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This study concerns the role of admissions officers in 

the marketing activities of Texas Colleges and universities. 

The purposes of this study are to identify the marketing 

activities of Texas colleges and universities for admissions 

and recruiting, to determine if these marketing activities 

vary according to identified characteristics of the colleges 

and universities, to determine the role of admissions 

officers in marketing activities, and to determine the 

organizational structure for marketing activities in Texas 

colleges and universities. Questionnaires were mailed to 

the admissions officers of the eighty Texas colleges and 

universities recognized by the American Council on Colleges 

and Universities. A total number of 58 usable 

questionnaires were returned which constitutes a response 

rate of 72.5 percent. Frequency distribution and the chi-

square test for independence, significant at .05 level, were 

utilized for statistical treatment of the data. 

The study reveals that the most widely used marketing 

activities by Texas colleges and universities to achieve the 

enrollment objectives of their institutions are involving 



students in evaluating instructors, having the following 

financial aid programs for students (a) scholarship, 

(b) grants and installment plans for fees, offering evening 

classes, striving to increase student enrollment, and 

sending personnel off-campus for personal solicitation for 

student recruitment purposes. A majority of the admissions 

officers are responsible for the development and 

implementation of marketing plans and admissions/recruiting 

efforts at their institutions. Most of these admissions 

officers report to the president/chancellor or vice 

president for academic affairs of their respective 

institutions. 

Furthermore, there are no significant findings to 

indicate that the role of admissions officers in the 

marketing activities of Texas colleges and universities 

varies according to the type, size, and level of 

institutions. Most of the respondents whose institutions 

have organizations for marketing activities indicated that 

their organizational marketing activities are centralized. 
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CHAPTER I 

INTRODUCTION 

American colleges and universities are currently facing 

some serious problems in the form of declining enrollments 

and financial constraints. Enrollment projections and 

predictions for institutions of higher learning indicate a 

continuous decline for the next decade (4). 

However, according to new projections by the U. S. 

Department of Education, college and university enrollments 

will be relatively stable over the next four years, with the 

number of students rising to 12.36 million in 1989 and then 

dropping to 12.2 million by 1991 (28, p. 29). To offset 

these problems, college and university leaders promote 

their institutions by presenting their cases to prospective 

students and potential donors through effective marketing 

programs. 

The incorporation of marketing activities into non-

business organizations has been a major concern of students 

and scholars of marketing. A lack of basic understanding of 

the term marketing was thought to be one of the reasons why 

broad marketing concepts have not been widely utilized in 

non-profit organizations like colleges and universities. 



Kotler and Levy (14, p. 10) have indicated that the 

term marketing connotes to most people a function peculiar 

to business firms. Marketing is seen as the task of finding 

and stimulating buyers for the firm's output. It involves 

product-development, pricing, distribution, and communi-

cation. In progressive firms, it involves continuous 

attention to the changing needs of customers and the 

development of new products with product modifications and 

services to meet these needs. 

Kotler and Levy (14) contend that whether marketing is 

viewed in the old sense of "pushing" products or in the new 

sense of "customer satisfaction engineering," it is always 

viewed and discussed as a business activity. They argue 

that marketing is a pervasive societal activity that goes 

considerably beyond the selling of toothpaste, soap, and 

steel. Political contests remind us that candidates are 

marketed as well as soap; student recruitment by colleges 

and universities reminds us that higher education is 

marketed; and fund raising reminds us that "causes" are 

marketed. Yet, these areas of marketing are typically 

ignored by the student of marketing, or they are treated 

cursorily as public relations or publicity activities. No 

attempt is made to examine whether the principles of "good" 

marketing in traditional product areas are transferable to 

the marketing of services, persons, and ideas (14, p. 10). 



Murphy and McGarrity (22), also indicate a mis-

conception of marketing techniques in institutions of 

higher learning. In their study of 300 educational 

administrators whose colleges/universities were in trouble 

because of declining enrollment, spiraling costs, and rising 

tuition, 61 percent said that they saw marketing as a 

combination of selling, advertising, and public relations. 

Another 28 percent indicated that marketing was only one of 

these three activities. Only a small percentage suggested 

that marketing had something to do with needs assessment, 

marketing research, product development, pricing, and 

distribution. The argument is that most people think of 

marketing as synonymous with selling and promotion. 

In a similar view, Surface (24) argues that the 

university organization is different from a business firm, 

and therefore the techniques used in business are 

inappropriate for a university. However, faced with the 

prospects of declining enrollments and financial 

constraints, some institutions of higher learning, including 

Harvard University, have advertised their educational wares 

through promotional techniques peculiar to business firms 

(6, p. 94). One university even went to the extent of 

offering halfprice to relatives of its full-time students. 

The "comprehensive family plan" allows the brothers, 

sisters, wives, and husbands of full-time students of 

Fairleigh Dickinson University to enroll in the university 



at half price under a plan adopted by the board of trustees. 

This plan also permits parents and grandparents of full-

time undergraduates to take as many courses as they wish, 

free of charge, when spaces in the courses are available 

(27) . 

Another major concern of the present study is the role 

of admissions officers in marketing activities of colleges 

and universities. The responsibilities of admissions 

officers may vary according to the institution organi-

zational structures. 

According to Berry and Allen (2, p. 27), the process 

for enhancing the marketing effectiveness of an institution 

of higher education should start with the adaptation of the 

organizational structure to encourage effective performance 

of marketing functions. They contend that unless qualified 

personnel are formally (organizationally) and informally 

(through the visible support of senior administration) given 

the responsibility and authority for carrying out the 

marketing management task, it should not be expected that 

this task will be carried out with any real degree of 

effectiveness. More simply put, marketing is no different 

from any other important function of a college or 

university. Somebody needs to be in charge. Berry and 

Allen indicate that one approach to organizing for marketing 

that is applicable in a large or moderate sized university 



is that the functions of admissions, career counseling and 

placement, public relations and information services, 

development, and alumni relations all be placed under a 

vice-president for institutional research, planning, and 

external relations, who is the institution's top marketing 

administrator. This structure allows for singular authority 

over, and encourages the coordination of, those 

organizational units which commonly interface with a 

university's external public, such as perspective students, 

high school and junior college counselors, prospective 

employers of graduates, the mass media, parents, potential 

donors, legislators, and others (2, p. 27). 

Kemerer, Baldridge, and Green (10, p. 26) , on 

enrollment management, reveal that on many campuses, a 

sizable portion of the faculty and administration is 

neither very knowledgeable about campus enrollment problems 

nor very concerned about them. Yet, successful enrollment 

management reguires substantial faculty participation to 

develop programs, establish articulation agreements with 

feeder institutions, publicize departmental programs, and 

provide guality teaching and advising. All these are 

required to attract students, reduce attrition, and develop 

loyal alumni. 

Kemerer, Baldridge, and Green argue that faculty are 

generally not involved in student recruitment and retention, 

and the office of admissions has little influence over 



campus governance. Most institutions operate under a 

traditional organizational scheme in which the admissions 

office has primary responsibility for maintaining 

enrollment. However, the operational activities of the 

admissions office are generally limited to communications 

with potential students. Admissions personnel do not have 

much influence over the range of programs and policy issues 

that affect enrollment, such as academic program 

development, student life programs, and retention efforts 

(10, p. 26). 

In addition, as reported by Kemerer, Baldridge, and 

Green (10, p. 28), Roger Campbell (1980) proposes an 

institutional marketing committee that would have an 

advisory role in recruitment efforts. Campbell suggests 

that this committee should stress that the entire campus 

community is responsible for recruitment; and committee 

membership should include the directors of admissions and 

financial aid, the dean of students, a senior faculty 

program officer, plus some recognized faculty leaders. 

As indicated earlier, the role and responsibilities of 

admissions officers vary. Therefore, it is important to 

identify the role and responsibilities of admissions 

officers in marketing activities of various institutions of 

higher learning in Texas, and marketing activities that are 

used by these institutions for admission and recruiting. It 



is also important to determine whether certain institutional 

characteristics are factors that affect the marketing 

activities being employed by admissions officers in colleges 

and universities. 

Statement of the Problem 

The problem of this study is the role of admissions 

officers in marketing activities for admissions and recruiting 

in Texas colleges and universities. 

Purpose of the Study 

The purposes of this study are as follows: 

1. To identify the marketing activities of Texas 

colleges and universities for admissions and recruiting. 

2. To determine if these marketing activities vary 

according to identified characteristics of the colleges and 

universities. 

3. To determine the role of admissions officers in the 

marketing activities. 

4. To determine the organizational structure for 

marketing activities in Texas colleges and universities. 

Research Questions 

To carry out the purposes of this study, the following 

research guestions are utilized: 

1. What marketing activities are being used by Texas 

colleges and universities to achieve the enrollment 
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objectives? 

2. What are the responsibilities of admissions 

officers in the marketing activities of Texas colleges and 

universities and to whom do they report? 

3. What proportion of the current budget in Texas 

colleges and universities is allocated for 

admissions/recruiting efforts? 

4. What are the marketing problems of Texas colleges 

and universities as perceived by admissions officers? 

5. Do marketing activities vary according to the type 

of institution, size, and level? 

6. Does the role of the admissions officer in 

marketing activities vary according to the type, size, and 

level of the institution? 

7. Do marketing activities vary according to the 

enrollment patterns of the institution? 

8. Does the organizational structure for marketing 

activity vary according to the type, size, and level of the 

institutions? 

Background and Significance of the Study 

The role of marketing in non-profit organizations, 

particularly institutions of higher learning, has received 

considerable attention in both the literature of business 

and that of education. Most of the writings have addressed 

the issues of curtailment or eradication of problems of 



declining enrollment in both private and public colleges and 

universities. 

A study of enrollment trends in institutions of higher 

learning indicated that more than 170 private colleges have 

closed their doors since 1965 in the face of declining 

enrollments, dwindling endorsements, and sharply rising 

costs (12, p. 5). Some experts predict a further closing of 

anywhere between 10 and 30 percent of the nation's 3,000 

colleges in the next decade as the number of college age 

students shrinks about 20 to 30 percent from today's level 

(12, pp. 4-5). 

As a result of insufficient funding, 56 private 

institutions were forced to close their doors during the 

period from 1972 to 1975 (26, p. 4). A similar study of 

public institutions indicated a decline in enrollment. 

Enrollment increases slowed to an average yearly increase of 

4.5% during the years 1971 through 1974, and although the 

1975 rise of 10.4% ran counter to this trend, the estimate 

for 1976, based on a national survey of 1,475 institutions, 

was for zero growth (19). 

In addition, Centra (4), in his study of enrollment 

trends for higher education in the 1980s, reports that 

despite trends for increased numbers of adults, minorities, 

and women entering higher education, the academic industry 

will encounter no significant growth. Also in 1978, The 

Chronicle of Higher Education published a comprehensive 
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report on a twenty year trend in enrollment patterns in 

higher education. The report indicates a steady growth 

during the period from 1966 to 1988 (29). 

Furthermore, due to a combination of political and 

economic conditions, the state appropriation of budgets for 

public colleges in 1988 is not promising (8). To combat 

these unsteady enrollment and financial situations, 

institutions of higher learning are applying certain 

marketing activities to promote themselves. 

Many publications reveal efforts made by colleges and 

universities to control enrollment problems. Krachenberg 

(15, p. 370) indicates that some universities put 

substantial effort into the recruitment of students through 

persuasive efforts which frequently include advertising 

(posters, bulletins, and announcement letters to colleges) 

and personal selling (direct contact with promising 

students). Also, there are pricing considerations in the 

form of scholarships and subsidies of various sorts; and 

obviously a "product" (a series of both tangible and 

intangible utilities summed up by the term "education" is 

being marketed). 

Additionally, Murphy and McGarrity (22) , in a study of 

marketing activities of about 300 private institutions, 

report the extent to which colleges and universities, 

particularly private types, have turned to marketing 
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techniques because of continuous declining enrollment. 

These techniques include alteration of the education 

"product" to appeal to different segments of the market 

(e.g., evening programs are being offered at several schools 

to capitalize on the older adult markets). The study by 

Murphy and McGarrity (22) also revealed that other marketing 

mix-elements such as promotion, pricing, and channels of 

distribution have been adopted by college and university 

administrators. 

Despite the adoption and implementation of marketing 

activities by some institutions of higher learning, some 

marketing practitioners have criticized the extensive usage 

of mere promotional techniques by certain colleges and 

universities to offset enrollment problems. Kotler (13, p. 

39) contends that aggressive promotion tends to produce 

strong negative reactions among the school constituencies, 

especially the faculty, who regard hard selling as 

offensive. This type of promotion may turn off as many 

prospective students and families as it turns on. As a 

consequence, aggressive promotion can attract the wrong 

students to the college. 

By implication, this type of marketing creates the 

illusion that colleges have undertaken sufficient responses 

to declining enrollments—an illusion which slows down the 

needed work on product improvement—the basis of all good 

marketing, Kotler states. He recommends market-oriented 



12 

institutional planning, which includes three major issues: 

(1) market analysis, (2) resources analysis, and (3) mission 

analysis. Only a few colleges and universities, such as the 

University of Houston, New York University, Northwestern 

University, and Kent State University, have undertaken this 

approach (13, p. 39). 

A college admissions officer, David Sutton, also states 

that extreme promotional techniques alone will not solve the 

admissions/recruiting problem. He proposes a market plan 

for college admissions which includes six essential steps: 

diagnosis, prognosis, objectives, strategy, tactics, and 

controls (25, p. 52). Some of these steps address important 

factors such as what geographical area the present student 

body comes from, reasonable definition of the 

characteristics of current students, applicants, as well as 

potential students who for some reason are not applicants. 

Included also are demographic information about the students 

such as age, sex, geographic area, family makeup, family 

income, parent's occupation, and religious affiliations. 

However, according to Klotz (11, p. 301), the use of 

marketing techniques to solve enrollment problems should not 

be considered unethical in the academic environment but a 

necessary action in a severe survival struggle for many 

private colleges. It has also been suggested that two well-

known marketing strategies—product differentiation and 
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market segmentation are useful for both private and public 

institutions to support their admissions/recruiting programs 

(7) . 

Additionally, most of these unique marketing techniques 

other than mere promotional techniques can be found in the 

work of the following researchers and scholars: Bassin (1), 

Berry and Allen (2), Chappie (5), Johnson (9) Kotler (13), 

Leister (16) , Leslie and Johnson (17) , Lovelock and Weinberg 

(18), Meeth (20), and Miller and Eddy (21). 

The role and responsibilities of admissions officers in 

marketing activities of colleges and universities constitute 

another dimension of this study. The organizational 

structure of a college or university seems to clearly depict 

the role of its admissions officer. Berry and Allen (2, p. 

27) emphasize that the functions of admissions, career 

counseling and placement, public relations and information 

services, development, and alumni relations should be under 

a vice president for institutional research, planning, and 

external relations who is, in effect, the institution's top 

marketing administrator. Moreover, as reported in Kemerer, 

Baldridge, and Green (10, p. 30), Campbell and Fram propose 

a marketing committee and the creation of a new staff 

position to promote better coordination of campus marketing 

activities. 

Riehl (23) in reviewing the role of admission officers, 

describes admissions officers as "marketers and 
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gatekeepers." Marketers put more emphasis on meeting 

enrollment goals than do gatekeepers. Marketers feel that 

retention is primarily the job of the faculty and staff once 

the student arrives at the college, and only secondarily a 

concern of the admissions office. Gatekeepers are deeply 

concerned with screening applicants to find the right 

students to fill the freshman class. 

Despite these extensive studies on the effective 

utilization of marketing techniques in college and 

university organizations, particularly in the areas of 

admissions/recruiting, experts believe that this area of 

marketing is still underdeveloped. A recent report by a 

marketing consultant reveals that a number of institutions 

of higher learning entered the 1980s ill-equipped to deal 

with the problem of maintaining enrollment rate objectives 

(3, p. 5). Therefore, identification and analysis of the 

role of admissions officers in marketing programs of 

institutions of higher learning in the State of Texas 

deserve considerable attention in order to foster the few 

efforts that have been made in this segment of marketing. 

Limitations of the Study 

This study is limited to the 80 four-year colleges and 

universities in the State of Texas that are recognized by 

the American Council on Colleges and Universities. 
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Definitions of Terms 

The following terms are unique in this study and are 

defined as follows. 

Admissions officer or director of admissinps is an 

administrator in institutions of higher learning who 

possesses the decision-making role concerning the 

admissions/recruiting of undergraduate or graduate students, 

Lower level institutions are colleges and 

universities, publicly or privately controlled which offer 

just undergraduate degree programs. 

Upper level institutions are colleges and 

universities, publicly or privately controlled which offer 

both undergraduate and graduate degree programs. 

Marketing. Business and not-for-profit literature 

reveal that marketing can be defined in several ways. 

However, for the purpose of this study, it is defined 

as the analysis, planning, implementation, and control of 

carefully formulated programs designed to achieve both the 

institutional enrollment objectives and target markets— 

potential students' needs and desires. It relies 

heavily on designing the institution's offerings (products 

or curriculum in terms of the potential students wants) by 

using effective pricing (tuition, communication-mailing of 

the institution's catalog), and distribution (location and 

class scheduling to inform, motivate and service the target 

markets) (12, p. 6). 
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Marketing activities are marketing tactics that are 

designed and used for the purposes of admissions/recruiting 

in order to achieve the enrollment objectives. 

Summary 

This study is organized and presented in the following 

manner. Chapter I introduces the study with a statement 

of the problem, purpose of the study, research questions, 

background and significance of the study, definition of 

terms, and the limitation of the study. Chapter II is a 

review of related literature. Chapter III contains the 

methods and procedures for the collection of data for this 

study. Chapter IV presents the analysis of the data 

collected according to the research questions. The final 

chapter, Chapter V includes a summary of the findings, 

interpretations, conclusions, and recommendations that are 

derived from the analysis of this study. 
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CHAPTER II 

REVIEW OF THE LITERATURE 

Introduction 

This chapter presents a review of the literature 

and provides a background for the significance of this study 

and the interpretation of the results. The following areas 

are addressed: (1) the impact of marketing on admissions 

and recruiting activities of institutions of higher 

learning; (2) review of related dissertation research and 

studies; (3) recruitment, admissions, and collegiate 

marketing, (4) the state of responsibilities and functions 

of admissions officers in higher education organizations; 

and (5) organization of marketing programs in higher 

education. 

