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Dominant traditional educational values have promoted higher learn-
ing as a privilege granted to deserving students — not a commodity for
sale in the market place. Until the last few years educators have
opposed the use of marketing techniques to increase college enroll-
ments. They have closely associated marketing with “selling,” and the
idea of “selling an education” has not been acceptable within the tradi-
tional fr k of academic thought (Campbell, 1978; Silber, 1980).

But attitudes are changing; public service as a primary purpose of
marketing has been emphasized in several current articles directed
toward educational and other non-profit organizations (Larkin, 1979;
Johnson, 1979; Portugal, 1979). These scholarly efforts have enabled
educators to see the close coordination between their own goal of
serving the community and the goal of marketing. Admissions offices
can claim to be showing a concern to serve the public through the use of
marketing procedures (Halstead, 1979; Patton, 1980).

Justification for the use of sophisticated efforts to draw students has
come at a crucial time for organizations providing higher education. The
number of traditional college students has decreased. In 1974 Gorman
noted that faculties and administrators were beginning to tolerate the
use of marketing as a means to avoid economic hardship. During the
seventies marketing techniques were rapidly adopted by admissions

©1983, Acad of Marketing Sci Journal of the A cad: of Marketing Science
Spring, 1983, Vol. 11, No. 2, 128-141
0092-0703/83/1102-0128 $2.00

123

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



MARKETING AND NON-MARKETING MATERIALS SENT
124 BY AMERICAN COLLEGES AND UNIVERSITIES

offices at colleges and universities throughout the country. Some educa-
tors see this change as having a positive influence upon American
education. Others fear that the concern for drawing the most highly
qualified students will degenerate into a concern for simply incressing
enrollments (West, 1974; Finch and Tanthem, 1976; Fiske, 1980; Van
Luchene, 1980; West, 1980).

‘The admissions office usually has the ﬁrst co'ntact with prospective
students. It is responsible for establishi licant pool from which
quality students may be drawn. Kotler, (IWS' 1978) nobes that because
its key function is to provide potential students with information
regarding what a college has to offer, the admissions office is best suited
(and even obligated) to practice effective marketing procedures as a
service to the community which supports the college (Coppock, 1979;
Druesne, 1980).

GOALS OF THIS REPORT

Educational marketing practices are usually local applications of
generally accepted procedures. Standardized methods of marketing are
adapted to local conditions with the goals of improving public service
and increasing enrollments. Johnson (1978) and others have shared local
findings and built awareness regarding what works and what does not
(Lucas, 1979; Blackland, 1980; Nelson, 1980). However, studies do not
indicate the extent to which colleges and universities in general are
using marketing procedures. Within limits, that is what this project has
done.

This paper has three objectives: (1) to distinguish between marketing
and non-marketing descriptive materials and divide them into distinct
types; (2) show the extent to which American colleges and universities
distribute marketing and non-marketing materials; and (3) indicate why
four-year colleges and those offering higher degrees are much more
likely than two-year colleges to send marketing materials to prospective
students,

Conclusions and specific information will be useful to administrators
of admissions offices and marketing specialists. Administrators may be
aided in decision-making regarding the use of marketing materials
through an awareness of techniques of other colleges and universities.
They will be able to compare their own descriptive materials with those
being sent by others. Marketing specialists will gain a perspective on
the types of descriptive materials currently being used by various types
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of colleges and universities. Marketing specialists will discover why
they should focus their attention upon some types of institutions and
materials rather than others. Persons performing services in the
employ of admissions offices will he better able to determine tfe effec-
tiveness of specific classifications of marketing materials through a
knowledge of usage by other colleges. This report will provide enhanced
awareness of why schools offering higher than two-year degrees are
most likely to use marketing materials in their responses to prospective
students.

DATA COLLECTION

Eight hundred and fifty-eight accredited public and private colleges
and universities were randomly chosen from the 1978-79 Education
Directory. The sample was divided into: (1) schools offering only two
years of higher education; and (2) schools offering higher degrees. Asso-
ciate degrees and various certificates were generally offered by two-
year colleges. They included regional and branch colleges of major
universities, ity and junior coll and technical schools. Four-
year colleges, whether or not they had a graduate prograrn, comprised
those institutions offering higher degrees. Schools offering only
graduate programs were excluded.

