a  S ta te  U niversity
76 S o u th e a s te rn  O k lah o m a S ta te  U n iversity
77 S o u th w e s te rn  O k lah o m a S ta te  U n ivers ity
78 U n iv e rs ity  o f  C e n tra l O k lahom a
79 U n iv e rs ity  o f  O k lah o m a
80 U n iv ers ity  o f  S c ience  a n d  A rts  o f O k la h o m a
81 O regon E a s te rn  O regon  U niversity
82 O regon In s t i tu te  o f Technology
83 O regon  S ta te  U niversity
84 P o rtla n d  S ta te  U niversity
85 S o u th e rn  O regon  U niversity
86 U n ivers ity  o f  O regon
88 T e x a s Angelo S ta te  U niversity
89 B ay lo r U n iv e rs ity
90 L am ar U n iv e rs ity
91 M id w este rn  S ta te  U niversity
92 P ra irie  V iew  A&M U niversity
93 S am  H o u s to n  S ta te  U niversity
94 S o u th w e s t T ex as  S ta te  U niversity
95 S te n h e n  F. A u s tin  S ta te  U niversity
96 S u l R o ss  S ta te  U niversity
97 T a rle to n  S ta te  U niversity
98 T exas A&M U nivers ity  -  College S ta tio n
99 T exas A&M U nivers ity  -  C om m erce
100 T exas A&M U n iv ers ity  -  C o rn u s  C h r is ti
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Rank S ta te In stitu tio n
101 T exas A&M U niversity  -  G alveston
102 T exas A&M U niversity  -  Kingsville
103 T exas A&M U niversity  -  T ex ark an a
104 T exas S o u th e rn  U n iversity
105 T exas Tech U n iversity
106 T exas W om an’s  U n iversity
107 U niversity o f H o u s to n  -  C lea r Lake
108 U niversity  o f H o u s to n  -  D ow ntow n
109 U niversity o f N orth  T exas
110 U niversity  o f T ex as  o f th e  P erm ian  B asin
111 U niversity  o f T ex as  -  A rlington
112 U niversity  o f T ex as -  A ustin
113 U niversity  o f T ex as  -  Brow nsville
114 U niversity  o f T ex as  -  D allas
115 U niversity  o f T ex as  -  El Paso
116 U niversity  o f T exas -  P an  A m erican
117 U niversity o f T ex as -  S a n  A ntonio
118 U niversity  o f T ex as -  Tvler
119 W est Texas A&M U niversity
120 U tah S o u th e rn  U tah  U n iversity
121 U niversity  o f U tah
122 U tah  S ta te  U n iversity
123 W eber S ta te  U n iversity
124 W ash in g to n C en tra l W ash in g to n  U niversity
125 E aste rn  W ash in g to n  U niversity
126 Evergreen S ta te  C ollege (The)
127 U niversity o f W ash in g to n
128 W ashing ton  S ta te  U n iversity
129 W estern  W ash in g to n  U niversity
130 W yom ing U niversity  o f W yom ing
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UNIV
May 16. 2000

A ddress

D ear .

In an  e n v iro n m e n t w h e re  com pétition for a tu d en ta  if  h ig h , h ig h e r  educa tio n  in stitu tio n s  h av e  been  d iscovering  
th e  im portance  o f  m a rk e tin g . A s p a n  of my research  for m y d is s e r ta t io n  in E ducational L ead ersh ip  a t  th e  
U niversity  o f N ev ad a . L a s  V egas. I am  conducting a  su rv ey  to  d e te rm in e  how public h ig h er ed u ca tio n  in s titu tio n s  
m ark e t for u n d e rg ra d u a te  e n ro llm e n t. T he survey enckw ed h a s  b e e n  designed  to  d eterm ine  th e  e x te n t  to  w hich 
public h ig h e r e d u c a tio n  in s t i tu t io n s  in  th e  W estern region o f  th e  U n ite d  S ta te s  u tilize m ark e tin g . I t  is  in ten d ed  to  
explore v arious s t r a te g ie s  a n d  re a so n s  why enroUm eol m a rk e tin g  m a y  o r  m ay not be im plem ented  a t  each  
un iversity  an d  if  i t  is su c cess fu l. T h e  survey is divided in to  e ig h t sec tio n s . T h ese  sections a re  designed  to  d e te rm in e  
stra teg ic  m a rk in g  p la n s , m a rk e tin g  strategy, m ark e tin g  s e g m e n ta tio n , m a rk e t, m arketing , co m petitive  
env ironm ent, im ag e  a n d  d e m o g ra p h io .