The Impact of Marketing on Admissions 
and Recruiting 

The rise of marketing in nonprofit organizations can be 

traced to the late 1960s. Prior to this period, little or 

no attention was given to this area. However, in 1969 

Kotler and Levy (32) advanced the thesis that marketing is 

not just a business function—it is a valid function for 

non-business organizations as well—and that all 

organizations have marketing problems and all need to 

understand marketing. In other words, they consider 

20 
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marketing as a pervasive societal activity that goes beyond 

commercial activities of selling. They argue that business 

marketing activities are also practicable in non-business 

organizations, such as colleges and universities (32, p. 

10). They present nine unique marketing concepts for 

effective marketing management (32, pp. 13-14). Following 

Kotler and Levy's initial effort, additional articles were 

written on the application of marketing techniques to such 

areas as college recruiting, fund raising, and other non-

profit organizations. 

Supporting the views of Kotler and Levy, Krachenberg 

writes that a major operational activity that remains 

largely unappreciated by higher education, is marketing. 

The term marketing to most people connotes an activity 

peculiar to the business world alone. To many, it is 

synonymous with selling or advertising. Even to those who 

accept marketing in its broader context, that of the 

determination and meeting of customer needs and wants, it is 

almost always viewed as solely a business activity (33, pp. 

369-370) . 

Contributing to this phenomenon, Benson P. Shapiro in 

Marketing for Nonprofit Organizations (62) identifies the 

nonprofit manager's three major marketing tasks as resources 

attraction, resources allocation, and persuasion. He 

describes the use of each of the various components of the 

marketing mix—communication, distribution, pricing, and 
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product—in the performance of these tasks. Moreover, he 

points out four key business concepts that provide the basis 

for marketing thought and action in the nonprofit 

environment as (1) the self interest aspect of the 

transaction or exchange, in which both the buyer and the 

seller believe they are receiving greater value than they 

are giving up; (2) the marketing task, which stresses the 

importance of satisfying customer needs; (3) the marketing 

mix, the elements of which are the tools that marketers 

use, such as advertisement and public relations, channels of 

distribution, pricing, and product policies;, and (4) the 

idea of distinctive competence, in which the company 

concentrates on what it does best in order to maximize 

profits (62, p. 123). 

Many other articles have been written in support of the 

successful utilization of marketing strategies in nonprofit 

organizations. The first textbook on the subject was 

published in 1975 (29), and was followed by a series of 

publications in the late 1970s by Gaedeke (11), Lovelock 

(37), Lovelock and Weinberg (38), and Nickels (51). Two 

major textbooks on the subject in thel980s are Kotler's 

(30), Marketing for Non-Profit Organizations, and Lovelock 

and Weinberg's (38), Marketing for Public and Non-Profit 

Managers. 
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Marketing for nonprofit organizations is still 

underdeveloped. A computer search of the Comprehensive 

Dissertation Abstracts in January 1988, revealed fewer 

than thirty entries on marketing for nonprofit 

organizations. In addition, a computer search of the 

Educational Resources Information Center (ERIC) using the 

descriptor Role of Admissions Officers in Marketing 

Programs in Higher Education from 1980 to the present 

did not reveal a single study which identified and analyzed 

the role of admissions officers in marketing programs of 

colleges and universities in Texas or throughout the United 

States. Nevertheless, various related dissertations and 

studies have been done on this phenomenon. 

Review of Related Dissertation 
Research and Studies 

In 1964, Jane Hauser and Paul Lazarsfeld, through the 

College Entrance Examination Board, published a comprehensive 

study—The Admissions Officer in the American College: An 

Occupation Under Change. Their study concerns the role and 

function of the admissions officer in higher education. In 

their study, Hanser and Lazarfeld suggest that the role and 

functions of admissions professionals and registrars are 

not clearly delineated. The occupation of the admissions 

officer is in a state of flux they report. Moreover they 

feel that admissions officers always suffered from a lack of 

respect within the academy. Hanser and Lazarfeld's other 
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finding was that the admissions profession will be more 

competitive in the next decade(2). 

In 1969, the first doctoral dissertation on collegiate 

marketing practices was conducted by Gurrainkonda Naidu (5) 

a graduate student at Michigan State University. His study, 

entitled "Systems Approach to the Marketing Aspects of Higher 

Education," was done to investigate factors that influence 

students' choice of a college or university (selective 

demand for the product— education). Naidu reported that 

financial assistance is an important factor, but that highly-

qualified students may not accept an offer to attend a 

college or university if its product package (educational 

program) is not structured to fit their needs. Faculty 

reputation, general reputation of the college or university, 

and the location of the campus are also important factors in 

influencing students' decisions as to which campus to 

attend. 

In 1973, two related dissertations were completed. The 

first was written by Henry Dickerson Pope (56) at the 

Texas A & M University. The title of his study was "A Study 

of The Admissions Officer in The Senior Colleges and 

Universities of Texas and His Role Performances and 

Expectations in Academic Decision-Making." The purposes of 

Pope's research were to describe the current status of 

admissions officers in senior colleges and universities 

of Texas and to determine how much power the admissions 
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officer feels he now possesses (role performance) and how 

much power he feels he should possess (role expectation) in 

determining academic decisions within his college, as 

measured by his perceived role performances and role 

expectations in the following eight areas of academic 

decision-making: (1) academic resultations, (2) staff 

utilization, (3) curriculum, (4) admissions policy, 

(5) institutional role and scope, (6) student advising, 

(7) institutional financing, (8) institutional philosophy. 

Pope reported that admissions officers in the senior 

colleges and universities of Texas are not deeply involved 

in the academic decision-making processes of their colleges 

and, moreover, they do not feel that they should be. 

However, the admissions officers (the respondents) in Pope's 

study did feel that they should be more deeply involved in 

each of the eight selected areas of academic decision 

making. Pope's other major finding was that 

professionalization of the position of admissions officer in 

Texas has not advanced past the state of development 

described by Hauser and Lazarfeld a decade ago (56, p. 4). 

The second doctoral study completed in 1973 was written 

by John Harmon Thompson (64) at Utah State University. The 

research, entitled "Perceptions Concerning The Role 

Expectations and Role Behavior of the Collegiate Director of 

Admissions in the Northwest," was to evaluate the congruence 
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between role expectations and role behavior (effectiveness) 

of the incumbents in the administrative structure of higher 

education, and the collegiate director of admissions was 

selected. The specific questions of the study were: 

(1) What are the important duties of the Collegiate Director 

Admissions?, and (2) How well did the incumbents perform 

these duties? Thompson's findings reveal that the important 

duties of the collegiate director of admissions include 

those of two categories: administration-supervision and 

school-college relations. Statistics, records, and tasks 

emerge as the second most important category. The third 

most important duties are those subsumed within the 

counseling category and the least important tasks are those 

duties classified as public-relations (interpretation) and 

as instructional. 

In 1976, David Edward Vinson completed a dissertation 

entitled "The Admissions Officer—A Decade of Change." His 

study was conducted to test the assumption by Hauser and 

Lazarfeld who conducted a similar study in 1964, that the 

admissions officer's occupation was changing. Among the 

major findings reported by Vinson in his study were the 

following: (1) The occupation of chief admissions officer 

became more specialized. Since 1962-63, there were more 

full-time officers with a title acknowledging the admissions 

function. (2) Admissions officers became less involved with 

the traditional admissions duties of processing 
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applications, interviewing students, and visiting high 

schools while becoming more involved with college and staff 

meetings, supervision, and research. (3) Admissions 

officers in 1975-76 were less involved with non-admissions 

activities within the institution. Particularly noticeable 

was a decline in the involvement with handling financial aid 

(67) . 

Two related dissertations were completed in 1977 and 

1978. The first was written by Sally E. Rand (57) at the 

University of Cincinnati, and was entitled "Marketing Post 

Secondary Evaluation." The second study entitled "Marketing 

Strategies in Post-Secondary Education: An Analytical 

Examination of the Characteristics of Students Enrolled in 

Similar Programs at Different Institutions," was conducted 

by Thomas McKensie Miller (45) at the University of 

California at Los Angeles. Both studies emphasized the 

significance of educational marketing. Rand's study 

illustrates the use of marketing activities to the advantage 

of the institution, the student, and the community in 

general. While Miller feels that market segmentation 

strategies might be applied by an individual institution to 

allow its program to fit the needs of a particular 

clientele. 

In 1979, one of the few studies to determine whether 

admissions officers have attempted to incorporate 
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certain marketing techniques into their admissions/ 

recruiting activities was conducted by James Cowden 

Blackburn (8) at Indiana University. Blackburn studied the 

marketing techniques utilized for recruiting and admissions 

of students by the admissions officers who were members of 

the American Association of Collegiate Registrars and 

Admissions Officers (AACRAO). The research instrument 

included inquiries concerning various institutional 

characteristics and descriptions of sixteen marketing 

techniques. These marketing techniques were market concept, 

offering differentiation, publicity, market segmentation, 

positioning, program development, advertising, market 

information systems, marketing plan, current demand 

analysis, demand forecasting, free marketing expertise, 

pricing, advertising, post-testing, marketing consultations, 

and advertising pre-testing. Blackburn found that the usage 

rates of the marketing techniques varied widely among the 

institutions. Eight of the sixteen techniques were used by 

the admissions officers surveyed. The remaining eight were 

used by fewer than 46 percent of responding admissions 

officers. These marketing techniques were listed in 

descending order of popularity. Blackburn's study reveals 

that most of the surveyed admissions officers were not 

familiar with the term marketing. He recommends that 

admissions officers should be aware of the ethics and 

concepts of marketing (8, p. 5). 
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In 1980, Kela Osbourn Adams (1) completed a doctoral 

dissertation with the title "Admissions, Recruiting, and 

Marketing Throughout the Indiana University System." The 

aim of her study was to describe the admissions policies 

and practices, marketing, research techniques, and student 

recruiting programs and activities at the campuses of 

Indiana University. Adams' research reveals that variations 

existed among the campuses in terms of admissions, 

recruiting, and marketing activities. Admissions had 

different levels of priority on different campuses. At 

three campuses there were dual responsibilities in a single 

position. Adams recommends that, for a more productive 

system, the system top administrators should encourage the 

participation of faculty and other members of the university 

community in all facets of admissions, recruiting, and 

marketing activities of the university system. 

In a report on the state of affairs of marketing 

activities of nonprofit organizations in 1981, Mervin Moyer 

stated as follows: 

Historically, the scholarly literature on marketing has 
been substantially skewed. It has tended to focus on 
the problems of managers who deal in goods, who work in 
larger enterprises, who market from the manufacturing 
level, and who operate in a corporate setting. 
Relatively neglected have been the marketing activities 
of organizations that sell services (as do universities 
of enterprises that tend to be small (as in the 
professions), of firms operating downstream in trade 
channels (such as retailers) and of undertakings which 
are not corporations (like governments). Predictably, 
the enterprises whose marketing operations have been 
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studied least of all are those which combine all of 
these features, namely voluntary organizations 
(48, p.3). 

Moyer's assessment provides further evidence of insufficient 

research and studies in this area. 

In 1982, two doctoral studies on marketing activities 

in institutions of higher learning were completed at North 

Texas State University, now the University of North Texas. 

The first, by Mohammad Nadeem Firoz was entitled "Marketing 

in Nonprofit Higher Education." The aim of Firoz's study 

was to determine the status of marketing activities among 

four-year, publicly-controlled higher education institutions 

in the United States. He found that 84 percent, 71 percent, 

and 58 percent of institutions respectively, employed 

newspapers, radio and television on a weekly basis. Some 

institutions even used these media on a daily basis (15, p. 

164). Firoz's other major finding was that if more funds 

could be provided for certain media, subjects' first choice 

would be television, followed by radio, and newspaper. 

The second related dissertation was written by John J. 

Losher (36) with the title "Marketing Strategies Employed in 

Public Community Colleges, Public and Private Colleges and 

Universities in Texas for Nontraditional Students." The 

major purpose of his study was to describe the marketing 

strategies employed by public community colleges, and public 

and private colleges and universities in Texas for the non-

traditional student. Losher's finding also reveals that 
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television, radio, and newspapers are the common promotional 

media used by Texas colleges and universities. However, his 

report indicates that formal marketing plans are used only 

on a limited basis. One of his recommendations is that a 

study be conducted on the marketing strategies employed by 

Texas colleges and universities for traditional students 

(36, p. 200). Losher feels that a comparative study of 

marketing practices, for both traditional and non-

traditional students, could possibly reveal commonly 

practiced strategies and assist in determining financial and 

human resource options in order that activities could be 

more effectively and efficiently utilized. Since 1982 

several studies and articles have appeared in literature of 

both higher education and business to promote the importance 

of collegiate marketing. 

It is obvious from the aforementioned research that 

utilization of marketing techniques in higher education 

organizations is becoming a reality. But because the field 

is still in its infant stage, the number of studies 

available in this area remains small. 

Recruitment. Admissions, and 
Collegiate Marketing 

During the 1970s, financial constraints and declining 

enrollments were considered to be priority problems of 

institutions of higher learning (55, pp. 119-131). The 
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turbulent academic environment, competition among schools 

and decreased demand for college education escalated these 

problems. To survive this crucial period, a few colleges 

and universities focused their attention on student 

recruitment and admissions through effective collegiate 

marketing strategies. 

The misconception of the term marketing in higher 

education contributed to the slow pace of its use and 

misuse. Some institutions consider marketing as pure 

business techniques of promotion and advertisement; 

therefore, they feel that its use in higher education is 

inappropriate. Even the few who support its application 

often misuse its concept. Marketing is not a panacea for 

institutional survival. However, it can provide a more 

rational approach to an effective student recruitment and 

admissions process if its real concept is fully understood 

in the academic environment. David Reisman on collegiate 

marketing states: 

That a college adopts a marketing strategy is not 
necessarily a concession to crass commercialism for the 
sake of survival. It all depends on what the aims are 
and the means employed. At its best, college marketing 
can mean a careful survey of what distinctive segment 
of students or college it is currently serving, whether 
it is adequately serving their needs as well as their 
wants, and whether there are enough such students 
likely to be available in the future so that the 
college can stay on course and maintain its traditional 
program. A marketing survey may discover that much 
recruiting effort is wasted; recruiters are sent to 
cities that are most unlikely to send students to the 
particular institutions, while other areas that remain 
untouched have grown more affluent and better educated, 
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to give one kind of example, and might now provide a 
constituency if, through high school visits and in 
other ways, potential students and their families could 
be made aware of the institution and what it offers 
specifically for individuals of this sort and level 
(59, p. 105). 

Most administrators in higher education, particularly 

those in charge of student recruitment and admissions, are 

confused about the marketing process. Murphy and McGarrity 

(49), in a study concerning the perception and the use of 

the term marketing by about 350 private institutions 

admission officers, found that 90 percent of all the 

respondents believed that marketing is synonymous with 

promotion. Less than 3 percent of the respondents 

stipulated that marketing is a combination of competitive 

strategies including product (program offerings), price 

(tuition costs), and distribution (physical location of the 

courses offerings) as well as promotional activities. 

Nevertheless, the researchers believe that the admissions 

officers sampled have a good grasp of the full range of 

marketing variables which they attempt to formulate into a 

competitive strategy for their colleges and universities 

(49, p. 259). 

In a similar study, James Blackburn (7) identified 

sixteen marketing techniques, ranging from current demand 

analysis to post-testing, then surveyed 720 admissions 

officers to evaluate their use of these techniques. The 

results of the study indicate only 8 of the 16 marketing 
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techniques were used by more than half the respondents. 

Several of the more popular techniques were probably used 

due to common sense and the customary competitiveness of the 

college student market rather than because respondents had 

embraced marketing strategies. Understanding that good 

publicity helps to recruit students does not require a great 

deal of marketing knowledge (7, p. 20). 

In a recent study of marketing programs at colleges and 

universities, Michael Noble (52) found that many colleges 

and universities may be promoting and selling, but very few 

are marketing. The research instrument of Noble's study 

contained sixteen questions which generally focused on the 

degree of commitment by colleges and universities to a 

comprehensive marketing program. Noble reports that out of 

the 86 percent response rate, fourteen (16.3 percent) of the 

schools had marketing administrators. However, from the 

list of titles reported, it appears that most of the 

administrators have multiple functions. Titles such as 

"Dean of Student Affairs" and "Dean of Student Personnel 

Services" do not suggest that marketing plays a major role. 

In addition, responses to questions about the marketing 

administrators' authority indicate they had little or no 

influence over those factors that play a direct role in the 

marketing of their institutions. In short, the data 

collected in this study strongly suggest that only a 

small percentage of colleges and universities across the 
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country have professionally-managed marketing programs 

(52, p. 324). Publications in the higher education 

literature of the 1980s have increasingly emphasized the 

significant role of marketing in higher education, and how 

administrators can capitalize on its total concepts (4, 34, 

43, 58). 

What is marketing? One of the pioneers of the movement 

of marketing in nonprofit organization Phillip Kotler, in his 

book Marketing for Nonprofit Organizations, describes 

Marketing as 

the analysis, planning, implementation, and control of 
carefully formulated programs designed to bring about 
voluntary exchanges of values with target markets for 
the purpose of achieving organizational objectives. It 
relies heavily on designing the organization's offering 
in tenns of the target markets' needs and desires, and 
on using effective pricing, communication, and 
distribution to inform motivate, and service the 
markets (30, p. 6). 