Each college and university was sent a letter written by & prospective
student requesting information about the school. The letter stated that
the student would soon be living in the area and attending a local college
or university. The information would help him choose the appropriate
school.

Responses were gathered over a six-month period. Eighty-cight
percent of the two-year colleges answered. Ninety-one percent of the
others replied. Eighty-eight percent of all replies were received within
two months, Practically all of the r g 12% were d, third, or
fourth mailings from schools whlch had responded during the first two
months. One instit teen mailings and a phone call.
Only nine admissions ofﬁcers made telephone calls.

ANALYSIS OF DESCRIPTIVE MATERIALS

Aiati s shed

Materials were as havi keting or non-marketing
-7 -1
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characteristics. They were sub-categorized into types of descriptive

materials,
TABLE. T
MARKETING AND NOH-MARKETING MATPRIALS
SENT BY AMERICAN COLLEGES AND UNIVERSITITS
| MARKETING NON-MARKETING .

| Letter to Parenta Application Form
i | Patd Return Reply General Greeting Letter
fi | School Promotional Brochure Financial Aid Information
L { reraonal Letter ACT Packet
# | Schoo) Promot{onal Booklets BEO Grant Data
2| progranm Brochure Catalogue
‘kf Events Advertisement Schedule of Classes
P | General Information Brochure
& | Aanorted Brochure
i | Career Development Brochure

Marketing activities can be distinguished from non-marketing activi-
tics by the extent to which they support the four “P’s” of marketing:
Product...Price...Place..Promotion. The distinctions between marketing
and non-marketing descriptive materials will be delineated through the
use of these four pts (Cf. Krachenberg, 1874; Fram, 1978; Wolf,
1973; Buchanan and Barksdale, 1974; Hugstead, 1975; Kotler, 1975;
1978).

Product

Programs and courses are dealt with as products. The marketing'
materials received from institutions presented capsulized descriptions
emphasizing the best features of available programs. Program bro-
chures described programs and courses in concise, attractive detail.
They boldly outlined programs and emphasized the economic, social and
personal advantages for the prospective students.

Non-marketing materials were typified by class schedules and cata-
logues which hid information and forced the prospective student to hunt
for the most general information about programs and courses. When the
student found what he was lookmg for, he then had to decipher a

lengthy explanation written in reg g
Price
This pt refers to descriptions of college costs and fi ial assis-

tance. Non-marketing materials merely gave & detailed factual presen-
tation of college costs and financial aid possibilities. Marketing materials
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presented costs as investments in the future. Colleges reflected a
marketing orientation when the discussion of costs was tied to the
economic return the student could expeci from his investment of time
and money at college. Career develop t and program brochures
often had statistics to prove the employment success of graduates.
Sometimes the brochure would show a student how to balance a budget
while he received an education. Marketing materials often indicated
that college personnel would be willing to assist students in receiving
financial aid.

Traditional materials on financial aids only detailed the kinds of
assistance available. BEOG Grant packets msy be placed in this cate-
gory. Such complex factual presentations were classified as non-
marketing materials. Chapman (1979) notes that the “price” of an educa-
tion was the most important factor influencing the college selection
process.

Place

Through the use of promotional brochures and booklets colleges
glorified the student environment. Whether large or small, the college
town was portrayed as an ideal setting for stuclent life. Such writings
emphasized the prestige and quality of the school. They were classified
as marketing materials.

In contrast, class schedules often gave no more than an address to
indicate place. However, they are frequently the only descriptive mate-
rial sent to the prospective student by community colleges.

Promotion
Biases were easily detected in promotional materials. For example,
advertisements of its would und e the of the colleg
football team and fail m ment:on how they were doing in other sports.
School pr tional tained color pictures showing the
y best aspects of the coll Promotional activities were
reﬂected by the high degree of per lization in correspond with

the prospective student. Personal letters were sent and/or contact was
made with parents of the prospective student. Both salutation and sig-

nature were on a first name basis.
Colleges which sent little other than the materials necessary for a
student to proeeed through the matriculation process were not using
terials such as application forms,

8 F ¥ 3
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catalogues, and verbose fi ial aids adverti
tional materials.