P lease  ta k e  t im e  to  fill o u t  th is  pilo t in s tru m en t an d  r e tu r n  i t  a s  soon a s  possible. For yo u r p a r titn p a tlo n  in 
th is  survey, r e su lts  o f  t h e  s tu d y  w ill be sen t to you. Your re sp o n se s  w ill b e  k ep t co n fid en tia l S u rv e y s a r c  nu m b ered  
solely for th e  p u rp o se  o f  se lec tiv e  follow up m ailings. I f  need b e . p le a s e  fo rw ard  th is  su rvey  on to th e  a p p ro p ria te  
Individual. A s e lf  a d d re s s e d  s ta m p e d  envelope has been  prov ided  fo r  y o u r  convenience. T h an k  you fo r ta k in g  p a r t  in  
th is study.

Cordially.

Becky L. W utaon

Department of Educational L eadersh f  
4 5 0 5  Maryland Parkway • Box 453002 •  Las Vegas. Nevada 89154-3002 

(702) 895-3491
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PL*BUC HIGHER EDUCATION MARKETING SURVFi'

Thiti su rvey  h a s  been designed to d e te rm in e  th e  e x te n t to  which public h ig h e r ed ucation  in s titu tio n s  utilize 
m ark e tin g  It is in tended  to explore v a r io u s  s tra te g ie s  a n d  reasons why en ro llm e n t m a rk e tin g  m ay o r m ay not be 
im plem ented  a t  each university  a n d  if  it  is successful. T h is  survey is divided in to  e ig h t sections. T h ese  sections are  
designed  to  determ ine stra teg ic  m a rk in g  p lans, m ark e tin g  strategy*m arketing se g m en ta tio n , m arket, m arketing, 
com petitive envnronm ent. im age an d  dem ographics. P lease  s ta rt  by com pleting  th e  follow ing dem ographic 
inform ation . All inform ation will be k e p t confidential. N am es of indiv iduals p artic ip a tin g  in th is  s tu d y  are  needed 
only  a s  con tacts for th is  stud)' a n d  will n o t be u sed  m an y  o ther m anner.

In s titu tio n  N am e . 

N am e  __________

D ep artm en t

A d d re s s :___

P h o n e  _____ Fax: _£lOatl:

DEFINITIONS

1. C om petitive Environm entrA  com petitive  en v ironm en t consists of g roups a n d  o rg a n iz a tio n s  th a t  com pete for 
a tte n tio n  and  loyalty from th e  a u d ie n c e s  o f  th e  organization .

2. D em ographics' T he use of n u m b ers a n d  s ta tis tic s  to  iden ti^ . categorize o r classify  g roups o f custom ers o r 
populations. T he u su a l (kymographies include age. sex. mcurne. education, race, an d  creed , am ong others.

3 .Marketing: .M arketing is th e  analy s is , p lann ing , im plem entation, a n d  contro l o f carefu lly  fo rm ulated  program s 
designed to b ring  about vo lu n ta ry  excdianges o f  v a lu es  with ta rg e t m a rk e ts  fo r th e  p u rp o se  o f  a<diieving 
org an iza tio n a l objectives

4 M arketing  Mix: M arketing  m ix is th e  p a r tic u la r  b lend  of contro llable m ark e tin g  v a r ia b le s  th a t  th e  firm  uses to 
achieve its objective in th e  ta rg e t m arket*  abou t v o lun tary  exchanges o f v a lu e s  w ith  ta rg e t  m ark e ts  for th e  
purpose of a(diieving o rgan iza tional objectives. It re lies heavily on designing  th e  o rganization^ offering in term s 
o f th e  target m arkets needs an d  des ires , and  on usm g effective pricing, com m unication , an d  d istribu tion  to 
inform, m otivate, and  service th e  m a rk e ts . M ark e tin g  mix variab les a re  classified  in to  fou r m ajor groups 
product, price, place and  prom otion.