Kotler's definition does not restrict collegiate marketing 

to merely promotion and other forms of advertising; rather, 

it emphasizes the design of a comprehensive marketing plan 

that includes the effective application of the "four p's" of 

marketing (product, price, promotion, and place) to achieve 

the organization's objectives. 

Knight and Johnson (27), concurring with Kotler, 

indicate that some overly zealous colleges have used 

inappropriate promotional techniques such as scholarships in 

balloons, bring-a-friend-get-a-deal, and even blimps, at 
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athletics events. They further emphasize that when 

marketing is understood and applied appropriately, it is 

consistent with many ideals in higher education and is a 

vital concept for colleges and universities. Marketing, is 

a people-oriented, student-centered concept and is the 

opposite of crass promotion and poorly conceived schemes 

(27, p. 28). Knight and Johnson also believe that marketing 

emphasizes quality in education; it forces colleges to 

understand and demonstrate how they are different from one 

another. Marketing requires colleges to find out why 

students do not enroll and why they are not retained. A 

marketing program forces colleges to analyze curricula and 

programs and ensure that programs offered meet student needs 

(27, p. 31). 

Kemerer, Baldridge, and Green (25), in a study of 

enrollment management concepts, indicate that enrollment 

management has both conceptual and procedural components. 

As a concept, enrollment management implies an assertive 

approach to ensuring the steady supply of qualified students 

required to maintain institutional vitality. As a 

procedure, it is a set of activities to help institutions 

interact more successfully with their potential students. 

These authors further claim that enrollment management 

encompasses at least eight interdependent activities: 

clarification of institutional mission, program development, 
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marketing, recruiting, admissions, financial aid, 

orientation, and retention. 

Kemerer, Baldridge, and Green (25) also indicate that 

marketing should not be considered a total cure for current 

or future enrollment problems in higher education. However, 

if selectively adapted to the characteristics of higher 

education, marketing can help institutions to do a better 

job of student recruitment (25, p. 86). Miller and Eddy 

(43) also feel that marketing activities can help 

institutions of higher learning to achieve their recruitment 

and retention efforts if properly organized. They are among 

the few writers to link recruitment and marketing. 

Because of declining enrollments in the spring 

semester of 1983, Pan American University embarked on a 

recruitment project to help boost enrollment and to 

encourage the institution's former students and previous 

applicant to re-enter or enroll for the first time (60). 

Specific objectives of this project were as follows: (1) A 

short-term objective was to boost enrollment for the spring 

semester, 1983. (2) A second short-term objective (similar 

to the first but with a different intent) was to decrease 

the dropout rate of students from the university—retention 

strategy. (3) A long-range objective was to get students to 

start thinking about planning their entry or re-entry to the 

university. (4) A second long-range objective was to 

determine what the university could do in the future to 
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prevent students from dropping out, or to encourage more 

students to follow through with their matriculation plans 

(60, p. 248). 

The project was achieved through a form of marketing 

strategy by the university. The results of the project were 

impressive. Through this project, the university's 

enrollment for the spring of 1983 was increased by 496 

students (60, p. 249). 

Two well-known components of marketing strategies-

product differentiation and market segmentation—have also 

been proposed as tools for use by both private and public 

institutions to enhance their admissions/recruiting 

programs. Gorman (18, p. 244) indicates that product 

differentiation involves building differential advantages 

into the offering, and accentuating peculiar advantages 

already existing through promotion. In this instance, a 

school should review its assets. It may enjoy outstanding 

athletic teams, a noted faculty, geographic advantages, 

special accreditations, or a good library. These images 

should be presented to target markets through effective 

promotional techniques. Product differentiation strategy 

attempts to adjust the prospective market to the 

differential advantages of the institution through 

recruiting efforts, advertising, promotion, and publicity 

(18, p. 245). 
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Market segmentation is an attempt to adjust the product 

to fit specific target markets. The first step in this 

approach is the identification of separate markets within 

the total market through careful study of socio-economic 

profiles, goals, and patronage motives of potential students 

in the area served. The next move is product adjustment to 

meet the specific needs of the target markets. This is 

achieved by controllable curriculum offerings and new 

programs which are based on the realized needs of the 

students. Gorman's study supports the notion that 

institutions benefit considerably by designing formal 

marketing strategy through the marketing mix components— 

product, price, promotion, and place or distribution. 

In a similar article, 0'Brian points out that the basic 

marketing philosophy is the marketing concept. He argues 

that an organization should integrate its total operation 

through a marketing concept in order to meeting the wants of 

its customers (53, p. 23). 0'Brian contends that products 

(or in the case of a college or university, service), 

pricing (or tuition), promotion, and distribution channel, 

which are the four basic areas in which institutional 

marketing people work, should be examined for implications 

of a concrete marketing philosophy, especially by private 

institutions who are more vulnerable to the problem of 

declining enrollment and financial constraints than their 

public counterparts. This idea is based on the assumption 
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that public institutions receive substantial financial 

support from the government while a considerable amount of 

the funds of private institutions comes from private 

donations and fund-raising activities. 

Richard R. Klotz, the director of admission at 

Eisenhower College, proclaims marketing techniques as 

effective tools to combat the declining enrollments in 

various institutions. He emphasizes that the use of these 

techniques is not unprofessional but is necessary in a 

serious period for many private colleges (26, p. 304). 

Despite this useful information on total application of 

marketing programs in the administration of institutions of 

higher learning, some institutions still believe in mere 

promotional tactics. Maureen Mackey (40, p. 30), laments 

that some recruitment efforts are patently below any 

appreciable standard. North Kentucky State University had 

planned on releasing 100 balloons filled with scholarship 

offers but scrapped the idea after public protests. St. 

Joseph's College of Indiana was promising their 

undergraduates $100 rebates for each new student they 

enrolled. Student recruiters were allowed to earn a maximum 

of their total tuition. Mackey argues that institutions 

that fail to analyze their promotional materials may be 

courting trouble. He cites examples of litigation because 

of gimmick promotions (40 p. 32) . 
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Some writers still believe that marketing is 

indispensable to institutional survival and success in the 

late 1980s. Robert J. Grossman writes, "For most colleges 

and universities, marketing is a fact of life for 

institutional survival. No matter how good your programs 

and facilities may be, if you don't let the world know about 

them, you have limited your chances for success" (19, p. 16). 

Hilpert and Alfred who, in their study of 327 presidents of 

private colleges and universities on enrollment success, 

indicate that the presidents of all types of institutions 

agree that certain marketing practices tend to produce 

better enrollment results. Visits from prospective students 

and their families are deemed very important (22). 

Presidents rank the following marketing practices very 

important in soliciting new students: 

1. student aid from external sources, 

2. visits to campus for prospective students, 

3. admissions personnel who are good counselors, 

4. image of individual attention for all students, 

5. printed materials and correspondence with students, 

6. attention to appearance of campus, 

7. institutional image of prestige, 

8. admissions personnel who are good salespeople, and 

9. curricular career programs. 
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The State of Responsibilities of Admissions 
Officers in Higher Education 

The important role of admissions officers in 

institutions of higher learning can be associated with the 

creation and development of the position of registrar 

late in the nineteenth century. Before that time, 

registration functions were often delegated to faculty 

members, clerks, or assistants-to-clerks, although there are 

two known instances of the college president keeping student 

records. By 1913, however, the concept of the registrar as 

an administrative officer had become more widely recognized 

and accepted. For example, C. M. (Max) McConn, then 

registrar of the University of Illinois, in reporting on a 

survey he had undertaken with respect to the functions of 

the office, observed that 

responsibility for preliminary correspondence with 
applicants, admissions, advanced standing, 
registration, and student record-keeping should be, if 
possible, or as far as possible, centralized in a 
single office for the simple reason that several of 
them always, and all of them frequently, are called 
into play in replying to a single inquiry from one 
prospective student (10, p. 186). 

Moreover, President Nicholas Murray Butler of Columbia 

University, in welcoming registrars to the seventh annual 

meeting of the American Association of Collegiate Registrars 

in 1916, stated: "He (the registrar) admitted the student, 

he passed upon his personal and educational qualifications, 

he was his personal adviser in matters not only of 
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scholarship, but of moral conduct and religious life, and a 

hundred of other things" (10, p. 186). These references 

suggest that the responsibilities of the registrar were 

becoming clearly defined and that a combination of these 

responsibilities represented a logical unit in the 

administrative structure of higher education. 

With enrollments increasing, the competition for 

students becoming more keen, and the admissions process 

becoming simultaneously more diversified and more complex, 

some institutions found it desirable to create a separate 

and coordinate office for admissions. Others expanded the 

title of registrar to make it more descriptive of the 

functions performed. Such titles as Registrar and Director 

of Admissions, Director of Admissions and Registrar, Dean of 

Admissions and Registrar, and Dean of Admissions and Records 

emerged (10, p. 186). Designation of titles for this unique 

position varies from one institution to another; however, 

the role of admissions officer reflects participation in 

formulating policies, and decisions on matters concerning 

admissions and recruitments. 

In the 1977 Dictionary of Occupational Titles, the job 

description of Director of Admissions was stated as follows: 

Directs and coordinates admissions program of public or 
private college or university, according to policies 
developed by governing board. Directs program of 
admissions counseling and reviews exceptional 
admissions cases. Directs preparation of printed 
materials explaining admission requirements and 
transfer credit policies for dissemination to other 
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schools. May counsel students having problems relating 
to admissions or may supervise professional trained 
admissions counseling staff. May serve on policy 
making admissions committee. May participate in or 
conduct student recruitment programs with other members 
of faculty and staff; and may administer financial aids 
programs (66, p. 67). 

Analogous to this description is the one in the HEP 1988 

Higher Education Directory which characterizes the 

responsibilities of the director of admissions as 

recruitment, selection, and admission of students (21, p. 8). 

Robert Zemsky and Penny Oedel seem to give the best 

characteristics and definition of an admissions officer: 

Admissions officers invariably are tellers of stories 
about the colleges they represent, about colleges they 
attended, about each other and about the often vagabond 
life of college recruiting. Filled with lively humor 
and good natured exaggeration, the stories nonetheless 
have a serious purpose. College recruiting is an 
intensively competitive calling yet most of what a good 
admissions officer knows has been learned from other 
admissions officers, at conferences or college fair 
nights, in airports or hotel lobbies. Here the real 
information of the craft is exchanged: which high 
schools are changing, where new admissions counselors 
are making their presence felt, how changes in a 
state's student's assistance program may affect out-of-
state recruiters, where there is weakness in a 
competitor's applicant pool, and which colleges are 
depending on enrollment growth to balance their budgets 
(69 p. 9). 

The aforementioned characteristics of admissions 

officers indicate the complexity of their role and 

responsibilities in higher education organizations. Most of 

the brief history of the profession reveals that the 

responsibility of admissions officers is maintaining 

enrollment through recruitment and admission of potential 
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students. The lack of an identifiable body of knowledge, 

requiring some expertise, has caused many within colleges 

and universities to view admissions officers as less than 

professional (69, p. 3). In the face of declining college 

enrollments many academic officials believe that the 

survival of their institutions depends considerably on 

maintaining adequate college enrollment. In this sense, the 

major task of the admissions officer is considered to be 

recruitment. However, certain writers feel that retention 

is also an admission concern. 

Tinto and Wallace contend that the emphasis of 

recruitment as the major task of admissions officers by 

institutions limits the role admissions officers can assume 

in the educational functioning of the institution. This 

limitation works counter to their own long-term interests. 

They feel that emphasizing recruitment is only one option 

open to institutional planners concerned with the financial 

stability of their institutions. However, an effective 

retention policy that includes the work of admissions 

officers can be more important to the long-term survival of 

institutions than a policy that relies exclusively on 

recruitment (65, pp. 290-291). Tinto and Wallace further 

argue that effectively involving admissions officers in 

retention efforts requires that institutions adopt a new 

view of admissions, one that emphasizes the educative 

function of the admissions process in the undergraduate 
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experience and restores the once traditional role of 

admissions officers in counseling and advising prospective 

students. In this sense, admissions officers are fulfilling 

their role as counselors and advisers and simultaneously 

achieving the very purpose of the academic enterprise: to 

educate students. Nevertheless, there has been phenomenal 

growth, particularly in the late 1970s and early 1980s, in 

the membership of the school of thought which contends that 

college or university admissions officers should not only be 

responsible for recruitment selection and admission 

policies, but must also be marketers or good salesmen who 

are more informed and can articulate the usefulness and 

importance of their product to the potential buyer or 

customer. 

Admissions officers who possess the characteristics of 

a good marketer must also understand the concept of a 

marketing mix. What is a marketing mix? Kotler defines 

marketing mix as the particular blend of controllable 

marketing variables that the firm uses to achieve its 

objective in the target markets (28, pp. 88-89). What are 

the marketing mix variables of a firm or an organization? 

As indicated earlier in this review, one of the most popular 

classifications has been proposed by a foremost authority on 

marketing, Jerome McCarthy, and is called the "four p's": 

product, price, place, and promotion (41, p. 75). In 
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college and university organizations, the concept of the 

"four p's" should be perceived as follows. Product: the 

services rendered by a college or university, through the 

formation of courses or education programs and curriculums 

to fit the unique needs of its target market who are the 

potential students. Price or pricing (tuition) which may be 

the fee, scholarship, work study program or other financial 

aid activities that may entice potential students to choose 

one college or university over a competitor (another 

institution with the same product). Place or distribution 

channel is the location of the college and university in the 

form of having an annex or branch campus, with 

considerations of proximity of the target market—potential 

students' location, class schedules in the form of evening 

and weekend classes. The last p, promotion, is the 

effective and ethical presentation of the previous three 

"E's" through the appropriate promotional strategy such as 

advertising in the newspaper, on television, on radio, and 

so forth. 

Among the "four p's," the least understood by the 

admissions officers is the product. Even in professional 

schools, the admissions officers are urged to be 

marketing strategists who understand the concept of 

marketing rather than mere promotional tactics. According 

to Anthony J. Scanlon, legal education is in an admissions 

crisis because law school administrators and faculty do not 
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understand what effective marketing is all about. Potential 

customers are stimulated without being informed, and the 

admissions sales force generally retains the obsolete role 

of paper-flow managers instead of becoming marketing 

resource persons for legal education (61, p. 58). Scalon 

continues that if the admissions crisis is to be overcome 

through marketing, there must be a clear understanding of 

the difference between superficial promotional activities 

and effective marketing programs. Moreover, Scanlon feels 

that admissions persons ought to shift the marketing 

decisions to substantial questions about the product being 

offered to the public. He indicates that for the 

admission/salesperson, the concept of product is exhaustible 

(61, p. 70). 

At this point, the full meaning and implication of 

the product in academic organization need to be 

illustrated. Larry H. Litten states the distinguishing 

characteristics of the product in the context of higher 

education marketing: 

It is all too common to find academic personnel 
nurturing the belief that marketing is simply 
promotional activities. Little recognition is given to 
the fact that the courses offered, the quality of 
faculty, entrance and graduation requirement, tuition 
levels and financing arrangements, extracurricular 
activities, residential arrangements, off campus 
programs, and athletic policy are all marketing 
phenomena. They affect what benefits a college offers, 
how attractive it is, with what other institutions it 
competes, and thus how it relates to its market. 
Indeed, Harvard is not above marketing, as is often 
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implied—it is simply one of the most successful 

marketers in American academic history (35, p. 150-151). 

In order to survive the volatile nature of the 

academic environment, where the future of a college with 

almost a century of academic tradition hinges heavily upon 

the decision of a court because of declining enrollment and 

acute financial problems (13, p. 1) and (14, p. 1), colleges 

and universities should consider the admissions officers as 

marketers instead of mere promoters. Moreover, admissions 

officers should be aware that the era of gimmickry in 

presenting educational wares has expired. No matter how 

expansive or extensive their institutions' promotional 

activities, the unethical implication and the indirect 

effects of marketing efforts on their customers is still a 

major concern of some writers (3, 63). 

In view of these observations, a number of publications 

have focused on the issue of the role and responsibilities 

of admissions officers in higher education organizations 

particularly in marketing programs. Clifford C. Campbell 

notes that the admissions director must be a planner, 

budgeter, staff trainer, implementor, supervisor, and a key 

participant in institutional policy-making in order for the 

marketing program to succeed (11, p. 51). He feels that the 

chief admissions officer of any college is engaged in an 

exercise in futility unless he or she copes with the 

greatest problem in admissions: making the college 
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president and other administrators aware of the importance 

of their executive role in sensitizing all elements of the 

college community to the interdependent nature of college 

admissions as the veritable life blood of the institution. 

Campbell also observes that to assure coordinated 

institutional planning to attract and retain students, the 

chief admissions officer must be involved in the long-range 

overall planning of the college. The admissions officer can 

bring to this process evidence of enrollment trends and 

possibilities as well as information from prospective 

students to the admissions office through its staff. 

Channels must be open through which the admissions director 

can communicate these facts during the planning process. As 

a result, many institutions are raising the director's 

position to the vice presidential or vice provost level, and 

including the director in their planning council (11, pp. 

51-52). 

In an interesting article, Ernest W. Beals (5) 

predicted that the 1980s would be the period of change in 

the role of admissions officers. Compared to the activities 

and varied expertise of admissions officers of the recent 

past, the admissions officer of the 1980s must be a 

combination genius and superman or superwoman. The variety 

and number of skills needed for success in the admissions 

field now and in the near future far surpass what was 

expected just a few years ago. In turn, Beals asserts, the 
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admissions officer's changing role lends a new importance 

and power in campus structures, for an institution's ability 

to attract, enroll, and retain students may mean whether or 

not it remains competitive or even survives. 