Marketing encourages a highly selective display of a school’s charac-
teristics with a tendency to emphasize the best. Marketing materials
present a warm personal image of the school. They do not usually tell
much about rigorous academic programs to be completed or high attri-
tion rates. Non-marketing materials give information. But it is clothed in
drab sheets with few pictures. Black, blue, and white are dominant
colors among non-marketing materials.

were pcor promo-

‘Types of Descriptive Materials

T'able I reflects the results of classifying several thousand pieces of
descriptive material sent to the prospective student. After a systematic
ingpection of the materials received, distinctions were drawn between
types of material by noting basic characteristics held in common. For
example, General Greeting Letters differ from Personal Letters by
virtue of the greeting of “Dear Friend” rather than use of a specific
name. Purther, a second level evaluation was performed to distinguish
marketing types from non-marketing types of material. These lines
were drawn according to the extent the entire classification of materials
sent fostered the four “P's” of marketing. The following discussion
describes the seventeen types of materials — teri marketing and seven
non-marketing.

Marketing Materials

Hophisticated procedures for mass production of per lized letters
were usually employed in “letters to parents.” They appealed to finan-
cial interests, concerns for a quality education, and desires for student
safety on campus. For exaraple, they often mentioned the high employ-
ment rates of recent graduates, the special expertise of faculty
members, and the policy of monitoring school events.

“Return reply cards” and envelopes were closely associated with
other marketing materials. For example, a school promotion brochure
would invariably have one attached to it. Or, if a personal letter sug-
gested a visit to campus, a paid return reply card would be enclosed so
the student could indicate when he or she would prefer to visit the
campus. Catalogues and other non-marketing materials were rarely
accornpanied by one. Return reply cards were generally designed to
determine the degree of interest a student had in the school. With the
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reply card the student could request specific types of information, make
an t for Itation, or arrange a telephone interview.

“School promotional booklets and brochures” devoted considerable
space to full-color pictures of the beauty of the local area, highly attrac-
tive young men and women in enjoyable interaction or contemplation,
and artistic/poetic symbols associated with the college. Crucial
information, pointedly expressed in bold print, was carefully selected to
present a specific image of the school — the “position” of the school. For
example, a school which claimed to encourage student creativity
included a poster sized brochure portraying a gull in flight and the
school name written in free flowing form as a caption. One booklet
designed to “light up the student’s life” was printed in the form of a large
matchbook. Inside, four-color pictures indicated why other schools could
not “match” the quality education and glamorous student life.

“Personal letters” were first class mail items with a greeting which
addressed the student by name. S times they were written totally in
longhand. With rare exception they expressed admiration for the
student’s wisdom in considering the college. Letters told of a strong
student orientation by both faculty and administration. Low student-
professor ratios were emphasized. The student was assured that he
would receive very personal attention if he should be intelligent enough
to select that campus.

Personal letters often invited the student to visit the school. Some

hools hired stud as “new student coordinators.” Personal letters
were often sent by persons in such a capacity. The new student coordi-
nator would promise to show the prospective student around the
campus and provide collegiate entertainment during the visit.

Advertisements regarding specific campus “events” were often
enclosed with personal letters and materials inviting the prospective
student to the campus. Sometimes these ads pointed to the coordination
of special events on campus with dates of a “college day” or ‘college
weekend” when the school would sy tically show prospective stu-
dents the assets of the school.

“Program brochures” described the basic programs that were offered
by the college. A pamphlet which explained all of the basic
characteristics of a nursing program, or another limited degree area,
was classified as a program brochure. Some of these were lacking in
style and aesthetic appeal. However, the vast majority were colorful
and eyecatching, showing 4 uniqun. design. A brochure advertising a
nursing program was shaped like a nurse's cap. Another, for agriculture,
featured the shape of a silo.
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“General infors tion” | h included Bhol't i of
essontml mformut.lon prospecti d hould know about tuition,
h g, fi 1 aid, prog ete. At times these were printed in
compact form on plain paper. Far more often they were colorful and
featured an imaginative format. For example, some were thumb-
indexed so that a student could quickly locate data on financial assis-
tance, programs, etc. These brochures were often sent instead of a cata-

logue. S imes this pamphlet indicated a \! could be ordered
for a specific fee.
“Assorted” brochures included religi tracts, expressi of

political positions, descriptions of local scenic attractions, and so forth,
T'his category excludes brochures which provided information to enable
the prospective student to distinguish between programs and courses.
They usually reflected the philosophy of the institution. Sometimes they
appeared to be purely propagands pamphlets.