5 M arketing  Segm entation  M arket scrgraentation is dividing a m arket into d is tin c t g roups o f b u y e rs  who might 
req u ire  se p a ra te  product o r m a rk e tin g  mixes.

6. M arketing  Strateg)*: .M arketing s t r a te g y  is th e  selection  of a ta rg e t m ark e t, th e  choice o f  a com petitive position,
an d  th e  developm ent of an  effective m a rk e tin g  mix to  reach an d  se rve th e  chosen  m ark e t.

7. M edia Plan: A formal, w n tte n  docum ent detailing  m edia strateg)' % ithm th e  ad v e rtis in g  p lan , including a 
d e ta iled  budget

6 Ps) chographics A research  m ethod  designed  to  ob ta in  life-style d a ta  from consum ers.

9 .Market: T he developm ent of a  lis t o f  c r i te r ia  to  identify  the  m ost a ttra c tiv e  p o te n tia l s tu d e n t m arketA  se t o f
all people who have on ac tual o r p o te n tia l in te re s t in a product o r serv ice a n d  th e  a b ility  to  pay

D ep artm ent o f Educational Leadership  
4505 Maryland Parkw ay Box 4 5 3 0 0 2 #  Las \* g a s . Nevada 8 9 1 5 4 -3 0 0 2  

{702)895-3491
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UNTV
PU B L IC  H IG H E R  ED U CA TIO N  M A R K ETIN G  SURVEY

T h is  su rvey  ha< b**cc designed to  d e te rm in e  th e  e x te n t to  w hich p u b lic  h ig h e r  ed u ca tio n  in s titu tio n s  utilize  
m ark e tin g . I t  is in tended to exp lore v ario u s  s tra te g ie s  a n d  reasons w hy  en ro llm en t m a rk e tin g  m ay o r m ay not be 
im p lem en ted  a t  each u n iv e rs ity  an d  i f  it is  succesafuL  T h is  survey  is d iv ided  in to  e ig h t aectione. Theme sections a re  
designed  to  d e te rm in e  s tra te g ic  a a r k i s g  p l a n a  m a rk e tin g  stra tegy , m a rk e tin g  se g m en ta tio n , m a rk e t, m arketing , 
com petitive env ironm ent, im ago  a n d  d em ograph ics. P le a se  s ta r t  by co m p le tin g  th e  fo llow ing dem ographic 
inform ation . All inform ation will be  kept con fid en tia l. N am es of in d iv id u a ls  p a r tic ip a tin g  in  th is  s tu d y  a rc  needed 
only »«- co n tac ts  for th is  s tu d y  an d  w ill n o t be  u sed  in  an y  o th e r  m an n er.

In s titu tio n  N a m e :_________________________________________________________________________________________________

N am e: _

D ep artm en t:

A ddress; ____

P h o n e :______

TiUe;

F ax : Email:

D E FIN IT IO N S

1. C om petitive  E nvironm ent: A co m p etitiv e  en v iro n m en t consists o f  g ro u p s  and  o rg an iza tio n s  th a t  com pete for 
H ttf n tio n  an d  loyalty  from  th e  a u d ien ces  o f  th e  o rgan iza tion .

2. D em ographies: T he use o f  nu m b ers a n d  s ta tis t ic s  to  identify , c a teg o rize  o r  classify  g ro u p s o f cu stom ers or 
p opu la tions. T he usua l d em ograph ics in c lu d e  age. sex . income, e d u ca tio n , race, a n d  creed , am ong  others.