Beals states that "the single most basic and important 

change admissions officers must make in the transition from 

the traditional past to the progressive future is to drop 

their typically low on-campus profile and thrust themselves 

vigorously into the internal management of the campus" (5, 

p. 6). Beals feels that this is a fairly simple and 

straightforward statement, but it may be a potential 

frustration for many admissions officers, and for some it 

may spell failure. Nevertheless, as a strategy for 

survival, the admissions officer of the 1980s was encouraged 

to (1) become an educator and not just a recruiter of 

students in the eyes of the faculty and administration, 

(2) become research-oriented, (3) be a good manager of 

information, (4) have a thorough understanding of financial 

aid, (5) be a manager of personnel, (6) take an active role 

in long-range institutional planning, (7) become familiar 

with and implement sound marketing procedures, (8) acquire 

an understanding about direct-mail techniques of 

communicating with prospective applicants, (9) keep abreast 

of local, state, and federal legislation that affects 

institutional admissions policies and procedures, and (10) 
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be able to evaluate the effectiveness of the admissions-

decision process (5, pp. 5-7). 

In his article, "A President Views Admissions," John S. 

Morris indicates that the role of the admissions officer is 

in a revolutionary period. Higher education is shifting 

from having admissions officers to having marketing 

directors, for whom the problem becomes that of the 

advertising managers whose sole attention is drawn to the 

problem of presenting a product. He argues that the 

admissions officer fulfills dual roles by representing the 

institution in a fundamental way in enrolling the student 

and by his professional obligation as a counselor to enhance 

the interest of the student (47, p. 22). 

Certain institutions which consider salesmanship as one 

of the functions of their admissions counselors allocate 

bonuses or commissions based on the number of students 

recruited and retained. One institution paid, their 

admissions counselors a bonus. They received a base salary 

of $9,000 and were given a bonus of $100 for each student 

they were responsible for recruiting and enrolling. Another 

institution paid the admissions counselor/recruiter a $25.00 

application fee. If a student enrolled for the first 

quarter, the counselor was given an additional $25, and if 

the student returned for the second quarter, the counselor 

was again paid a $25 bonus (9, pp. 4-5). The rationale for 
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both systems is that "admissions is sales," and the harder 

the admissions counselor works, the greater the rewards. 

In a similar view, Joan Franklin in a study on the role 

of the admissions office, concluded that there are 

differences in the perceptions of the directors of 

admissions concerning the importance of selected aspects of 

their job. The selected aspects of the admissions 

director's job are: (1) making sure a school's message 

reaches all potentially interested persons, (2) screening 

and counseling, (3) analysis of existing markets and 

potential markets, (4) publicizing the school, (5) meeting 

enrollment goals, (6) truth in advertising, and (7) offering 

best financial package to students (16, p. 9). 

Franklin indicates that the admissions officers who are 

described as gatekeepers are deeply concerned with screening 

applicants to find the right students to fill the freshman 

class, while marketers put more emphasis on meeting 

enrollment goals than do gatekeepers. Her study reveals 

that the number of marketers among the rank of admissions 

directors are increasing (16, pp. 9-11). In addition, Fred 

Zuker, the dean of admissions and financial aid at Potoma 

College in Claremont, California, contends that not only are 

the admissions officers responsible for selection and 

recruiting activities, but represent all important marketing 

branch of the college because of the increasing 

competitiveness of student recruitment (70, p. 27). 
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Furthermore, a growing body of knowledge on institutional 

marketing argues that admissions officers should play a 

significant role in the planning, organizing, and 

implementation of the components of enrollment management 

(23, 25, 68). 

The Organization of Marketing Programs 
in Higher Education 

Organization of marketing programs of colleges and 

universities requires a special effort or dedication in 

order to be productive. Perhaps this is due to the complex 

nature of academic organizations' structure. Henry 

Mitzberg, on structure of organization, contends that 

organizations do not always adopt the structures called for 

by their impersonal conditions—their ages and sizes, the 

technical systems they use, the stability, complexity, 

diversity, and hostility of their environments. A number 

of power factors also enter into the design of structure, 

such as the presence of outside contrast of the 

organization, the personal needs of its various members, and 

the fashion of the day embedded in the culture in which the 

organization finds itself (in effect, the power of social 

norms) (46, p. 288). 

Similarly, as stated by Brooker and Noble, 

Formal marketing programs at colleges and universities 
are especially challenging to develop and to implement 
because of factors such as the complexity of the 
marketing mix, the perceived inappropriateness of a 
traditional marketing officer, the number of diverse 
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groups that have inputs into the components of the 
mix, the uniqueness of higher education institutions, 
and the difficulty in identifying the consumer(s) of 
higher education (52, p. 198). 

Most American colleges and universities with 

institutional marketing programs decentralize 

their marketing efforts to foster their admissions 

procedures. In this situation, a separate admissions office 

is responsible for the recruitment and selection of 

undergraduate students, another office is responsible for 

graduate student admissions, a development or 

advancement office may be responsible for soliciting donations from 

alumni and various educational foundations, and a public 

affairs office is responsible for institutional promotion. 

This decentralization system may jeopardize the ultimate 

goals of institutions' marketing programs. David W. Barton 

and David R. Treadwell comment, 

It is not uncommon for the public relations director to 
report to one person, the admissions director to 
another, and the financial aid director to still 
another. Instead of working together to achieve common 
goals, they work separately to build or to protect 
their own budgets and empires (2, p. 79). 

Barton and Treadwell feel that a centralized system of 

marketing programs produces a coordinated effort, 

which, in turn, may result in effective marketing programs. 

The structural settings of institutional marketing 

programs vary from one institution to the other. Certain 

institutions centralize their marketing programs. In this 
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form, all marketing activities are planned and the decisions 

on their implementation are carried out through a formal 

unit of the institution's organization. This unit may be 

the admissions office of the institution, president's 

cabinet or council, and marketing committee. The members of 

the president's cabinet and marketing committee may include 

the institution's president, and other strategically placed 

officers in the institutional hierarchy such as the vice 

president of institutional research, vice president of 

student affairs, the dean of students, respected faculty 

members, and director of admissions. Other institutions 

decentralize their marketing efforts. In this sense, each 

department or college in the institution plans and makes 

decisions concerning its marketing activities through the 

admissions office, which serves as the coordinating unit. 

At the University of Texas at El Paso, the office of 

undergraduate recruitment and scholarship is responsible for 

the marketing programs of the institution. This institution 

centralized its marketing program. The office of 

undergraduate recruitment and scholarships plans, organizes, 

and makes decisions on the institutions' marketing programs 

through a committee with representation from the offices of 

the vice president for academic affairs, student affairs, 

continuing education, vice president for business affairs, 

and the admissions office (54, p. 17). 
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Between fall 1982 and spring 1983, DePaul University, a 

private, multi-purpose institution located in Chicago, 

Illinois, because of declining enrollment, took the 

following steps in developing and evaluating its recruitment 

goals and marketing strategies: 

1. Upon the retirement of the director of admissions, 

the university hired an administrator who introduced the 

concepts of enrollment management and who convinced the vice 

president/dean of faculty of the need to assume personal 

leadership in designing the model and developing 

institutional support. 

2. The deans of the colleges and schools accepted the 

responsibility for setting enrollment goals for their units. 

3. Some effort was made to make financial aid a part 

of the recruitment strategy. 

4. There was a growing awareness of the need for 

timeliness in university actions in order to achieve 

successful recruiting. 

5. There were initial conversations in other areas of 

the university about the need for them to serve as part of 

the delivery system for recruitment and retention programs. 

6. There was agreement on a strategy for fall 1983, 

which emphasized (1) an increase in the yield from the pool 

of accepted freshmen, since their numbers were considerably 

reduced, and (2) special efforts to increase the transfer 
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population in order to slow the overall rate of decline (24, 

p. 78). 

The above scenario indicates the centralized recruitment 

and marketing activities at DePaul University. The office 

of admissions is primarily responsible for recruitment of 

new students through the support of the academic areas. 

However, certain elements of the marketing enrollment 

programs are decentralized. The college deans, in 

consultation with individual departments, set the specific 

enrollment goals for their areas. However, the coordination 

of marketing strategies is the responsibility of the office 

of the associate vice president for enrollment management who 

in consultation with vice president/dean of faculty and 

administrative council makes decisions on the implementation 

of the institution's marketing programs (24, pp. 80-81). 

Similarly, the marketing programs/activities at the 

University of Wisconsin at Oshkosh are centralized. The 

director of admissions is responsible for the planning of 

institutional marketing activities. However, the decision 

to implement these programs/activities is made through the 

approval of the administrative council of the university, 

which includes the chancellor, deans, and certain faculty 

members (24, pp. 93-97). 

As the crusade for application of marketing strategies 

into higher education organization is receiving tremendous 

support based on the extent of its utilization, its 
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advocates are concerned about its overall effectiveness. 

The areas of concern include its organization, and 

appropriate allocation of the institutions' resources. 

A centralized internal marketing programs organization 

is considered to be more effective in performing the 

marketing functions of institutions of higher education. In 

this sense, according to Berry and Allen, (6, p. 

27), the functions of admissions, career counseling and 

placement, publications and information services, 

development, and alumni relations all are placed under a 

vice president for institutional research, planning, and 

external relations who is, in effect, the institution's top 

marketing administrator. As illustrated in Figure 1, the 

directors of the office of admissions, career counseling and 

placement, public relations and information services, 

development, and alumni relations report to the vice 

president for institutional research, planning, and external 

relations, who in turn reports to the university's 

president. Berry and Allen feel that this marketing 

organization would be applicable in a large or moderate-

sized university. It also allows for singular authority 

over, and encourages the coordination of those 

organizational units which commonly interface with a 

university's external public, such as prospective students, 
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high school and junior college counselors, prospective 

employers of graduates, the mass media, parents, potential 

donors, legislators, and others (6, p. 27) . 

In a similar tone, Caren and Kemerer, Figure 2 (12, 

p. 181) propose a centralized marketing organizational model 

for colleges or universities with enrollments of between 

5,000 and 10,000. They contend that all marketing 

activities should be the responsibility of the vice 

president for institutional advancement, who coordinates and 

supervises the activities of the directors/staff members of 

the offices of admissions, financial aid, public relations 

and publication, career planning and placement, and alumni 

affairs. Caren and Kemerer feel that since these offices 

are directly and functionally related to institutional 

marketing or advancement activities, they are more effective 

in a centralized system than if dispersed throughout the 

organizational structure in different divisions concerned 

primarily with internal matters (12, pp. 181-182). 

Other writers feel that marketing activities of higher 

education institutions should be organized in committee, 

that would include general members of the institution's 

community, like notable faculty members, director of 

admissions and other members of his or her staff. This, 

they believe, promotes better coordination of institutional 

marketing programs. 
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According to Edward J. 0'Brian, institutional marketing 

should be performed at two levels: departmental and 

institutional (53). O'Brian feels that the establishment of 

a formal marketing office in the administrative structure 

should not encroach on departmental rights concerning 

promotion of the academic unit. Departments, choosing to 

promote their own services may do what they feel is best, 

working with their own personnel, materials, and budgets. 

The academic department may request marketing research and 

consultation services from the office of institutional 

marketing (53, p. 22). The rationale behind this idea is 

that individual academic departments are most aware of their 

particular strengths, problems, and the needs of their 

students, but they should also be an integral part of the 

overall institutional marketing activities. 

Some writers feel that the organization of 

institutional marketing programs should not be the sole 

responsibility of any one office, individual, or group of 

individuals. It should be a focus that permeates all 

conduct within an institution with the involvement of 

several university constituencies that produce a unified and 

coordinated marketing effort (40, 54). In addition to the 

aforementioned patterns of institutional marketing 

organization structures, Phillip Kotler, in Strategies for 

Introducing Marketing Into Nonprofit Organizations, 

recommends six alternative approaches to the introduction of 
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marketing into a nonprofit institution. These approaches 

are (1) appoint a marketing committee, (2) organize task 

forces to carry out an institutional audit, (3) hire 

marketing specialist firms as needed, (4) hire a marketing 

consultant, (5) hire a director of marketing, and (6) hire a 

vice president of marketing (31, p. 41). According to 

Kotler, institutions that want to improve their marketing 

effectiveness should consider these six steps. 

Kotler argues that the head of an institution should 

consider appointing a marketing committee to examine the 

institution's problems and look into the potentialities of 

marketing. In a college, for instance, such a marketing 

committee might consist of the president, vice presidents of 

faculty and development, director of admissions, dean of 

students, and one or two school deans. The committee should 

also include a marketing professor and/or a marketing 

practitioner. The marketing committee's objectives are (1) 

to identify the marketing problem and opportunities facing 

the institution, (2) to identify the major needs of various 

administrative units for marketing services, and (3) to 

explore the institution's possible need for a full-time 

director of marketing. The chief administrator should 

consider appointing task forces to carry out various phases 

of an institutional audit. The aim is to discover how the 

institution is seen by key publics, what its main 
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constituencies want the institution to be, which programs 

are strong and which are weak, and so on. 

As a further step, the organization should engage the 

services of marketing specialist firms such as marketing 

research firms, advertising agencies, direct mail 

consultants, and recruitment consultants. Marketing 

consultants may also be contacted to carry out a 

comprehensive marketing audit on the problems and 

opportunities facing the organization. The marketing 

consultants could be affiliated with the institution—such 

as a marketing professor, or a board member who is a 

marketing specialist. The last two steps in Kotler's 

approach are to hire a director of marketing and to appoint 

a marketing vice president. The appointment of a director 

of marketing may require the development of a job 

description which specifies to whom this person reports, the 

scope of the position, the position concept, and the 

functions, responsibilities and major liaisons with others 

in the institution. Kotler indicates that the director of 

marketing should report to a vice president designated by 

the president and relate closely with the president's 

office, admissions office, development office, planning 

office, and public relations department. 

Kotler feels that the ultimate solution is the 

establishment of a vice president of marketing position. 

This is an upper level management position which gives more 
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scope, authority, and influence to marketing. A vice 

president of marketing not only coordinates and supplies 

analytical services but also has a strong voice in the 

determination of where the institution should be going in 

terms of its changing opportunities, Kotler asserts (31, 

pp. 41-42). 

Summary 

The misconception of marketing activities has hindered 

rapid adoption in the academic environment. Some critics 

feel that marketing is peculiar to business organizational 

functions and that its application in institutions of higher 

education is unethical. However, the review of literature 

indicates that marketing can help institutions of higher 

education to achieve their enrollment objectives. Though 

marketing is not a panacea for all institutional problems, 

colleges and universities that respond to the usefulness and 

importance of marketing by establishing total marketing 

concepts in their organizations will fare better than less-

responsive institutions. 

A number of studies reveal that the role and 

responsibilities of admissions officers in institutions of 

higher learning are changing. Along with their fundamental 

responsibilities of recruiting, selection, and admissions, 

alert and intuitive admissions officers are becoming 

marketing oriented. The number of marketers among 

admissions directors is increasing (5, 7, 16, 20, 56). 
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Furthermore, the literature reviewed indicates that 

collegiate marketing should not be considered as the sole 

responsibility of the admissions office, but also as a 

concern of other constituencies in the institution. 

Participation of other members of the institutions, and 

centralization of marketing programs under the authority of 

a senior administrator with a title such as Vice President 

for Institutional Research, Planning, External Relations, 

may encourage effective performance of marketing functions 

in higher education organizations. 
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CHAPTER III 

METHODS AND PROCEDURES 

Introduction 

This chapter presents the methods and procedures used 

to gather and analyze the data in this descriptive study. 

The survey method of research was used to fulfill the 

purposes of this study, which are (1) to identify the 

marketing activities of Texas colleges and universities for 

admissions and recruiting, (2) to determine if these 

marketing activities vary according to identified 

characteristics of the colleges and universities, (3) to 

determine the role of admissions officers in marketing 

activities, and (4) to determine the organizational structure 

for marketing activities in Texas colleges and universities. 

The descriptive survey method of research was used 

because it is considered appropriate. It is also the most 

economical and efficient means of reaching members of a 

dispersed population. The survey method of research can 

also be used to explore relation—ships between two or more 

variables (2, pp. 406-407). 

Population of the Study 

The target population for this study consisted of all 

admissions officers and/or directors of admissions of 
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colleges and universities in the State of Texas, recognized 

by the American Council on Colleges and Universities. There 

are eighty admissions officers in this category. The 

population represents all types of institutions, including 

publicly and privately funded colleges and universities. 

The total population was surveyed. Due to the nature of the 

study, and the research questions, the population was 

divided into three subgroups: (1) type of institution— 

private or public, (2) size of institution—by enrollment 

figures, and (3) level of institution—lower or upper. The 

American Council on Education publication American Colleges 

and Universities. 12th edition, 1983 (1), and Peterson's 

Guide to Four Year Colleges. 1988 (5), were used to identify 

institutions within each subgroup. Table I shows the number 

of institutions in each of the two types of schools. 

TABLE I 

CLASSIFICATION OF INSTITUTIONS BY TYPE 

TYPE NUMBER OF INSTITUTIONS 
Private 4-year colleges ~ 

and universities 44 

Public 4-year colleges 
and universities 36 
Total 80 

*The two types of institutions are almost equal in 
number. 
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The Peterson's Guide to Four Year Colleges 1988 listed 

current enrollments of these institutions. Through these 

figures, institutions were classified by size in five categories. 

TABLE II 

CLASSIFICATION OF INSTITUTION BY SIZE 

SIZE ENROLLMENT 
NUMBER OF 

INSTITUTIONS 
Very small 0 - 999 19 
Small 1,000 - 3,999 32 
Medium 4,000 - 8,999 14 
Large 9,000 - 14,999 7 
Very large 15,000 over 8 

Total 80 

Table II indicates the number of institutions in each 

of the five categories. The institutions were classified 

into two levels—lower and upper. Table III indicates the 

number of institutions in each of the two levels. 

TABLE III 

CLASSIFICATION OF INSTITUTIONS BY LEVEL 

LEVEL NUMBER OF INSTITUTIONS 

Lower Institutions—colleges and 
universities offering just under- 20* 
graduate degree programs 

Upper Institutions—colleges and 
universities offering both under-
graduate and graduate degree 60* 
programs 

Total 8? 