“Career development” brochures: were few in number. They
contained information which indicited how the student could advance
himself in a gpecific career area. They often pointed out the success of
graduates in gaining employment in their area of specialization.

Non-marketing Materlals

“Genersl greeting letters” were highly stereotypical. The majority
were obviously printed or mimeographe:l copies of a letter intended for
alarge ber of prospective students. Over two-thirds of them began
with the greeting “Dear Friend” or “Dear Student.” Many attempted to
present a personal appeal to students. That attempt was not very suc-
cessful since the personal note was contradicted by the format of the
letter. Many simply stated generalities regarding programs and campus
conditions and ended with an invitation to visit the school.

“Application forms” varied from a simple one page form with no
request for an application fee to a plex form several pages long
requesting considerable personal information and charging a fee of $35.

“ACT and BEO (Basic Educational Opportunity) Grant” data are stan-
dardized sets of information. ACT packets help a stud
commonly used college admission test. The BEO grant packets contaln
information to explain conditions of eligibility for grants and application
forms, They facilitate the student’s admission to college, but they give
no information about the specific school sending them. These heavy
packets, when sent with each initial response, cause mailing costs to rise
considerably.
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“IFinancial Aid Brochures” are the most difficult to categorize accu-
rately as marketing or non-marketing. The vast majonty are austere
information booklets detailing the stipulations for r g nee.
A very high percentage of two-year colloges simply sent mimeographed
information sheets. In contrast, Financial Aid brochures fromschools
offering higher degrees. For example, some were printed to look like
currency. Covers informed prospective students that the route to get-
ting through college with financial ease could be found inside. However,
these clearly marketing financial aid brochures were few compared to
the substantial number of non-marketing ones (cf. Huddleston, 1978).

“Catalogues” tended to be equally nondescript, whether sent by two-
year, or other colleges. E ly they isted of intricate descrip-
tions of various courses and degree prog'rams However, those few with
specially tailored formats were A ly produced by colleg
offering four-year and graduate degrees. For example, two were printed
in the form of a paperback novel. One had a cover which simulated Levi
jeans.

Most “class schedules” were pactions of information regarding
specific times classes were held. They were usually mimeographed or
printed in microscopic black and white text in newspaper form. Little
other information was included. Print quality was poor. Some were
almost illegible. The few with interesting formats were usually from
four-year private colleges. A few class schedules were part of a copy of
the school paper. Then, in addition to the schedule, admissions offices
were sending personalized information concerning the school. The vast
majority of class schedules, however, were unattractive.

Summary

This section has defined specific types of descriptive materials sent
by admissions offices of American colleges and universities. Further, it
has distinguished marketing from non-marketing materials. The result
of that analytic process is shown by Table I. Cognizance of distinctions
between descriptive materials will facilitate understanding the findi
discussed in the next section of this report.
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FINDINGS

‘Table II indicates that colleges offering higher degrees were more
likely to send marketing materials than those offering two-year pro-
grams. Only 81% of all the descriptive materials sent by two-year
colleges reflected marketing orienttions. However, 44% of the mate-
rials sent by schools offering higher degrees supported marketing prin-
eiples.

TABLE IX
PERCENTAGES OF MARKETING AND NON-MARKETING
MATERIALS SENT BY TWO-YEAR COLLEGES AND
THOSE OFFFRING HIGHER DEGREES