3. M ark e tin g : M arketing  ia th e  an a ly s is , p la n n in g , im p lem en ta tio n , a n d  contro l o f c a re fu lly  fo rm u la ted  program s 
designed to  b ring  abou t v o lu n ta ry  ex ch an g e s  o f v a lu es  w ith  ta rg e t  m a rk e ts  for th e  p u rp o se  o f  achieving 
orgnniT^tional objectives

4. M ark e tin g  Mix: M a rk e tin g  mix is  th e  p a r t ic u la r  b lend o f co n tro llab le  m ark e tin g  v a r ia b le s  t h a t  th e  firm  uses to 
achieve i ts  objective in th e  ta rg e t  m arket* ' ab o u t v o lu n ta ry  exchan g ee  o f  v a lues w ith  ta rg e t  m a rk e ts  for the 
pufpoye o f  ach ie \in g  o rg an iza tio n a l ob jectives. I t  re lie s  heavily  on  d es ig n in g  th e  o rg an iza tio n 's  offering m te rm s  
of th e  ta rg e t  markets* needs and  d es ire s , an d  on usin g  effective p ric ing , com m unication , an d  d istr ib u tio n  to 
inform , n io liveie . and se rv ice  th e  m a rk e ts . M a rk e tin g  m ix v a r ia b le s  a re  classified in to  four m ajo r groups: 
product, price, place an d  prom otion .

5. .M arketing S egm entation : .M arker se g m e n ta tio n  is d iv id in g  m m a rk e t  in to  d is tin c t g roupa of baj^ere w ho m ight 
requ ire  se p a ra te  product o r  m a rk e tin g  m ixoa.

6. M ark e tin g  S ira tc g ): M a rk e tin g  slmt»?gy is th e  se lec tion  of o ta rg e t  nuirkcU  th e  choice o f  o com petitive position, 
find th e  developm ent of a n  effective m a rk e tin g  m ix to  rencii an d  se rv e  th e  chosen m ark e t.

7. .Media P lan : A form al, w r itte n  docum en t detaiU ng m edia  s tra te g y  w ith in  th e  ad v e r tis in g  p lan , includ ing  a 
de ta iled  budget.

6. Ps>Thographics: A resea rch  m ethod des ig n ed  to  o b ta in  life-sty le d a ta  hrom consum ers.

9. M arket: T h e  developm ent o f o l is t  of c r i te r ia  to iden tify  th e  m ost a t t r a c t iv e  p o te n tia l s tu d e n t m ark e ts . A se t of 
a ll people who have on a c tu a l o r p o te n tia l  in te re s t  in  a  p roduct o r  se rv ice  a n d  th e  ab ility  to pay.
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UNIV
DATE:

TO:

FROM:

RE.

Febniuy 2.2000 

P.GUlioo
M/S soot

Keny Green, Sponsored Prog rims CoordiMBDr 
OfCce ofSpunsored PrograiDs (X1357)

Status of Project Involving Human Subject
Protocol Title: Blanket ftotocol for C nnon Center for Survey Research 

Advisor
OSP Number 11110399^2216

The protocol for the project referenced above was reviewed by the UNLV Iitstkutional Review 
Board in March o f 1999. The protocol was approved for a period ofone year from the dale of that 
approval notification.

According to Federal regulatwuB, approvals may be given for a one year duratioo. If the project it 
still active, i.e , interaction with human stibjects still being conducted, then the inveatigatar muM 
notify the Office o f Sponanred Ptogtams. If all interaction with humtai aulgecm is complete on foe 
project, no notification is necessary.

Please submit to our office through yom advisor a written request to extend your research project 
In vniir mrnw pimsf itiHirjt*  wbfthmr tfiHT. îc m rhmmg* nr no riisny» in vnitr pmfnfnl If there is 
a change in your protocol, i.e., research methods or procedures or subjects, please lesubmit a 
protocol to this office for review.

If we do not receive any notihcatioo by way of memorandum requesting an extension o f your 
protocol, then we will assume that the project is completed. Please submit your memo and/or 
protocol to our office as soon as possible (M/S 1037). Please reference the abm% nam* nf ntpject 
and the tTSP num ber whoi submitting yoiv memorandum.