•Number of institutions in the lower and upper levels, 
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The Survey Instrument 

A questionnaire based on the research questions 

was developed for this study following a review of other 

related instruments. "Marketing practices in Texas Colleges 

and universities" designed by John J. Losher in 1982 (4, pp. 

213-216), served as a basic source to develop the 

questionnaire for this study. Authorization was secured 

from Losher to use the instrument (Appendix 

D). Losher's perceptionnaire was a previously validated 

instrument designed to study the marketing practices of 

Texas colleges and universities for the nontraditional 

students. This perceptionnaire was modified to fit the 

needs of this study. 

A panel of three experts was consulted to validate the 

instrument. These experts included a professor of 

educational research/statistics, a marketing professor, and 

an administrative officer in the area of institutional 

advancement/admissions and recruitment. The experts were 

given copies of the proposal for this study, accompanied by 

letter (Appendix C) asking them to make suggestions and 

comments on the content validity of the instrument. Based 

on the panel's suggestions and recommendations, slight 

editorial changes were made in the instrument. For 

instance, in Section A of the instrument items 4, 6, and 7 

were altered to be more meaningful. Also, the number of 
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items in the instrument was reduced from thirty-one to 

thirty to avoid redundancy. 

Collection of Data 

The modified questionnaire (Appendix B) was then mailed 

to the subjects of this study—the admissions officers or 

directors of admissions of all eighty colleges and 

universities in the State of Texas, recognized by the 

American Council on Education (1). The questionnaire was 

accompanied by a cover letter (Appendix A) which explained 

the purpose of the survey and assured the participants of 

strict confidentiality. A stamped, pre-addressed envelope 

was included for return of the questionnaire. 

For proper identification of the schools, and to 

determine the return rate, questionnaires and envelopes were 

coded with an identification number for each school. It was 

estimated that the respondents should be able to complete 

the questionnaire within ten to fifteen minutes. The 

subjects were requested to return the questionnaire within 

fifteen days. 

After two weeks, a follow-up letter (Appendix E) which 

emphasized the importance of the study, another copy of the 

questionnaire, and a stamped self-addressed envelope were 

sent to each of the non-respondents. Five weeks after the 

initial mailing, the necessary number of returns was 

received. Fifty-eight out of the eighty possible subjects 
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participated in this study providing a return rate of 72.5 

or 73 percent. 

Procedures for Treatment and 
Presentation of Data 

The returned survey forms were analyzed by computer. 

This study concerned only four-year colleges and 

universities, privately and publicly controlled 

institutions in the State of Texas; however, it included 

comparisons made among subgroups of these institutions as 

classified according to the size by enrollment figures, and 

institutional level. 

Data related to research questions one, two, three, and 

four were treated by frequency distribution in percentages, 

rank and means were calculated where appropriate, since the 

data was descriptive in nature. The chi-square test for 

independence was used to treat data related to research 

questions five through eight. Since these questions seek to 

determine relationships between the various marketing 

programs and the identified characteristics of the 

institution, the chi-square test for independence is an 

appropriate statistic to analyze this kind of data (3, pp. 

207-210; 6, pp. 322-325). 

Summary 

This chapter contains a description of the procedures 

for treatment and presentation of data. The survey method 
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of research is used in this study to identify the marketing 

activities of Texas colleges and universities for admissions 

and recruiting, to determine if these marketing activities 

vary according to identified characteristics of the colleges 

and universities to determine the role of admissions 

officers in the marketing activities, and to determine the 

organizational structure for marketing activities in Texas 

colleges and universities. 

Eighty colleges and universities in the state 

constitute the target institutions for this investigation. 

Directors of Admissions of these institutions were surveyed 

through a questionnaire that was developed and validated for 

the purpose of answering the proposed research questions. A 

response rate of 72.5 or 73 percent was achieved, 58 out of 

80 institutions participated. Chapter IV presents the 

analysis of the data and findings of the study. 
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CHAPTER IV 

PRESENTATION AND ANALYSIS OF DATA 

Introduction 

The purpose of this chapter is to report the findings of 

the survey and the analysis of all research data collected 

for this study. The data analyzed are the responses to the 

survey questionnaire that is based on the research questions 

proposed in Chapter I. Research questions one, two, three, 

and four were analyzed according to a percentage response in 

frequency distributions. Research questions five, six, 

seven, and eight were analyzed by the chi-square test for 

independence. A 0.05 statistical level was required for 

significance. This chapter is organized in the following 

manner: (1) description of the population, (2) general 

background data of institutions, (3) analysis of the data, 

and (4) summary. 

Description of the Population 

The admissions officers of eighty four-year publicly or 

privately controlled colleges and universities in the State 

of Texas, recognized by the American Council on Colleges and 

Universities, were used for this study. Questionnaires were 

mailed to the eighty admissions officers. 

82 



83 

A total of 58 usable questionnaires were returned which 

constituted a response rate of 72.5 percent. A response 

rate of at least 65 percent of the total population 

surveyed was necessary for this study. This requirement was 

exceeded. Table IV shows the total population and number of 

admissions officers responding by type of institution. 

TABLE IV 

ADMISSIONS OFFICERS RESPONDING BY TYPE OF INSTITUTION 

Institutional 
Type of 
Respondents 

Total Population Respondents 

N Percent N Percent 

Private 44 55 30 51.7 

Public 36 45 28 48.3 

Total 80 100 58 100.0 

*N indicates number of institutions 

It is obvious from the above table that the admissions 

officers represent private and public responding 

institutions almost equally. 

Institutional size: Institutions of responding 

admissions officers were classified into five categories 

according to size. The categories are shown in Table V. 
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TABLE V 

SIZE OF INSTITUTIONS OF RESPONDENTS 

Institutional Total Population Respondents 

H Percent N Percent 

Very small 
(999 or fewer) 19 23.75 13 22.41 

Small 
(1,000-3,999) 32 40.00 22 37.93 

Medium 
(4,000-8,999) 14 17.50 13 22.41 

Large 
(9,000-14,000) 7 8.75 5 8.62 

Very large 
(15,000 or more) 8 10.00 5 8.62 

Total 80 100.00 58 100.00 

*N indicates number of institutions. 

Classification in Table V is based on the enrollment 

figures of the studied institutions as reported in the 

American Council on Education Publication—American Colleges 

and Universities. 12th Edition, 1983 (1) and Petersons 

Guide to Four Year Colleges. 1988 (5). Table V also shows 

that admissions officers from institutions classified as 

small (1000-3999) formed the largest group. 
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Institutional level; The levels of the institutions are 

reported in two categories. The upper level institutions 

are colleges and universities, publicly or privately 

controlled, offering both undergraduate and graduate degree 

programs. Lower level institutions are colleges and 

universities, publicly or privately controlled, with 

undergraduate programs. Table VI indicates the total 

population and number of respondents in each of the two 

levels of institutions. 

TABLE VI 

LEVEL OF INSTITUTIONS OF RESPONDENT 

Institutional 
Level 

Total 
N 

Population 
= 80 

Respondents 
N = 58 

N Percent N Percent 

Upper 60 75.00 44 75.86 

Lower 20 25.00 14 24.14 

Total 80 100.00 58 100.00 

*N indicates number of institutions. 

As shown in Table VI, the majority of the population in both 

upper and lower level institutions surveyed responded. Of 

the 60 upper level institutions, a large number (44) 

responded while 14 of the 20 lower level institutions 
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responded. The data in Table VI also reveal that upper 

level institutions form a large majority (75%) of the total 

population while lower level institutions represent only 

one-fourth of the total population. 

Background Data of Institutions 

This section illustrates the status of formal marketing 

plans of the institutions. The number and percentage of 

institutions in each group that (1) did not have a formal 

marketing plan; (2) had a formal marketing plan in the past, 

or (3) currently have a formal marketing plan are presented. 

Admissions officers who responded as having a formal 

marketing plan were asked to indicate how the marketing plan 

was designed. They were asked whether it was internally 

designed or if external consultants were utilized. In 

addition, admissions officers who reported having a 

marketing plan were asked to indicate the frequency with 

which their respective marketing plans were revised. Tables 

VII, VIII, IX, X, XI, and XII report these data based on the 

type, size, and level of the institutions represented by the 

admissions officers. 
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The statistics in Table VII reveal that the majority of 

the public and private colleges and universities that 

participated in this study have formal marketing plans. 

Most of these institutions designed their own marketing 

plans internally. 

Table VIII indicates that over half the respondents' 

institutions in each of the size categories have formal 

marketing plans. The majority of these institutions 

designed their own plans internally. 

When institutions were classified by level, Table IX 

shows that over 50 percent of the admissions officers from 

both public and private institutions responded that they 

have formal marketing plans. The majority indicated that 

they use their respective institution's personnel in 

constructing their marketing plans. 

Table X reveals the data and time periods for the 

frequency of marketing plan revisions of institutions with 

formal marketing plans by types. Table X shows that, as 

reported by the admissions officers of both public and 

private institutions that have formal marketing plans, over 

80 percent of the institutions revise their marketing plans 

annually. 

Table XI shows the frequency of marketing plan revision 

by size of institutions. The statistical data in Table XI 
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show that the majority of the institutions in all the 

size categories revise their formal marketing plans 

annually. 

Table XII indicates the frequency of marketing plan 

revisions by level of institution. The data in Table XII 

show that all the lower level colleges and universities 

revise their formal marketing plans annually; while over 

75 percent of upper level colleges and universities 

revise their formal marketing plans annually. 

As part of the background information on marketing 

activities of institutions, the admissions officers of 

Texas college and universities were asked to indicate the 

frequency with which they used seven specific channels of 

communication to pass their messages to their potential 

students (see Appendix B). Table XIII displays the 

information from the responding institutions. 

An examination of Table XIII reveals that survey 

questionnaires, newsletters, and public announcements are 

frequently used by Texas colleges and universities to 

communicate with potential students. These communication 

methods are mostly used on monthly and quarterly periods. 

It should be noted that the respondents report a low 

incidence of visits to high schools and junior colleges. 
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Item two, section B of the instrument (Appendix B) 

requested the admissions officers of Texas colleges and 

universities to indicate the frequency they used five 

specific types of media for purposes of promoting or 

communicating their messages to the potential students. 

Table XIV illustrates the data relating to the responding 

institutions. 

As depicted in Table XIV, direct mail, radio, and 

television are the external media most often used by 

Texas colleges and universities to communicate their 

messages to potential students. These types of media are 

most often used quarterly. 

The admissions officers of Texas colleges and 

universities were also asked to indicate "which media 

would they spend more money on if additional resources 

would permit." Eight choices are listed in Table XV. 

As depicted in Table XV, television was the 

respondents' most frequent choice (Rank 1). Radio was 

ranked second. Newspapers and brochures were ranked 

third and fourth, respectively. Newsletters were ranked 

fifth; while the last three choices were magazines (Rank 

6), billboard (Rank 7), and bulletins (Rank 8). 
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TABLE XV 

TEXAS COLLEGES' AND UNIVERSITIES' PREFERRED MEDIA 
FOR ADDITIONAL PROMOTIONAL USE, DEPENDING UPON 

AVAILABILITY OF MORE FINANCIAL RESOURCES 

Media N* 
Mean 
Rank Rank 

Radio 45 3.333 2 
Television 46 2.848 1 
Newspapers 45 3.844 3 
Newsletters 43 5.000 5 
Magazines 42 5.095 6 
Billboards 38 5.895 7 
Bulletins 38 6.316 8 
Brochures 41 3.951 4 

*N indicates number of responses 

Analysis of Data 

The analysis of data is based on the eight research 

questions proposed to guide this study. The following 

analyses are presented chronologically according to these 

research questions. 

Marketing Activities in Use 

Research questions one sought to discover the marketing 

activities currently being used by Texas colleges and 

universities to achieve enrollment objectives. For this 

study, marketing activities are described using the major 

"four p's" model of marketing—product, place or 

distribution planning, pricing, and promotion or 

communication, as discussed by McCarthy (3, p. 75). The 

activities included in the four major elements were listed 
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in items 5 through 30 in the questionnaire (Appendix B) 

according to the four p's model. 

Table XVI shows the frequency of responses (number of 

institutions) indicating the number of marketing activities. 

TABLE XVI 

THE NUMBER AND PERCENTAGES OF MARKETING ACTIVITIES 
USED BY TEXAS COLLEGES AND UNIVERSITIES 

(M = 58) 

Number of Percent 
Marketing Activities Utilized Institutions of N 

Product 
Possesses endowed professorships 31 53.4 
Involves students in planning new 

educational programs 18 31.0 
Has continuing education programs 43 74 .1 
Involves students in evaluating 

instructors 48 82.8 
Has a system for gathering and 

analyzing the reason(s) students 
give for attending 40 69.0 

Has career days or weeks 38 65.5 
Has a formal system of helping our 

graduates to secure jobs 45 77.6 

Place 
Has an extension center 15 25.9 
Has endowed chairs 29 50.0 
Has branch campus or campuses 12 20.7 
Offers courses by television 7 12.1 
Offers off-campus courses 36 62. 1 
Offers correspondence courses 9 15. 5 
Offers evening classes 50 86.2 

Price 
Has the following financial aid 

program(s) for students: 
a. scholarship 55 94.8 
b. grants 55 94 . 8 
c. installment plan for fees 5 0 86.2 
d. other—workstudy programs, and 

acceptance of credit cards for 
fee payment 18 31.0 
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Marketing Activities Utilized 
Number of 

Institutions 
Percent 
of N 

Tuition rate for full-time students 
in comparison to part-time 
students are: 

a. the same 
b. higher 
c. lower 

Has family tuition rates 

Promotion 
Strives to increase student 

enrollment 
Sends personnel off-campus for 

personal solicitation for student 
recruitment purposes 

Offers homecoming weeks 
Has a system for communicating with 

local businesses concerning 
available educational programs 

Has a system for providing information 
to prospective employers about 
graduating students 

Offers businesses complimentary use 
of classrooms for meetings and 
seminars 

Uses outside promotional agencies 
for purposes of communicating to 
prospective students 

Uses promotional media such as: 
a. radio 
b. television 
c. trade j ournal 
d. educational journal 
e. newspapers 
f. billboard 
g. others 

magazines 
direct mail 
bulletin 

Has a system for evaluating short-term 
and long-term effects of promotional 
activities: i.e. radio, T.V., 
newspapers, etc. 

46 
4 
4 
2 

52 

53 
37 

24 

37 

21 

10 

36 
33 
14 
18 
43 
21 

3 
2 
1 

12 

7 9 . 3 
6 . 9 
6 . 9 
3 . 4 

8 9 . 7 

9 1 . 4 
6 3 . 8 

4 1 . 4 

6 3 . 8 

3 6 . 2 

1 7 . 2 

62.1 
5 6 . 9 
2 4 . 1 
3 1 . 0 
7 4 . 1 
3 6 . 2 

5 . 2 
3 . 4 
1 . 7 

2 0 . 7 
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The data in Table XVI show that, in the category of 

product elements, (1) involving students in evaluating 

instructors, (2) having a formal system of helping our 

graduates to secure jobs, and (3) having continuing 

education programs are marking activities utilized by the 

majority of Texas colleges and universities. In the 

category of place elements, (1) offers evening classes, (2) 

offers off-campus courses, and (3) has endowed chairs, are 

the marketing activities used by over 50 percent of Texas 

colleges and universities. 

Data concerning pricing reveal that most of the 

institutions studied use scholarships, grants, and the 

installment plan for fees as financial aid programs for 

their students. Tuition rates for full-time students in 

comparison to part-time students are the same in most of the 

institutions. However, it is interesting to note that only 

two of the fifty-eight Texas colleges and universities have 

family tuition rates as part of their pricing strategy. In 

addition, promotional activities used by most institutions, 

shown in Table XVI, are (1) sending personnel off-campus for 

personal solicitation for student recruitment purposes, 

(2) striving to increase student enrollment, and (3) having 

a system for providing information to prospective employers 

about graduating students. The most frequently utilized 

promotional media are newspapers, and radio, while bulletins 

are the least used. 
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Responsibilities of Admissions Officers 
in Marketing Activities 

Research question two seeks to discover the 

responsibilities of admissions officers in marketing 

activities of Texas colleges and universities and the person 

to whom they report. Table XVII shows the frequency of 

responses (N) indicating the admissions officers' 

responsibilities in marketing activities. 

TABLE XVII 

RESPONSIBILITIES OF ADMISSIONS OFFICERS IN MARKETING 
ACTIVITIES OF TEXAS COLLEGES AND UNIVERSITIES 

Admissions Officers' 
Responsibilities 

Agree Disagree Don'i t Know No Response Admissions Officers' 
Responsibilities N* % N % N % N % 

Director of admissions is 
solely responsible for 
marketing program activities 17 29.3 40 69.0 0 0 1 1.7 

Marketing programs are 
mainly carried on by 
our admissions office 31 53.4 27 46.6 0 0 0 0 

The director of admissions 
current responsibilities 
include: 

Development of 
marketing plan 33 56.9 21 36.2 2 3.4 2 3.4 
Implementation of 
marketing plan 38 65.5 18 31.0 2 3.4 0 0 

Admissions/recruiting 52 89.7 5 8.6 0 0 1 1.7 
Selection of appro-
private promotional 
techniques to be 
used (T.V., radio, 
newspaper, etc.) 19 32.8 34 58.6 3 5.2 2 3.4 
Serving solely as a 
member of marketing 
committee 10 17.2 42 72.4 1 1.7 5 8.6 

Other: 
Counseling 3 5.2 

*Number of respondents - 58. 
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As shown in Table XVII, almost all of the respondents 

agree that they are responsible for admissions/recruiting 

activities of their respective institutions. While over 

50 percent of the admissions officers that participated 

in the study indicated that marketing activities are mainly 

carried on by their admissions offices. They also indicated 

that their current responsibilities include development of a 

marketing plan and implementation of the marketing plan. 

The second part of this research question seeks 

information to identify to whom the admissions officer 

reports. Table XVIII reveals the information pertinent to 

this question. 