- ‘3 Marketing Non-Market ing
B 3N 69
E
E 44 56
3
Il
4

The percentages in Table III reflect the number of items of a specific
type a student may expect to receive when hearing from 100 schools.
For example, in material from 100 two-year schools a student might
oxpect to find 53 catalogues and 29 class schedules. However, he would
find only 8 paid return reply cards and 6 school promotional brochures.
I'wo-year colleges send large quantities of non-marketing materials and
small quantities of marketing materials. The above figures may be com-
pared with schools offering higher degrees: a prospective student could
expect to receive only 48 catalogues and 12 schedules of classes when
hearing from 100 schools offering higher degrees. But, he could expect
to receive 30 paid reply cards and 15 school promotional brochures, Dis-
tinctions drawn in Table III between specific classes of material show
clearly that schools offering higher degrees are most likely to send mar-
keting materials.
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The means of the per ges at the bottom of Table III show further
how two-year colleges are similar to and different from others. Note
that on the average both send about the same percentage of non-
marketing materials— 26.8 vs 27.3. These are traditional items like

lications and catal The difference hetween the admissions
oftwe activities of each type of school is reflocted in the mauch more
frequent use of marketing materials by achools offering higher
degrees— 8.2% vs. 18.6%. Two-year colleges sent one piece of mar-
keting material for each 2.2 sent by schools offering higher degrees.

More intricate differences between types of materials are shown by
Table IV.

Descriptive materials are arranged to reflect differences in market-
ing tendencies between two- and four-year colleges. Table IV shows a
range of items from top to bottom which reflects a continuum from
those descriptive materials most likely to be sent by colleges offering
higher degrees to those most likely sent by two-year colleges. The five
items listed first are among the most important advancements in educa-
tional marketing. Most of the other descriptive materials have been sent
traditionally.

‘l'able 1V indicates that two-year colleges are much more likely than
other schools to send non-marketing materials such as schedules of clas-
ges. 'I'he X2 indicator points out that there is little difference in the
likelihood that either type of school will send the descriptive materials
listed in the raidsection of the table. As one ascends the list of X2 indi-
cators, a generally direct relationship is found between the probability
that marketing materials will be sent and schools offering higher
degrees. Colleges offering higher degrees responded with a larger
amount of mail in general than did two-year colleges. Four-year colleges
are most likely to send most types of materials. In addition, the tenden-
¢y for a school offering higher degrees to send more descriptive mate-
rials than those offering two-year degrees increases as the materials
have more marketing characteristics. At the bottom of Table IV, where
mainly non-marketing materials are located, one finds the type that two-
year colleges are rauch more likely to send.

Fiske (1980) has noted that many marketing techniques have an unso-
phisticated quality which might be associated with a “hard sell.” An
example from my data supports this lusion: In resp to a phone
call from one four-year college, the student said, “I have discussed the
matter with my parents and have chosen to attend another college.” The
admissions officer replied, “You aren't going to let your parents tell you
where to go, are you?” However, such crude over-sell was uncommon.
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With time one may expect a careful refinement of marketing proce-
dures. (Bender, 1975; Turner, 1978; Vaccaro, 1979),

Materials from most colleges and universities revealed a concern to
explain honestly to students the value of an education at a particular
school and sought an awareness of the student’s needs. This reflects the
most bagsic value of educational marketing. That is, marketing in
education is built on the value of determining student needs and
satisfying them, rather than sirnply seeking to increase enrollments
through persuading students to attend. As this value becomes more a
part of educational marketing procedures, colleges which use them will
possess highly accurate information concerning the needs of students
within their drawing area and continually become more able to offer
programs designed to meet those needs. Stear (1977) and others have
shown the effectiveness of educational marketing. (Johnson, 1978;
Durand, 1979; Blackburn, 1980a; 1980b; Peters, 1980). As some colleges
become more adept, they will draw students away from others (Litten,
1980).

DISCU3SION

Historical and social conditions arc: responsible for creating the differ-
ences in the use of marketing materials by two-year and other colleges.
A review of those conditions is prereq; to ideration of the use
of the findings of this report.

Declining Enroliments Lead Four-Year Colleges to Market

During recent decades, the creation of colleges offering two-year
degrees has increased rapidly (Education Directory, 1978-79). The
growth of two-year community colleges has drawn large numbers of
cconomically conscious young people who, in the past, would have gone
to schools offering higher than two-year degrees. Gorman (1974) points
out, that marketing procedures are first adopted by educational institu-
tions most pressed by economic difficulties.

Students today are more apt to view higher education as an invest-
ment in their future (Egler, 1974; Leister, 1976), It is economically sensi-
blo to attend the least expensive college when there is no clear sacrifice
in the quality of the education. Tuition rates at two-year degree colleges
are lower than at other colleges. Credits earned at a two-year college are
just as valuable as lower division credits earned at institutions which
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cost more to attend.