If you have any questions regarding the above, please contact our office at Ext 1357.

cc: Advisor
OSP File

Office of Sponsored Programs 
4505 Maryland Partway • Box 451037 •  Las Vegas. Nevada 89154-1037 

(702) 896-1357 • FAX (7021895-4242
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u N iv tjc s rn r  o f  n e v a d a ,  l a s  v e g a s

Protocol Form f w  Research lawoMiÊg Hmmam Sah/eets
Smbmh to Office ef SpomawdPwpmma: Oi%iMlcffohcomr f c u n d  
andiifoTHiedcomMal) LigNMbar:

Ia f rt%a«w g  (TUqmpriai). lâipmsomprbK^mOymipnmdNf âmfoeWwalv th m umhme A X p rimr%mllMm#gMarl:m 
smdni. Bn focâlqr aiMHr OB I k  A

MASiop

A. fK ttlSTIK E A HOKAK
B. _____________________

CANNOtJ COTTER FOB SURVEY RESEARCH 5006

TUcorPntftctr

DmralkmofSKdy (Frciceol mma èe nmtmd mnmOy): Swt_

T>pe ef SelKlKloe;

fxpflHn* 111 CAWnOU CfcJjj'tJi FOR SURVEY RESEARCH

SabJcdK (Tkmae tsOmme «wAeriJ

UNLV I
fl8)

MaOKBL foCnCBMBd KljBCa 

wfeoKfimlHgKge
toi

 OCSDS
 nrnAmldpmtéSHèiem

ProcediufK: fA7T4QynelwKWK»iiCf,Ke*Kgiimfnwii«ifro,<iMPidn»><citoAitei.iwiBwniitm rKiwci. Krf«»eJ 

_X—  SKWy.gKntoKton(i)

Paiitol. egiil. lecedtog (A0kA ir ln e n ilW

(mmek CUKKB/Tm" »—0

. Appra«edA«g,NewKe* 

. bveniBnioKlDevtoe

PayckeÊapat

* Provide FDA AMdéorùaOom

Mbĉ  iBVMipKr'i Sb

Due E n k y  Advisor's Signune (FdnpBcaMf)
«owe
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BoaumcNi or in iD V

l.SUBBCEE.

ALL SUBJECniVBO WILL PAKnCVAie IK USEAKCH OOMXJCRD BY THE CANNON 
OEIVrER PGR SURVEY BESEARCH WILL BB OONTACIBD BY m E m O N B . T B S I O C  
NUMBBES WILL BE OBTAINHD mOM EAWOMLY SBLBCIBD SAWIBS. 1BBSE 
SAMPLES ABB GENBRALLY nB C H A SD  1W 0UOH WBELY W D l BEfVTABU 
ORGANIZATIOMB. 1HBSE EPPOBn BMURB THAT OUE SABOTE K M LJKnQ Hi WILL BE 
BEPBESNTATIVB o r  T IS  LABflBBParULATKN Of AIL ABBAS O K U m iO B A C B , 
BELKBCK ( B C e B  ABO THE LBO. Of A C A B  WHBBB THB (BlOUr BBDIC nU D B D  
PALLS UNCEB A SPBOFIC OBMOOBAPHK: SUCH AS AOB. BAMDOM SAMKBS OP THAT 
PABTICUIAB OBOUr WILL BE U B D T O S a iB N  PORM EM SnS CP SUCHfOOLS. WB DO 
NOT P C R E Sn ANY OBCUMSrANCES UMCB10IIGH StHdBCTS WBL ■  
COMRMSAIED PCRTHEXBPABnCPArEBL