TABLE XVIII 

REPORTING RESPONSIBILITIES OF ADMISSIONS OFFICERS 
IN MARKETING ACTIVITIES 

Institution Respondents Percent 
Administrator N = 58 of N 
President/Chancellor 14 24.1 
Chief Public Relations Officer 2 3.4 
Chief Development Officer 0 0 
Director of Information 0 0 
Vice President for 
University Affairs 6 10.3 

Vice President for 
Institutional Relations 1 1.7 

Vice President for 
Academic Affairs 21 36.2 
Dean of Students or 
Director of Student 
Affairs 8 13.8 
Others: 
Vice President for Enrollment 
Management/Dean of Enrollment 
Management 6 10.3 
Total 58 100.0* 

*Total rounded to 100.0 
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The data in Table XVIII show that most of the 

admissions officers report their responsibilities to their 

respective institution president/chancellor, and vice 

president for academic affairs. 

Proportion of Budget Allocated to 
Admissions/Recruiting 

Research question three seeks to examine the proportion 

of the current budget in Texas colleges and universities 

that is allocated for admissions/recruiting efforts. 

Respondents were asked to indicate if a proportion of their 

institutions' current budgets are allocated for the 

admissions/ recruiting effort; and if so, they were asked to 

indicate the amount or percentage of the budget. Table XIX 

presents these findings. 

Forty-nine of the fifty-eight respondents indicated 

that some of their budgets are allocated for admissions/ 

recruiting efforts although fifteen did not report a specific 

percentage. Only nine respondents indicated no allocation 

of budget for admissions/recruiting purposes. Of the forty-

nine respondents that reported that they have current budget 

allocations for admissions/recruiting efforts, thirty-four 

revealed the percentages of their respective current 

institutions' budgets that are geared toward 

admissions/recruiting efforts. 
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TABLE XIX 

PROPORTION OF CURRENT TEXAS COLLEGES AND UNIVERSITIES 
BUDGET ALLOCATED FOR ADMISSIONS/RECRUITING EFFORTS 

Budget Allocation Number of Percent 
in Percentages of Institutions N = 58 

0.3 2 3.4 
0.4 2 3.4 
0.5 1 1.7 
0.6 1 1.7 
0.7 1 1.7 
0.8 1 1.7 
0.9 4 6.9 
1.0 4 6.9 
1.1 1 1.7 
1.4 2 3.4 
1.6 1 1.7 
2.0 3 5.2 
3.0 3 5.2 
4.0 2 3.4 
10.0 4 6.9 
12.0 1 1.7 
20.0 1 1.7 

Some did not report 15 25.9 
None 9 15.5 

Total 58 100* 

•Total percentage rounded to 100.0, 
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According to Table XIX, the majority, twenty-eight, of 

the thirty-four institutions that reported the percentage of 

their institutions' current budgets for 

admissions/recruiting, allocated less than 5 percent of 

their institutions' current budget for admissions/ 

recruiting. Only six of these institutions reported that 

they allocated more than 9 percent of their institutions' 

current budgets for admissions/recruiting. Sixteen of these 

institutions allocated 1 percent or less of their 

institutions' current budgets for admissions/recruiting 

effort. 

Marketing Problems 

Research question four sought the importance of 

marketing problems of Texas colleges and universities. 

Admissions officers were asked to rank a number of marketing 

problems according to importance in their respective 

institutions. Table XX shows the marketing problems in rank 

order as perceived by the admissions officers. 

As indicated in Table XX, the most important problem as 

perceived by the admissions officers was insufficient funds 

for implementing preferred marketing techniques. A second 

major problem was limited human resources for developing and 

implementing adequate marketing programs for recruiting 

efforts. Insufficient staff, time, and money to do 

development work of marketing planning was ranked third. 
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TABLE XX 

MARKETING PROBLEMS CONFRONTING TEXAS 
COLLEGES AND UNIVERSITIES 

*Number of Mean Ranking Distribute on 

Respondents Rank ! Rank 1st 2nd 3rd 4 th 5 th 6 th 

Insufficient funds for 
implementing preferred 
marketing techniques 48 1.52 1 31 11 3 3 0 0 

Limited human resources 
for developing and 
implementing adequate 
marketing programs for 
recruiting efforts 34 2.44 2 9 10 10 2 2 1 

Public/institutional 
restrictions on 
promotional activities 
spending 45 3.80 4 1 6 16 7 8 7 

Limited human resources 
for developing adequate 
relationships with the 
business community 43 3.81 5 1 7 8 13 11 3 

Effective system for 
evaluating the cost 
and effects of pro-
motional activities 
(radio, T.V., news-
papers, etc.) 25 4.04 6 

Insufficient staff, 
time, and money to do 
development work of 
market planning 43 2.93 3 8 14 5 9 3 4 

Other: 
Need for better 
scheduling more 
academic programs 1 

•Number of respondents ranged from 25 to 48. 
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Public institutional restrictions on promotional activities 

spending was ranked fourth. Limited human resources for 

developing adequate relationships with the business 

community was considered the fifth most important marketing 

problem. Effective systems for evaluating the cost and 

effects of promotional activities (radio, t.v., newspapers, 

etc.) was considered the least important marketing problem 

confronting Texas colleges and universities. 

Variance of Marketing Activities 

Research question five sought the variation of 

marketing activities of institutions classified by type, 

size, and level. The chi-square test for independence was 

used to treat data from the survey instrument that related 

to this question. The significant marketing activities at 

the .05 level or less, with any of the variables—type, 

size/and level—indicates variation in use by institutions. 

The factors in marketing activities—applicable (yes, 

has, or using) and not applicable (no, or not using)—were 

cross-tabulated with the type of institution, size, and 

level. The data in Tables XXI, XXII, and XXIII indicate the 

results of these cross-tabulations in terms of degrees of 

freedom, the chi-square, and the level of significance for 

each marketing activity. 
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TABLE XXI 

CROSS-TABULATION OF FACTORS* IN MARKETING ACTIVITIES 
WITH THE TYPE OF INSTITUTION 

Marketing Activities df Chi-scfuare 
Level of 

Significance 

Possesses endowed professorships 1 0.00 1.00 
Involves students in planning 
new educational programs 1 1.55 0.21 

Has continuing education 
program 1 1.09 0.29 
Involves students in 
evaluating instructors 1 1.35 0.24 

Has a system for gathering 
and analyzing the reason(s) 
students give for attending 1 0.21 0.6.5 

Has career days or weeks 1 0.41 0.52 
Has a formal system of 
helping graduates secure jobs 1 0.00 1.00 

Has an extension center 1 0.02 0.88 
Has endowed chairs 1 0.07 0.79 
Has branch campus or campuses 1 0.21 0.65 
Offers courses by television 1 2.92 0.09 
Offers off-campus courses 1 4.98 0.03** 
Offers correspondence courses 1 0.01 0.91 
Offers evening classes 1 0.00 1.00 

Has the following financial 
aid program(s) for students: 
a. scholarships 1 0.00 1.00 
b. grants 1 0.00 1.00 
c. installment plan for fees 1 1.08 0.29 
d. other: workstudy programs, 

and the use of credit cards 
for fee payment 1 1.06 0.30 

Tuition rates for full-time 
students in comparison to the 
part-time students are: 
the same, higher, lower 2 5.78 0.06 

Has family tuition rates 1 0.00 1.00 
Strives to increase student 
enrollment 1 0.00 1.00 
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TABLE XXI—Continued 

Marketing Programs 
Level of 

df Chi-sguare Significance 

Sends personnel off campus for 
personal solicitation for 
student recruitment purposes 1 

Offers homecoming weeks 1 
Has a system for communicating 
with local businesses con-
cerning available educational 
programs 1 

Has a system for providing 
information to prospective 
employers about graduating 
students 1 

Offers businesses complimentary 
use of classrooms for meetings 
and seminars 1 

Uses outside promotional 
agencies for purposes of 
communicating to prospective 
students 1 

Uses promotional media such as: 
a. radio 1 
b. television 1 
c. trade journals 1 
d. educational journals 1 
e. newspapers 1 
f. billboards 1 
g. other: magazines, direct-

mail, and bulletin 1 
Has a system for evaluating 
short-term and long-term 
effects of promotional 
activities; i.e. radio, 
television, newspapers, etc. 1 

0.73 
0.39 

0.23 

0.39 

0 . 0 0 

0.85 

0 . 0 0 
0.69 
0.59 
0.01 
0.19 
0.12 

0.12 

0.39 
0.84 

0.63 

0.84 

1.00 

0.36 

0.95 
0.41 
0.43 
0.91 
0.65 
0.72 

0.73 

0.21 0.65 

•Factors: applicable (yes, has, or using), not 
applicable (no, or not using). 

**Significant at the .05 level 
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Table XXI shows that when all the marketing 

activities are cross-tabulated with the types of 

institutions (public and private), only one is 

statistically significant at the .05 level. Offers off-

campus courses is statistically significant. A review of 

the contingency table (Appendix F) which deals with each 

factor in the marketing activity of offers off-campus 

courses, reveals the variation between public and private 

institutions. The public institutions offer off-campus 

courses more often than do their private counterparts. 

Table XXII shows the cross-tabulation of the 

marketing activities with the sizes of institutions. When 

the marketing activities are cross-tabulated with the 

sizes of the institutions, the following marketing 

activities are statistically significant at .05 level: 

(1) possesses endowed professorships, (2) involves 

students in planning new educational programs, (3) has 

career days or weeks, (4) has endowed chairs, (5) has 

branch campus or campuses, (6) offers courses by 

television, and (7) offers homecoming week. An 

examination of the contingency tables (Appendix F) which 

deal with these marketing activities show the variations 

of these activities in use among the five sizes of 

institution. 
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TABLE XXII 

CROSS-TABULATION OF FACTORS* IN MARKETING 
ACTIVITIES WITH THE SIZE OF INSTITUTION 

Marketing Activities df Chi-scfuare 
Level of 

Significance 

Possesses endowed professorships 4 10.33 0.04** 
Involves students in planning 
new educational programs 4 9. .47 0.05** 

Has continuing education 
program 4 5.93 0.20 
Involves students in 
evaluating instructors 4 6.42 0.17 

Has a system for gathering 
and analyzing the reason(s) 
students give for attending 4 2.10 0.72 

Has career days or weeks 4 12.61 0.01** 
Has a formal system of 
helping graduates secure jobs 4 7.33 0.12 
Has an extension center 4 2.54 0.64 
Has endowed chairs 4 9.65 0.05** 
Has branch campus or campuses 4 9.37 0.05** 
Offers courses by television 4 25.52 0.00** 
Offers off-campus courses 4 6.93 0.14 
Offers correspondence courses 4 7.77 0.10 
Offers evening classes 4 5.15 0.27 

Has the following financial 
aid program(s) for students: 
a. scholarships 4 4.68 0.32 
b. grants 4 0.89 0.92 
c. installment plan for fees 4 1.75 0.78 
d. other: workstudy programs, 

and the use of credit cards 
for fee payment 4 3.58 0.47 

Tuition rates for full-time 
students in comparison to the 
part-time students are: 
the same, higher, lower 8 14.56 0.07 

Has family tuition rates 4 3.52 0.47 
Strives to increase student 
enrollment 4 2.86 0.58 

Sends personnel off campus for 
personal solicitation for 
student recruitment purposes 4 1.72 0.78 

Offers homecoming weeks 4 10.21 0.04** 
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TABLE XXII—Continued 

Marketing Programs df Chi-sguare 
Level of 

Significance 

Has a system for communicating 
with local businesses con-
cerning available educational 
programs 

Has a system for providing 
information to prospective 
employers about graduating 
students 

Offers businesses complimentary 
use of classrooms for meetings 
and seminars 

Uses outside promotional 
agencies for purposes of 
communicating to prospective 
students 

Uses promotional media such as: 
a. radio 
b. television 
c. trade journals 
d. educational journals 
e. newspapers 
f. billboards 
g. other: magazines, direct-

mail, and bulletin 
Has a system for evaluating 
short-term and long-term 
effects of promotional 
activities; i.e. radio, 
television, newspapers, etc. 

1.11 

2.70 

1.64 

1.42 

0.39 
3.38 
1.44 
3.89 
2.02 
0.66 

3.19 

3.55 

0.89 

0.60 

0.80 

0.84 

0.98 
0.49 
0.89 
0.42 
0.73 
0.96 

0.52 

0.46 

•Factors: applicable (yes, has, or using); not 
applicable (no, or not using). 

••Significant at the .05 level 

Over 50 percent of the small, medium, large, and very 

large institutions possess endowed professorships, while 

less than 20 percent of very small institutions have endowed 

professorships. Involving students in planning new 

educational programs is part of marketing activities in the 
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majority of large institutions (80%), while 46 percent of 

the very small institutions and less than 25 percent of 

the small, medium, and very large institutions involve 

students in planning new educational programs. Having 

career days or weeks also varies among the institutions by 

size. Most of the institutions (92%) in the categories of 

medium, large, and very large, have career days or weeks, 

while few (approximately 50%) of the institutions in the 

categories of very small and small have career days or 

weeks. 

A majority of the very large, medium, and small 

institutions have endowed chairs, while few institutions 

classified as very small or large have this particular 

marketing activity. Most of the institutions in the 

categories of very small, small, medium, and very large do 

not have branch campuses. Only a few of the large 

institutions have branch campuses. Offering courses by 

television also varies significantly among the institutions 

by size. A large majority (80%) of the very large 

institutions offer courses by television, while very few 

(5%) of the small, and (15%) of the medium institutions 

offer courses by television respectively. None of the 

institutions from very small or large categories offer 

courses by television. The use of homecoming week as a 

marketing tactic was reported by a large majority 
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(approximately 77%) of the institutions in the medium, 

large, and very large categories; while this particular 

marketing activity is used by few (approximately 46%) 

of the institutions in the categories of very small, and 

small. Table XXIII shows the cross-tabulation of marketing 

activities with the levels of institutions. 

As indicated in Table XXIII, when all the marketing 

activities are cross-tabulated with the levels of 

institutions (lower and upper), only two are statistically 

significant at the .05 level. The significant marketing 

activities are offering off-campus courses, and tuition 

rates for full-time students in comparison to the part-time 

students are the same, higher, or lower. An examination of 

the contingency tables which deal with each factor in these 

marketing activities shows that slight variations exist 

between the two levels of institution in the numbers and 

percentages of availability of off-campus courses. Also, 

there are differences in tuition rates for full-time 

students in comparison to the part-time students between the 

lower and upper institutions. A majority of upper level 

institutions (approximately 77%) offer off-campus courses, 

while few lower level institutions (approximately 36%) of 

the upper level institutions reported that tuition rate for 
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TABLE XXIII 

CROSS-TABULATION OF FACTORS* IN MARKETING ACTIVITIES 
WITH THE LEVEL OF INSTITUTION 

Marketing Activities df Chi-square 
Level of 

Significance 

Possesses endowed professorships 
Involves students in planning 
new educational programs 

Has continuing education 
program 
Involves students in 
evaluating instructors 

Has a system for gathering 
and analyzing the reason(s) 
students give for attending 

Has career days or weeks 
Has a formal system of 
helping graduates secure jobs 

Has an extension center 
Has endowed chairs 
Has branch campus or campuses 
Offers courses by television 
Offers off-campus courses 
Offers correspondence courses 
Offers evening classes 
Has the following financial 
aid program(s) for students: 
a. scholarships 
b. grants 
c. installment plan for fees 
d. other: workstudy programs, 

and the use of credit cards 
for fee payment 

Tuition rates for full-time 
students in comparison to the 
part-time students are: 
the same, higher, lower 

Has family tuition rates 
Strives to increase student 
enrollment 
Sends personnel off campus for 
personal solicitation for 
student recruitment purposes 

0 . 3 7 

2 . 0 4 

0 . 3 8 

0 . 5 5 

0 . 0 0 
0 . 0 0 

0 . 0 0 
0 . 0 1 
0 . 0 1 
0 . 0 9 
0 . 3 4 
4 . 0 7 
0 . 3 2 
0 . 2 6 

0 . 0 0 
0 . 0 0 
0 . 0 0 

0 . 3 1 

8 . 2 7 
0 . 3 7 

0 . 0 0 

0 . 0 0 

0 . 5 5 

0 . 1 5 

0 . 5 4 

0 . 4 6 

1.00 
1.00 

1 . 0 0 
0 . 9 3 
1.00 
0 . 7 7 
0 . 8 6 
0 . 0 4 * * 
0 . 5 7 
0.61 

1.00 
1.00 
1.00 

0 . 5 8 

0 . 0 2 * * 
0 . 5 4 

1 . 0 0 

1.00 
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TABLE XXIII—Continued 

Marketing Activities df Chi-square 
Level of 

Significance 

Offers homecoming weeks 
Has a system for communicating 
with local businesses con-
cerning available educational 
programs 

Has a system for providing 
information to prospective 
employers about graduating 
students 

Offers businesses complimentary 
use of classrooms for meetings 
and seminars 

Uses outside promotional 
agencies for purposes of 
communicating to prospective 
students 

Uses promotional media such as: 
a. radio 
b. television 
c. trade journals 
d. educational journals 
e. newspapers 
f. billboards 
g. other: magazines, direct-

mail, and bulletin 
Has a system for evaluating 
short-term and long-term 
effects of promotional 
activities; i.e. radio, 
television, newspapers, etc. 

1.00 

0 . 0 0 

0.13 

0 . 0 8 

0 . 0 0 

0 . 2 6 
0.83 
0.65 
0.01 
0 . 0 0 
0.76 

0 . 0 0 

0.63 

0.32 

1.00 

0.72 

0.78 

0.94 

0.61 
0.77 
0.42 
0.92 
1.00 
0.78 

0.96 

0.73 

•Factors: applicable (yes, 
applicable (no, or not using). 

••Significant at the .05 level 

has, or using); not 

full-time students in comparison to the part-time students 

are the same, while the lower institutions reported 

different tuition rates. 
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Role of Admissions Officers in 
Marketing Activities 

Research question six sought the variation 

in the role of admissions officers in marketing activities 

of institutions classified by types, sizes, and levels. 