Students see the two-year degree as more valuable than merely two
years of credit hours (Hazard and Bradford, 1978). But, most institutions
offermg advantxed degrees do not offer two-year terminal degrees.

| , the expansion of two-year colleges has presented lower
dmsnon studenu with a temptmg alternative to four-year degree
schools. There is a degree to be gained with nothing to lose by b
an academic career at a two-year college.

These factors have made the two-year college more appealing for
many students than the four-year school. So, one might expect academic
institutions offering higher degrees to be experiencing difficulties draw-
ing lower division students and more readily adopting mark~ting proce-
dures than two-year colleges. In addition, institutions offerisg advanced
degrees tend to be larger than two-year colleges. They are better
financed per student and more strongly supported by a staff throrough-
ly trained in marketing procedures. The availability of these resources
increases the probability that such schools will bring them intc play
when dealing with the problem of insufficient enrollments.

Use of Findings

All academic institutions are under a similar constraint because of the
decline in the number of traditional students. Several studies point out
that colleges and universities must worry aboul. the effect of the decline
of high school graduates upon their enroll ts (Englehart, 1973; Finch
and Tantham, 1975: Parker, 1977). Heeding such warnings, many col-
leges and universities have developed advertising campaigns buill. on
marketmg techniques. This report shows that adminstrators niust

jous that increasingly effective marketing techniques will
intensify the struggle for all classifications of potential students. It will
force colleges to see each other as competitors in the student market.

As a result of the continued marketing orientation by academic insti-
tutions offering four-year and higher degrees, two-year colleges may
expect greater difficulty enrolling lower division students.

The philosophy of two-year “community” colleges leads them to
appeal to local populations. This explains their emphasis on sending
class schedules much more often than other schools. They assume that
such materials are most essential to “local” students. However, the
majority of these. coll also send catalogues which are expensive to
produce and send. This indicates a lack of careful consideration for effi-
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cient use of financial resources by two:year college admissions offices.
That may be associated with admissions offices not being under pres-
sure to streamline activities and aim efforts more toward inexpensive,
yet effective recruitment techniques, A brochure would be considerabl
less expensive to produce and send than a cataloguo. Its less formal
approach would achieve the same goal as a catalogue: introducing a
prospective student to awareness of programs and procedures.

'The findings of this report enable four-year institutions to weigh their
own admissions office procedures against those used by other colleges
and universities. Such information will help them determine the kinds of
marketing techniques used by others and adjust their own procedures -
perhaps to coordinate with what is most popular and/or effective among
other schools in the classification, For example, if a college has been
using a general greeting letter, consideration of the fact that almost half
of the four-year institutions use personal letters may infer the
advisability of this school's adopting a new format (Cf, Gorman, 1974),

Marketing specialists can use the findings of this report todirect their
efforts, For ple, most end s to foster develop of market-
ing procedures have been aimed at large universities - especially those
suffering from declining enroliments, ‘'his report suggests that two-
year colleges may henefit through guid by marketing principl
Perhaps two-year institutions should send fewer unattractive schedules
of classes and bulky, expensive catalogues, and a greater number of less
expensive, more attractive types of information (Alberger, 1980).

Information gathered in this study makes monitoring the progression
of academic institutions toward the development of improved market-
ing techniques possible. If this study were repeated in two years,
analysis would reveal growth and decline in the use of various descrip-
tive materials sent by admissions offices. Showing such trends would
indicate the direction of increases and decreases in the use of specific
clnssifications of descriptive materials, and administrators could use this
information to guide their own decisions regarding the use of marketing
materials.

SUMMARY

This report explains why educational marketi 1g has gained populari-
ty. It notes that such practices are most likely to be used by colleges
offering higher than two-year degrees, It has also proffored an oxplana-
tion why two-year colleges used fow marketing materials— and has
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shown how that may hurt them. This study provides administrators of
admissions ofﬁces with a scale which will ennble them to corapare their

own mark d and use of deserij terials with other
schools 'l‘hls will fmhhfe theu- own decision making regarding the use
of ialists have been given insight

regarding types of schools where mnrketmg is needed.
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