THE PUtPGSE OP OUR BESEAXOl VABKS o r  OBTAIL PBCM PBOBCT TO PBOIKT. WE 
ARE A SOCIAL BESEABCM CZNRB AND THUS IB D V K  BOIH OJENTS ABI>
A CA POaCBPCTA BngRS WriHOOOBMAMOK W H K H W S L K IT E R K L P T S M T O  
UNQCRSTAND A N ) SOIVB T K IB  O JENTR1W  OtBACUNnnr. CnBBNT BODY. ABERCR 
BESEABOfSURmCrSTmRmRVER ALLOT ODE BEBABCHgEEBCUIHPCNA 
VOJUNTABYBASB AM> B  B i n B  AGHEVEDTnOUOKTBLBnaNE BURVBYR PAOT • 
TO-PACE INTERVIEWS,MAS. SUBVEYRORBBBABCHOP PEEEXBIINODATA THE 
CCSB IS PTAPPED BY EXPEBBNCED PERSONNEL WHO USE TBHBEXPEBmB TO 
DESK»! INSTRUOTIfrS WHICH ARE EPIECnVE AND AS UNOBIBUBVE AS PO SSaU  Of 
THIS PIELD CP BBSEABOL

3 mToa

ALL BESEABOl CONDUCIED BY THE OCSB IS OCMFLFRLY C O n iE N n A L . NAMES 
AXE NEVER ATTACHED TO TIK SURVEY INRBUBfENrSi TRAOONG OeVKES ARE 
BASED ON KUOTBICAL CODER NOT NAMES. ALL SUBJBCTS AXE ASEED TO 
PARTTOPATE ON A VOLUNTARY BASIS A »  ABE PIBLY DVCBIBD AS TO T W  REASON 
AND PURPOSE OP (XJR INQUIRIES. SUBJECTS MAY W m m A W PB O M  TXB STUDY AT 
ANYTIME.

4. BEhB TltB -

AS STATED ABOVE. OUR RESEARCH AIDS CUENTS PROM THE PRIVATE SECTOR. 
OOVERNMEPff. NON PROPITINSrn U IE OB AMD ACADEMIC INSTnV IK P g  TO n g  
REALMS OP PRIVATE BUSINESS A W  THE OONSUPfER OUR BESEABOl PROVIDES A 
WEALTH OP PCW KNOWLEDGE IN AREAS WmCX ARE BARELY PROBED IK ADOmON 
TO INSnCATTNC NEW RESEARCH INTO AREAS WRIŒ DESPERATELY M ED  
REVAMMNGL

5. RBK-MNEPTT RATIO

THE RISKS INCURRED IN OUR LINE CP BEgABCH ARE BflNIMALlPATALL, WHRETHE 
BENEPITSAREIMOTASURABLE 1HEBAnOBLARaB.YlNPAVaROPSOCUL 
RESEARCH

THERE IS MO COPT TO THE SUBJECT BEYOND TB4E INVOLVEMENT.
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7. iw priR M H norpm iT :

A U . SURVEYS O ra tM  T IE  PABnaPANT OF T K  KUXJWMB:

INTERVIEWER'S KAkOT th e  NAME OP CXSR. AW  o u t  LOCAnON AT UNLV

iN siR u c n o N s.p u R P o a . a w  a  t b s p r a i c o p t s  su r v ey
THEBEMPITB. IP A N Y O P m E PA R nO PA nO N  
OOMPENSAnOK V  ANY. W aOB WILL BE RBOIVBD AS A RESULT OP 
PARTICIPATION (ALT1B3UGH SUCH B  NOT POBESEEN AS A PRACnCE OP CCSB) 
AN EXPLANATKK OF OUR NUWER CASE ASSMNMENr (AS OPPOSED TO NAW

ASSURANCE THAT PABTN3PATI0NB VOLUNTARY A W  MAYBE OONUUDED AT 
ANY O V IN  TD C  IP SO EBSIRHD
O'THE SUBJECTS AT ANY GIVEN T n C  ARE OOLDREK THE OELD ASSENT PORM 
A W  A PARENTAL CONBNT POBM WBL K  SIO C D  (WE DO NOT PRESBNILY