The chi-square test for independence was used to treat 

data from the survey instrument that related to this 

question. The significant role of admissions officers at 

the .05 level or less with any of the variables—types, 

sizes, and levels—indicates variation in the role of 

admissions officers in marketing activities. 

The factors in the role of admissions officers 

(agree, disagree, and don't know), were cross-tabulated 

with the types of institutions, the sizes of institutions, 

and the levels of institutions. Tables XXIV, XXV, and XXVI 

data show the results of these cross-tabulations in terms of 

degrees of freedom, the chi-square and the levels of 

significance for each role of admissions officers in 

marketing activities. 
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TABLE XXIV 

CROSS-TABULATION OF FACTORS* IN THE ROLE 
OF ADMISSIONS OFFICER IN THE MARKETING 
ACTIVITIES WITH TYPE OF INSTITUTION 

Role of Admissions Officer 
in Marketinq Activities df 

Chi-
scruare 

Level of 
Significance 

As the director of admissions 
of our institution, I am 
solely responsible for 
marketing activities programs 1 0.67 0.79 

Marketing activities programs 
are mainly carried on by our 
admissions office 1 0.00 1.00 

As the director of admissions 
of our institution, my 
current responsibilities in 
marketing activities program 
include: 

Development of marketing plan 2 2.08 0.35 

Implementation of marketing plan 2 2.35 0.31 

Admissions/recruiting activities 1 0.96 0.33 

Selection of appropriate 
promotional techniques to be 
used by our institution (TV, 
radio, newspaper, etc.) 2 1.69 0.43 

Serving solely as a member 
of marketing committee 2 1.48 0.48 

•Factors: agree, disagree, or don't know. 

The data in Tables XXIV, XXV, XXVI indicate no 

statistical significance in any of the variables. Hence, no 

apparent variations exist between the types of institutions, 
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TABLE XXV 

CROSS-TABULATION OF FACTORS* IN THE ROLE OF 
ADMISSIONS OFFICER IN MARKETING ACTIVITIES 

WITH SIZE OF INSTITUTION 

Role of Admissions Officers 
in Marketinq Activities df 

Chi-
scfuare 

Level of 
Significance 

As the director of admissions 
of our institution, I am 
solely responsible for 
marketing activities programs 4 5.46 0.24 

Marketing activities programs 
are mainly carried on by our 
admissions office 4 4.61 0.33 

As the director of admissions 
of our institution, my 
current responsibilities in 
marketing activities program 
include: 

Development of marketing plan 8 11.58 0.17 

Implementation of marketing plan 8 10.59 0.23 

Admissions/recruiting activities 4 1.32 0.86 

Selection of appropriate 
promotional techniques to be 
used by our institution (TV, 
radio, newspaper, etc.) 8 5.49 0.70 

Serving solely as a member 
of marketing committee 8 12.15 0.14 

•Factors: agree, disagree, or don't know. 

among the sizes of institutions, and between the levels of 

institutions in the role of the admissions officers in 

marketing activities. 
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TABLE XXVI 

CROSS-TABULATION OF FACTORS* IN THE ROLE OF ADMISSIONS 
OFFICERS IN MARKETING ACTIVITIES WITH 

LEVEL OF INSTITUTION 

Role of Admissions Officer 
in Marketing Activities df 

Chi-
square 

Level of 
Significance 

As the director of admissions 
of our institution, I am 
solely responsible for 
marketing activities programs 1 2.44 0.12 

Marketing activities programs 
are mainly carried on by our 
admissions office 1 0.00 0.99 

As the director of admissions 
of our institution, my 
current responsibilities in 
marketing activities program 
include: 

Development of marketing plan 2 2.47 0.29 

Implementation of marketing plan 2 1.66 0.43 

Admissions/recruiting activities 1 0.63 0.43 

Selection of appropriate 
promotional techniques to be 
used by our institution (TV, 
radio, newspaper, etc.) 2 1.78 0.41 

Serving solely as a member 
of marketing committee 2 1.84 0.39 

•Factors: agree, disagree, or don't know. 

Variance of Marketing Activities According 
to Enrollment Patterns 

Research question seven sought to find the 

variation of marketing activities based on enrollment 

patterns. Table XXVII shows the cross-tabulation of factors 
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in marketing activities with the enrollment patterns of 

the institutions. The significant marketing activity at 

the .05 level or less, with the enrollment patterns of 

institutions, indicates variation in marketing activities 

based on the enrollment patterns. 

TABLE XXVII 

CROSS-TABULATION OF FACTORS* IN MARKETING ACTIVITIES 
WITH THE ENROLLMENT PATTERNS OF INSTITUTION 

Marketing Activities df Chi-scruare 
Level of 

Significance 

Possesses endowed professorships 6 5.31 0.51 
Involves students in planning 
new educational programs 6 7.22 0.30 

Has continuing education 
program 6 6.55 0.36 
Involves students in 
evaluating instructors 6 3.69 0.72 

Has a system for gathering 
and analyzing the reason(s) 
students give for attending 6 5.85 0.44 

Has career days or weeks 6 8.47 0.21 
Has a formal system of 
helping graduates secure jobs 6 4.30 0.64 
Has an extension center 10.15 0.12 
Has endowed chairs 6 1.38 0.97 
Has branch campus or campuses 6 14.96 0.02** 
Offers courses by television 6 3.79 0.70 
Offers off-campus courses 6 10.93 0.09 
Offers correspondence courses 6 8.38 0.21 
Offers evening classes 6 11.31 0.08 

Has the following financial 
aid program(s) for students: 
a. scholarships 6 1.54 0.96 
b. grants 6 7.01 0.32 
c. installment plan for fees 6 6.46 0.37 
d. other: workstudy programs, 

and the use of credit cards 
for fee payment 6 7.36 0.29 
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Level of 
Marketinq Activities df Chi-square Significance 

Tuition rates for full-time 
students in comparison to the 
part-time students are: 
the same, higher, lower 12 8.86 0.71 

Has family tuition rates 6 3.45 0.75 
Strives to increase student 
enrollment 6 1.98 0.92 
Sends personnel off campus for 
personal solicitation for 
student recruitment purposes 6 10.33 0.11 

Offers homecoming weeks 6 7.33 0.29 
Has a system for communicating 
with local businesses con-
cerning available educational 
programs 6 9.62 0.14 

Has a system for providing 
information to prospective 
employers about graduating 
students 6 10.22 0.12 

Offers businesses complimentary 
use of classrooms for meetings 
and seminars 6 1.89 0.93 

Uses outside promotional 
agencies for purposes of 
communicating to prospective 
students 6 9.53 0.15 

Uses promotional media such as: 
a. radio 6 3.24 0.78 
b. television 6 5.18 0.52 
c. trade journals 6 17.96 0.01** 
d. educational journals 6 9.94 0.13 
e. newspapers 6 1.05 0.98 
f. billboards 6 4.50 0.61 
g. other: magazines, direct-

mail, and bulletin 6 7.34 0.29 
Has a system for evaluating 
short-term and long-term 
effects of promotional 
activities; i.e. radio, 
television, newspapers, etc. 12 10.92 0.54 

•Factors: applicable (yes, has, or using); not 
applicable (no, or not using). 

**Significant at the .05 level 



124 

The data in Table XXVII indicate that when all the 

marketing activities are cross-tabulated with the enrollment 

patterns of institutions during the last five years, only 

two marketing activities are significant at the .05 level— 

has branch campus or campuses, and uses of promotional media 

such as trade journals. An examination of contingency 

tables (Appendix F) which deal with each factor in the two 

marketing activities shows some variations in all the seven 

categories of the enrollment patterns. A majority of the 

admissions officers that reported steady enrollment in their 

institutions have no branch campuses. Fifty percent of the 

admissions officers who reported a 6 to 10 percent 

enrollment increase in their institutions have branch 

campuses. Also, there are variations in the use of 

promotional media such as trade journals in all the 

institutions' seven enrollment patterns. The majority of 

the institutions with steady, increasing 1 to 5 percent, 6 

to 10 percent, 11 to 15 percent, and 16 percent or greater 

enrollment patterns are not using trade journals, but the 

majority of the institutions with decreasing 1 to 5 percent, 

and 16 percent or greater enrollment patterns use trade 

journals. 

Variance of Organizational Structure 
for Marketing Activities 

Research question eight sought the variations of 

organizational structures for marketing activities of 
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institutions. The chi-sguare test for independence was used 

to treat data from survey questionnaire items that related 

to this question—the open-ended question (item #11) on the 

survey instrument (Appendix B). The variety of responses to 

this question from 46 admissions officers was numerous, but 

many were similar in content. These similarities were 

properly taken into consideration as the following five 

types of organizational structures were determined from the 

responses. 

Type I organizational structure: marketing activities 

are centralized and carried on by the admissions officer— 

admissions officer makes all decisions concerning the 

planning, organizing, and implementation of marketing 

activities. 

Type II organizational structure: marketing activities 

are centralized—admissions officer initiates marketing 

activities. The institution president makes implementation 

decision. 

Type III organizational structure: marketing activities 

are centralized—admissions officer initiates marketing 

activities. The president and administration make 

implementation decision. 

Type IV organizational structure: marketing activities 

are decentralized—each area or department in the 

institution plans and implements marketing activities with 

the approval of the president and administrative cabinet. 
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Type V organizational structure: marketing activities 

are centralized—a marketing committee or council develops 

strategies with participation of all components of the 

institution and makes implementation decision. 

Table XXVIII indicates the level of significance 

when the five types of organizational structure are cross-

tabulated with the type, size and level of institution. 

TABLE XXVIII 

CROSS-TABULATION OF ORGANIZATIONAL STRUCTURES 
WITH TYPE, SIZE, AND LEVEL OF INSTITUTION 

Institutional 
Characteristics 

Degrees of 
Freedom 

Level of 
Significance 

Type 5 0.03* 

Size 20 0.44 

Level 5 0.47 

•Significant at .05 level 

The significant organizational structure at the .05 level or 

less with any of the variables—type, size, and level— 

indicates variation in organizational structure. An 

examination of Table XXVIII reveals that only the type 

of institution generates a significant level of 0.03. 

Contingency tables in Appendix F illustrate the detailed 

results of these cross-tabulations. Variations exist in the 

organizational structure adapted by private and public 
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institutions. Type I organizational structure is mostly 

used by private institutions while Type V organizational 

structure is commonly used by public institutions. Also, it 

should be noted that approximately 85 percent of the 

admissions officers that responded to this item indicated 

that organizational marketing activities are centralized. 

Summary of Maior Findings 

The following are the major findings of the study. 

1. A majority of Texas colleges and universities 

have formal marketing plans. Direct mail, newspapers, 

television, and radio are the most frequently used media by 

these institutions. 

2. A large majority of Texas colleges and 

universities use the following marketing activities to 

achieve the enrollment objectives of their institutions: 

(1) involving students in evaluating instructors, (2) having 

the following financial aid programs(s) for students (a) 

scholarship, (b) grants and installment plans for fees, 

(3) offering evening classes, (4) striving to increase 

student enrollment, and (5) sending personnel off-campus for 

personal solicitation for student recruitment purposes. 

3. A majority of the admissions officers are 

responsible for the development and implementation of 

marketing plans and admissions/recruiting efforts of their 

institutions. Most of these admissions officers report to 
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the president/chancellor or vice president for academic 

affairs of their respective institutions. 

4. A majority of Texas colleges and universities 

have a proportion of their current budget allocated for 

admissions/recruiting efforts. Most of the admissions 

officers perceive insufficient funds for implementing 

preferred marketing techniques as the most important 

problem confronting institutions. 

5. The role of admissions officers in marketing 

activities of Texas colleges and universities are not 

varied. No significant differences were found in the 

comparison of each role between the two types of 

institutions, among the five sizes of institutions, and 

between the two levels of institutions. 

6. The following marketing activities are varied in 

use by institutions according to size: (1) possess 

endowed professorship, (2) involve students in planning 

new educational programs, (3) have career days or weeks, 

(4) have endowed chairs, (5) have branch campuses, 

(6) offer courses by television, and (7) offer homecoming 

weeks. Offering off-campus courses also varies in use by 

institutions according to level. 

7. The following marketing activities are varied in 

use according to the enrollment patterns of institutions: 
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(1) have branch campus or campuses, and (2) use trade 

journals. 

8. Most of the respondents whose institutions have 

organizations for marketing activities indicated that their 

organizational marketing activities are centralized. 
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CHAPTER V 

SUMMARY, FINDINGS, IMPLICATIONS, CONCLUSIONS 

AND RECOMMENDATIONS FOR FURTHER STUDY 

This chapter presents a summary of the problems, 

purposes, methods, and procedures, analysis of the data, 

and the findings of this study. A discussion of the 

findings is presented as they pertain to the related 

literature. Conclusions and recommendations based upon 

the findings are also included. 

Summary 

This study concerns the role of admissions officers 

in marketing activities of Texas colleges and universities. 

The purposes of this study were to identify the marketing 

activities of Texas colleges and universities for admissions 

and recruiting, to determine if these marketing activities 

vary according to identified characteristics of the colleges 

and universities, to determine the role of admissions 

officers in the marketing activities, and to determine the 

organizational structure for marketing activities in Texas 

colleges and universities. 

Data for this study were collected by the use of a 

questionnaire that was developed following the review of 

other related instruments. The questionnaire was validated 

131 
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by a panel of three experts. These experts included a 

professor of educational research/statistics, a marketing 

professor, and an administrative officer in the area of 

institutional advancement/admissions and recruitment. The 

questionnaires were mailed to the admissions officers of 

the eighty Texas colleges and universities recognized by 

the American Council on Colleges and Universities. The 

population represents admissions officers from all types 

of institutions, including publicly and privately 

controlled colleges and universities. The total 

population was surveyed. However, due to the nature of 

the study, and the research questions, the population was 

further stratified by size of institutions using 

enrollment figures, and level of institutions—lower or 

upper. A total of fifty-eight usable questionnaires were 

returned which constitutes a response rate of 72.5 

percent. 

The data assembled were descriptive in nature. 

However, two methods were used to treat data gathered 

from the survey instrument. Data related to questions number 

one, two, three, and four were treated by frequency 

distribution in percentages, rank-ordered, and means were 

calculated where appropriate. The chi-square test for 

independence was used to treat data related to research 

questions five through eight which investigated the 

relationships between the various marketing activities and 
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the identified characteristics of the institutions. These 

data were tested at the 0.05 level of significance. 

Summary of Maior Findings 

The following are the major findings of the study. 

1. A majority of the Texas colleges and universities 

have formal marketing plans. Direct mail, newspapers, 

television, and radio are the most frequently used media by 

these institutions. 

2. A large majority of the Texas colleges and 

universities use the following marketing activities to 

achieve the enrollment objectives of their institutions: 

(1) involving students in evaluating instructors, (2) having 

the following financial aid programs(s) for students 

(a) scholarship, (b) grants and installment plans for 

fees, (3) offering evening classes, (4) striving to 

increase student enrollment, and (5) sending personnel 

off-campus for personal solicitation for student 

recruitment purposes. 

3. A majority of the admissions officers are 

responsible for the development and implementation of 

marketing plans and admissions/recruiting efforts of their 

institutions. Most of the admissions officers report to 

the president/chancellor or vice president for academic 

affairs of their respective institutions. 
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4. A majority of Texas colleges and universities have 

a proportion of their current budgets allocated for 

admissions/recruiting efforts. Most of the admissions 

officers perceive insufficient funds for implementing 

preferred marketing techniques as the most important 

problem confronting institutions. 

5. The role of admissions officers in marketing 

activities of Texas colleges and universities are not 

varied. No significant differences were found in the 

comparison of each role between the two types of 

institutions, among the five sizes of institutions, and 

between the two levels of institutions. 

6. The following marketing activities are varied in 

use by institutions according to size: (1) possess 

endowed professorship, (2) involve students in planning 

new educational programs, (3) have career days or weeks, 

(4) have endowed chairs, (5) have branch campus or campuses, 

(6) offer courses by television, and (7) offer homecoming 

weeks. Offering off-campus courses also varies in use by 

institutions according to level. 

7. The following marketing activities are varied in 

use according to the enrollment patterns of institutions: 

(1) have branch campus or campuses, and (2) use trade 

journals. 
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8. Most of the respondents whose institutions have 

organizations for marketing activities indicated that their 

organizational marketing activities are centralized. 

Implications of the Findings 

The findings of this study are presented as related to 

the research questions. Relevant comparisons were made with 

the findings of previous related studies. 

The findings on the status of general formal marketing 

plans of Texas colleges and universities reveal that 33, 

or approximately 57 percent, of the 58 public and private 

colleges and universities that participated in the study 

have formal marketing plans (see Table VII). Of these 33, 

16, are from the 28 public institutions, while 17 are from 

the 30 private institutions. 

Losher (5), in a study of marketing practices of 

Texas colleges and universities for non-traditional 

students, found that only 17, or approximately 32 percent, 

of 53 public and private colleges and universities studied 

had formal marketing plans. Of these 17, 10 are from 26 

public institutions, while 7 are from 27 private 

institutions. Therefore, this study indicates a 

tremendous increase over the period of six years in the 

number of Texas colleges and universities that recognize 

formal marketing plans as valuable tools in the 

organization of their respective marketing programs. 
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The findings of the marketing activities utilized by 

Texas colleges and universities reveal that half of the 

listed marketing activities are used by over 50 percent of 

the institutions studied (see Table XVI). However, the 

least-used marketing activities are (1) family tuition 

rates, and (2) promotional media such as bulletins. Only 

three institutions reported the use of these marketing 

activities. This finding conforms with Losher's (5) 

results that only 3 of the 53 private and public 

institutions he studied used bulletins as promotional 

media, while none of the institutions he studied had 

family tuition rates. 

The research findings on media used by Texas 

colleges and universities conform with the results of 

studies by Firoz and Losher (4, 5). Firoz's study of the 

status of marketing activities among four-year publicly-

controlled higher education institutions in the United 

States in 1982 found that television, radio, and newspapers 

were frequently used types of media by the majority of 364 

institutions he studied. Losher's findings also reveal that 

television, radio and newspapers are the common promotional 

media used by Texas colleges and universities. 

The findings indicate no significant differences in 

the role of admissions officers in marketing activities of 

Texas colleges and universities by the type, size, or level 

of institution (see Tables XXIV, XXV, and XXVI). However, 
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organization of institutional marketing programs by Berry 

and Allen (2) and Caren and Kemerer (3). Berry and Allen 

propose that a centralized internal marketing program's 

organization will be more effective in performing 

marketing functions of institutions of higher learning. 

They emphasize that the related functions of admissions 

should be organized in a separate unit of the institution, 

headed by Vice President for Institutional Research, 

Planning, and External Relations. Similarly, Caren and 

Kemerer argue that a centralized marketing organization 

will be appropriated for a college or university with an 

enrollment of between 5,000 and 10,000. They indicate 

that all marketing activities should be the responsibility 

of the vice president for institutional advancement, who 

coordinates and supervises the activities of the 

directors/staff members of the offices of admissions, 

financial aid, and so forth. 

Conclusions 

The following general conclusions are based upon the 

findings of this study: 

1. It seems that the use of a formal marketing plan 

as a blueprint for institutional marketing activities by 

Texas colleges and universities is receiving tremendous 

attention; particularly among very small, small, and 

medium-sized institutions. 
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2. It appears that the marketing mix—product, 

price, place, and promotion—is being widely recognized by 

Texas colleges and universities as institutional strategies 

that may be utilized to achieve the enrollment objectives. 

3. The overall responses of admissions officers seems 

to indicate that their role in marketing activities of their 

respective institutions are similar, and their major 

responsibilities are the development and implementation 

of marketing plans, and admissions/recruiting. 

4. Texas colleges and universities that possess 

organizational structure for marketing activities and 

decisions appear to prefer centralized structures. 

Recommendations for Further Study 

1. The study should be replicated. 

2. Future study topics might include 

(a) the role of admissions officers in Texas 

colleges and universities, 

(b) the impact of marketing activities on the 

enrollment management of Texas colleges and universities, 

(c) an evaluation of marketing activities being 

utilized by an individual department to achieve its 

enrollment objective in a selected institution of higher 

learning in the State of Texas, 
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(d) a comparative study of the marketing activities 

of a four-year public university and a four-year private 

university in the State of Texas, 

(e) a study of marketing activities of selected 

Texas colleges and universities, 

(f) a study of organizational structures for 

marketing activities of selected Texas colleges and 

universities, 

(g) an evaluation of cost and effect of media used 

for promotional activities, such as radio, television, 

newspapers, and trade journals, by Texas colleges and 

universities, 

(h) a comparative study of budgets for marketing 

activities of selected private and public colleges and 

universities in the State of Texas, 

(i) a study of the effects of enrollment capping on 

the marketing activities of public colleges and 

universities in the State of Texas, and 

(j) a study of the effects of enrollment capping on 

the categorizing of institutions based on the degree of 

selectivity of students. 
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APPENDIX A 

FIRST COVER LETTER 



1 4 3 

THE J.C. MATTHEWS CHAIR OF HIGHER EDUCATION 

Dear 

Your inst i tu t ion has been selected to participate in a doctoral study 
concerning marketing act iv i t ies in inst i tut ions of higher learning. 
This study w i l l investigate the role of admissions off icers in 
marketing programs of Texas colleges and universit ies. 

Your ins t i tu t ion 's participation w i l l contribute immensely to the 
success of this study. Enclosed is a stamped self-addressed envelope. 
Please complete and return the questionnaire by February 25, 1988. 
I t should not take more than 15 minutes to complete the questionnaire. 

Str ic t confidential i ty and anonymity of your inst i tu t ion is assured. 
A summary of the findings w i l l be provided upon request. Please 
contact us i f there is any question. The J.C. Matthews Chair and 
Center for Higher Education is supporting this research. 

Thank you for your assistance. 

Sincerely, 

Nurudeen K. Rahman Dwane Kingery, Professor 
Director, Center for 

Higher Education 

North Texas State University • Denton, Texas 76203 
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APPENDIX B 

THE ROLE OF ADMISSIONS OFFICERS IN MARKETING ACTIVITIES 
OF TEXAS COLLEGES AND UNIVERSITIES 

Tliia anestkinnaires is designed to study the role of admissions o f l k ^ in mattering aaivitiBsof Texas collegea and 
universities. Section A lists a series of marketing activities. Plea** place a (V) mark beside the 
statements that describe joar Institution's marketing activities. 

SectioaA. Institutional Adivitfas 

Oar Institution (General) 
ft-Wfc.nrtMtaimhrt 

1. hat never had a formal iiwtniwg 
plwt 

2. had a fonnal marketing plan, bat 
doceoocatpraent. 

3. 

( ) 

frharic one't 
a. which w i wholly imsnally 

consultants o assist in the 

4. revises its 1 
plan (dttLflOfi) 
a. annually. 
b. w ? three (3) years, 
e. every five (5) years, 
d. other. (Please specify) 

On latHMkm (Piodm) () 

5. puiwiini endowed tanfotna ihipa. 
6. involves striata Ja planting« 

7. 
8. involves students in evaluating 

9. has a system for gnheringsnd 
analyzing the reasoo(s) smdeas 
give for attending. 

i a has career days or weeks. 
11. has a fonnai system of helping 

i to seenn jobs. 

13. 
14. 
15. 
16. 
17. 
18. 

Our Institution (Distribution plsnning) ( ) 
(check all that apply) 
12. haa an exiensioa center. _ _ 

has endowed chain. _ 
has branch campus or campuses. _ _ 
offers courses by television. _ 
offers off-campus courses. _ 
offers correspondence courses. _ 
offers evening classes. 

Oiarinatitatfaa (Pricing) 
(GtadLdUtHUBBiX) 
19. baa the following financial aid 

propam(s)forsmdeus: 
a. 
b. 

( ) 

c. 
d. 

2a 
(specify) 

for foil-time 
to the 

21. 

a. tto 
h. 
c. tower, 
has tartly tuition 

Oar InaHWf (promotion "comrmmifstioa") 
ffWV «n iht »nr>M 

22. strives to increase student 

sends personnel off canpui for 
penoaaisotidtatioa for student 

24. 
25. has a system for ccmnwmirating 

with local boaineases concerning 
available educational laogisms. 

26. has a system for providing infor-
mation to prospective employers 
about graduating students. 

27. offers businesses complimentary 
use of classmuns for meetings 

28. 

29. 

30. 

uses outside promotional agencies 
forpvpoees of eomnranicaiing to 
procpective stndents. 
uses promotional media such as: 
a. radio. 
b. television. 
c. Bade journals. 
d. wli> winnal journals. 
e. newspapers. 
t billboards. 
g. other, (specify). 
has a system for evaluating 
short-term and long-term effecn 
of promotional activities: Le. 
radio, T.V„ newspapers, etc. 
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Section B. Institution Information 

Section B consists of twelve (12) statements that requests you to identify the method of communicating with your potential students, 
your institution's recent enrollment pattens, your role as the admissions officer, and your institution's organizational structure for 
marketing activities. 

1. For communicating with your potential 
students, how frequently does your 
institution use the following techniques? 
TwHfeni hv circling the 

appropriate numten. 
w

ee
kl

y 
| 

j 

JS5* 

t 

1 
3 
I 

a. survey Questionnaire 1 2 1 4 5 6 
b. newsletters 1 2 3 4 5 6 
c. public announcements 1 2 3 4 5 6 
d. community week or (lav 1 2 3 4 5 6 
e. personal visits to businesses I 2 3 4 5 6 
t involvement in college furs 

at businesses 1 2 3 4 5 6 
g. information booths at 

shopping centers 1 2 3 4 5 6 
h. other (specify) 1 2 i 4 i 6 

2. How often do you use the outside media 
listed below (excluding campus facilities) 
for purposes of promoting (communicating) 
your message to your potential students? 
Indicate responses bv circling the 
appropriate numbm. 

3. If additional resources would permit it, for 
which media would you like to spend more 
money? Ffcaas ranK all i tem by placing a 
n ^ for vouf best choice and a two CIS for 
votir next best choice and so OIL 
a. radio 
b. television 
c. newspapers 
<L newsletters 
e. magazines 
f. billboards 
g. bulletins 
h. brochures 
L other (specify) 

! s : 1 

| >» 
i 

no
t a

t a
ll 

a. radio 1 2 3 4 5 6 
b. television 1 2 3 4 5 6 
c. newspaper 1 2 i 4 j 6 
d. magazine 1 2 3 4 5 6 
e. direct mail 1 2 3 4 5 6 
1 other (specify) 1 2 3 4 5 6 

4. Some of the major marketing problems 
confronting today's institutions are 
mentioned below. Please rank these 
problems assorting to their imponarra 
in vonr inaamtion's cgrcm situation 
bxjlasing a ontfl) for y™* institution's 
most important problem, a two 
(7S for von institution's next most 
imponam problem, and so on. 
a. insufficient funds for imple-

menting preferred marketing 

b. limited human resources for 
developing and implementing 
adequate marketing programs 
for recruiting efforts. 

c. puMktfnstimtwnal restrictions 
on promotional activities spending, 

d. limited human resources for 
developing adequate relationships 
with the business community. 

e. effective system for evaluating 
the cost and effects 
of promotional activities: 
e.g. radio, T.V„ newspapers, 
etc. 

I insufficient staff, time, and 
money to do developmental work 
of market planning, 

g. other^(spedfy) 

5. Overall enrollment in your institution 
during the last five years 
on the average has been: 
a. steady 
b. increasing 

(1) 1 to 5 percent 
(?) 6 to 10 percent 

11 to 15 percent 
16 or more percent 

(3) 
(4) 

c. 
(1) © 
(3) 
(4) 

I to 5 percent 
6 to 10 percent 
II to 15 percent 
16 or more percent 
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Plea** indicate vour agreement or 
Hi«airref>mcm with the following bv 
circling tfic gprmrnriatt numten 

Dis- Don't 
Agree agree Know 

6. As the director of 
admissions of oar insti-
tution, I am solely 
responsible for marketing 
activities. 1 2 

7. Marketing activities 
are mainly 
carried on by our 
admissions office. 1 2 

8. As the director of 
admissions of oar insti-
tution, my current 

in 
mmtrting activities 
of oar institution include: 
a. development of market-

ing plan 1 2 
b. implementation of 

marketing plan 1 2 
c. admissioos/reenritmg 

activities 1 2 
d. selection of appropri-

ate promotional 
techniques to be used 
by our institution: 
e.g.T.V„ radio, 
newspaper, etc. 1 2 

e. serving solely as a 
member of marketing 
committee 1 2 

t other (specify) 1 2 

10. Is a portion of your current 
institution's budget allocated for 
admissions/recruiting efforts? 

Lyes 
2.no _ _ 

If yoa responded "yes," please 
fnwnnf 

or percent of budget. 

11. ple«e comment on the organizational 
structure for marketing activities 
in yoar institution. Describe how 

Thank you for your time and 
cooperation in completing this 

NurudeenK. Rahman 
P.O. Box 5499 UNT 
Denton, Texas 76203 
(817) 383-3833 

9. Which of the following titles best 
describes the administrator to whom 
you report (nteasctirclfigre) 
a. presdent/chancelkr. 
b. chief public relations officer. 
c. chief development officer. 
d. director of information , 
e. vice president for university 

affairs. 
L vice president of institutional 

relations. 
g. vice president for academic 

affairs. 
h. dean of students or director of 

student affairs. 
L other, (specify). 
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BACKGROUND INFORMATION 

Type of institution (check one) 

1. Public 

2. Private 

Size of institution by total enrollment (check one) 

(Institutions) 

1. 999 or less Very small 

2. 1,000-3,999 Small 

3. 4,000-8,999 Medium 

4. 9,000-14,999 Large 

5. 15,000 or more Very large 

Level of institution (check one) 

1. Lower—colleges and universities which offer just 
undergradute degree programs. 

2. Upper—colleges and universities which offer both 
undergraudate and graduate programs. 
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I am a doctoral candidate at North Texas State 
University, pursuing a degree in higher education 
administration. At this time, I am in the process of 
writing a dissertation titled "The Role of Admissions 
Officers in Marketing Programs of Texas Colleges and 
Universities." -

You have been selected as one of the judges to review 
the questionnaire for this study. Your comments and 
suggestions will be very helpful in validating this 
instrument. I attached herewith a copy of the dissertation 
proposal. 

Please state your comments as specifically as possible. 

Thank you for your assistance. 

Sincerely, 

Nurudeen VC. Rahman 

Approved: t' v ^ o t : / y \ 
Dr. Dwane Kingery,^ Maipr Pr< issor 



APPENDIX D 

LETTER TO DR. J. LOSHER SEEKING PERMISSION 
TO USE HIS INSTRUMENT AS A BASIC SOURCE 

TO DEVELOP THE QUESTIONNAIRE FOR 
THIS STUDY AND HIS REPLY 
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Box 5499 NTSU 
Denton, TX 76203 
Oct. 3, 1987 

Dear Dr. Losher, 

This is written to follow up our telephone conversa-
tion. As partial requirement for my doctoral degree 
from the College of Education at North Texas State 
University, I am in the process of conducting a study 
of marketing techniques utilized by admissions officers 
within colleges and universities in Texas. 

It would be appreciated if you could grant me permis-
sion to use the instrument in your 1982 study of mar-
keting practices of Texas colleges and universities for 
the nontraditional student. 

However, this instrument will be modified to fit the 
needs of my study. For your convenience, a self-
addressed, stamped envelope is enclosed for your reply. 

Thanks in anticipation. 

WvVs<^—»-

Nurudeen K. RahtnSrf 

/•v W 
- / 

r, '/ -
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Box 5499, NTSU 
Denton, Texas 
March 7, 1988 

76203 

Dear 

Two weeks ago, a copy of the enclosed 
to you. I realize that you are quite 
of the year, but I hope you will be 
have not done so by now. 

questionnaire was sent 
occupied at this time 
able to respond if you 

As indicated in the first correspondence, your institution 
has been selected to participate in a doctoral study 
concerning marketing activities in institutions of higher 
learning. This study will investigate the role of 
admissions officers in marketing programs of Texas Colleges 
and Universities. Your participation will assist me in 
describing the significance of the role of admissions 
officers in the organization of marketing programs, and the 
programs being used in institutions to achieve 
enrollment objective. The results of 
contribute to effective management of this 
institution administration 
a stamped self-addressed 
return the questionnaire 
should not take more than 
questionnaire. 

Strict confidentiality and 
assured. A summary of the 
request. 

the 
this study should 
unique segment of 

Enclosed is a questionnaire and 
envelope. Please complete and 
within ten to fifteen days. It 
fifteen minutes to complete the 

anonymity 
f ind ings 

of your institution is 
will be provided upon 

Again, thank you for your assistance. 

S incgrely, 

Nurudeen K. Rahman 
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TABLE XXIX 

CROSS-TABULATION OF ORGANIZATIONAL STRUCTURE FOR 
MARKETING ACTIVITIES WITH TYPE OF INSTITUTION 

Organizational Private Public 
Structure 
Marketing 

for 
Activities 

N Percent N Percent Total 

Type I 13 59 5 21 18 

Type II 1 5 3 13 4 

Type III 6 27 4 17 10 

Type IV 1 5 3 13 4 

Type V 1 5 6 25 7 

Not available 0 0 3 13 3 

TOTAL 22 100* 24 100* 46 

*Total rounded to 100. 
Chi-square = 12.46; DF = 5; Significance = 0.03 
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TABLE XXXI 

CROSS-TABULATION OF ORGANIZATIONAL STRUCTURE FOR 
MARKETING ACTIVITIES WITH LEVEL OF INSTITUTION 

Organizational 
Structure for 
Marketing Activities 

Lower Upper Organizational 
Structure for 
Marketing Activities 

N Percent N Percent Total 

Type I 7 58.3 11 32.4 18 

Type II 1 8.3 3 8.8 4 

Type III 3 25.0 7 20.6 10 

Type IV 0 0 4 11.8 4 

Type V 1 8.3 6 17.6 7 

Not available 0 0 3 8.8 3 

TOTAL 12 100* 34 100 46 

•Total rounded to 100. 
Chi-square = 4.59; D.F. = 5; Significance - 0.47 
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TABLE XXXII 

CROSS-TABULATION OF MARKETING ACTIVITY: 
OFFERS OFF-CAMPUS COURSES WITH THE 

TYPE OF INSTITUTION 

Public Private 
Marketing 
Activity 

N Percent N Percent Total 

Yes 22 79 14 47 36 

No 6 21 16 53 22 
TOTAL 28 100 30 100 58 
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TABLE XXXV 

CROSS-TABULATION OF MARKETING ACTIVITY: OFFERS 
OFF-CAMPUS COURSES WITH THE LEVEL 

OF INSTITUTION 

Marketing 
Activity 

Lower Upper Marketing 
Activity N Percent N Percent Total 

Yes 5 36 31 71 36 

No 9 64 13 29 22 

TOTAL 14 100 44 100 58 

TABLE XXXVI 

CROSS-TABULATION OF MARKETING ACTIVITY: TUITION RATES 
FOR FULL-TIME STUDENTS IN COMPARISON TO THE 

PART-TIME STUDENTS ARE THE SAME, HIGHER, 
OR LOWER WITH THE LEVEL OF INSTITUTION 

Marketing 
Activity 

Lower Upper 
Total 

Marketing 
Activity N Percent N Percent Total 

The same 8 62 38 93 46 

Higher 3 23 1 2 4 

Lower 2 15 2 5 4 
TOTAL 13 100 41 100 54 
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