S. ngflMflprnwKTPBinauMrt
CCSR UNDERSTANDS THA T# (MLDBEM ARE TO BE USED IN ASTUDY. THAT A 
SEPARATE PROTOCOL MUST BE SUEMil TEU TOTWOPPICBOP g q  BORED
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SURVEY QUESTIONS CATEGORIZED BASED ON 

RESEARCH QUESTIONS
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R esearch  Q u e s tio n  O ne
Q 1.1 : D oes o u r  in s t i tu t io n  have  a  w ritte n  m a rk e tin g  p la n ?
Q 1 . l a : I f  yes, w a s  a n  o u ts id e  m a rk e tin g  firm  c o n tra c te d  to  a id  in  th e  

p ro ce ss?
Q 1 .2: h a s  y o u r  in s t i tu t io n  convened  a n  o n -c a m p u s  co m m ittee  in  c h a rg e  

o f develop ing  a  s tra te g ic  m a rk e tin g  p la n ?
Q1 -2a: If y es, is  th e  c o m m ittee  c h a rg e d  w ith  m ak in g  m a rk e tin g  d e c is io n s  

for th e  u n iv e rs ity  ( in s titu tio n )?
H as y o u r  in s t i tu t io n  developed  a  s tra te g ic  m ark e tin g  p la n ?
If y o u r  in s t i tu t io n  h a s  developed  a  s tra te g ic  m a rk e tin g  p la n , ho w  
often  is  th e  p la n  rev iew ed?

Q 1 .6: If y o u r  in s t i tu t io n  h a s  developed  a  s tra te g ic  m a rk e tin g  p la n , h o w  
often  is  th e  p la n  u p d a te d ?
H as y o u r  in s t i tu t io n  defined  i ts  m a rk e tin g  s tra teg y ?
W as a n  o u ts id e  m a rk e tin g  firm  c o n tra c te d  to  a id  in  th e  p ro c e s s ?  
Have th e  facu lty  a n d  s ta ff  b e en  in c lu d e d  in  a n y  m ark e tin g  
s tra te g ie s  c o n d u c te d  by th e  u n iv e rs ity ?

Q6.1 : H as y o u r  in s t i tu t io n  developed  a  specific  m a rk e tin g  s tra te g y ?

Q 1.3:
Q 1.5:

Q 2.1:
Q 2.2:
Q 2.4:

R esearch  Q u e s tio n  Two
Q 1.7: If y o u r  in s t i tu t io n  h a s  a  s tra te g ic  m a rk e tin g  p lan , is  it  g ea red  

tow a rd s  e n ro llm e n t m ark e tin g ?
Q 1 .8: If y o u r  in s t i tu t io n  h a s  a  s tra te g ic  m a rk e tin g  p lan , w a s  th e

in s t i tu t io n s ’ m is s io n  a n d  g o a ls  u s e d  a s  a  b a s is  for th e  p la n ?

R esearch  Q u e stio n  T h ree
Q4.1
Q 4.2
Q 4.3
Q5.1
Q 5.2
Q 5.3

Q 5.4:

Q 5.5:

Q 7.1:
Q 7.2:

Is y o u r  in s t i tu t io n  in te re s te d  in  d e fin in g  i ts  m a rk e t?
H as y o u r  in s t i tu t io n ’s  m a rk e t  b e e n  d e fined?
How w a s  th e  m a rk e t  iden tified?
H as y o u r  in s t i tu t io n  identified  a n y  co m p e tito rs?
How hav e  y o u r  c o m p e tito rs  b e e n  iden tified?
D oes y o u r  in s t i tu t io n  c o n s id e r  th e  c u r r e n t  favorable econom ic  
c o n d itio n s  o f th e  U n ited  S ta te s  a  c o m p e tito r  of h ig h e r  e d u c a tio n ?  
Do you  c o n s id e r  th e  c u r r e n t  favo rab le  econom ic  c o n d itio n s  o f th e  
U nited  S ta te s  a  c o m p e tito r  o f h ig h e r  e d u c a tio n ?
Do you  a g re e  o r  d isa g re e  t h a t  in  favo rab le  econom ic  tim e s  
s tu d e n ts  a re  le s s  likely to  o b ta in  a  college d eg ree  o p tin g  to  jo in  th e  
w ork  force?
H as y o u r  in s t i tu t io n  developed  a  specific  m a rk e tin g  im age?
Is th e  m a rk e tin g  im age  ta rg e te d  to w a rd  th e  s u r ro u n d in g  
co m m u n ity ?
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R esearch  Q u estio n  F o u r
Q 4.4: H as th e  in fo rm a tio n  (of how  th e  m a rk e t w a s  identified) been  

in teg ra ted  in  th e  in s t i tu t io n s  m ark e tin g  p la n ?
Q 7.3: H as y o u r m a rk e tin g  im a g e  ? (F ocused  o n  th e  c u rre n t  im age;

b een  designed  to  h e lp  c h a n g e  th e  im age; n o t  su re .)

R esearch  Q u estio n  Five
Q 2.5: D oes th e  in s t i tu t io n ’s  m ark e tin g  s tra teg y  involve m ark e tin g  for 

en ro llm en t?
Q 2.6: Is th is  s tra teg y  to  in c re a se  th e  s tu d e n t  b a s e  for ad m iss io n ?
Q 2.7: Is th is  s tra teg y  to  in c re a se  u n d e rg ra d u a te  e n ro llm e n t a t  y o u r 

in s titu tio n ?
Q 2.8; D oes th e  e n ro llm e n t m ark e tin g  s tra teg y  re a c h  i ts  ta rg e t  m ark e t?
Q 2.9: W hat ev a lu a tio n  in s tru m e n t(s )  i s / a r e  u se d  to  d e te rm in e  if th e  

in s titu tio n s  ta rg e t m a rk e t is  be ing  re a c h e d ?
Q 6.3: h a s  y o u r in s t i tu t io n s  m ark e tin g  s tra teg y  a n d /o r  m ed ia  p lan  b een  

geared  to  in c re a se  u n d e rg ra d u a te  e n ro llm e n t a t  y o u r  in s titu tio n ?
Q 6.4  H as y o u r  in s t i tu t io n s  m ark e tin g  s tra te g y  a n d /o r  m e d ia  p lan  b een  

g eared  to  in c re a se  fu ll-tim e  s tu d e n t  e n ro llm e n t a t  y o u r  
in s titu tio n ?

Q 6.5: H as y o u r  in s t itu t io n  d e te rm in e d  th e  effect o f th e  s tra te g y  a n d /o r  
m ed ia  p lan  o n  s tu d e n t  en ro llm en t?

Q 6.7: H as th e re  b een  a n  effect on  th e  s tu d e n t  a d m iss io n  pool d u e  to  th e  
m ark e tin g  s tra te g y  a n d / o r  p lan ?

R esearch  Q u estio n  Six
Q 3 .1 : D oes y o u r in s t itu t io n  c o n d u c t s tu d e n t  tra c k in g ?
Q 3.2: Is th e  b a s is  for tra c k in g  in  w hole o r  in  p a r t  o f th e  in s ti tu t io n s  

m ark e tin g  e ffo rts?
Q 3.4: Is th e  d e p a r tm e n t in  c h a rg e  of s tu d e n t  tra c k in g  involved in  th e  

m ark e tin g  s tra te g y  for th e  in s titu tio n ?
Q 3.5: D oes th e  d e p a r tm e n t in  ch arg e  o f s tu d e n t  tra c k in g  h e a d  th e  

in s t itu t io n ’s  m a rk e tin g  efforts?
Q 4.5: Have th e re  b e en  effo rts  by  th e  in s titu tio n  to  m ak e  facu lty  a n d  s ta ff  

aw are  of th e  in s t i tu t io n s  ta rg e t m a rk e t?
Q 6.2: H as y o u r  in s titu tio n  developed  a  m ed ia  p la n ?
Q 6.6: If y es , w h a t a re  th e  e ffec ts  o f th e  s tra teg y  a n d /o r  m e d ia  p lan ?
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