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Planning for the future is the'largest challenge
facing higher education today. It is a challenge that
can onlysbe met with the Courage to innovate, the will
to influence events rather than to surrender to them.
But the courage to innovate and the will to change have
some hope of achievement only if information -analysis x .
< and assessment have preceded action. Such analysis
+ and assessment are .almost a certain predlctlon of fail-.
. ure, except for the most fortunate men and women of.
,soc1ety.
Higher educatlon management needs 1nf0rmat10n
_ And then higher education management needs the capacity
. to.know how to use information as the basis for trying . ¢
to achieve a desirable tomorrow. Just as human intell-
igence is our product, so also. is human intelligence
our only hope for the future of higher education itself.

John D. Millett, Vice President - .
Academy for Educationzl Development'

"Management and Information in Higher Educatlan”
CAUSE - 1974 Conference

* * % K * * L *\Ak'*' * * *
— " -

As I began to work on the outline of thirs presentatlon, 1t ‘seemed logical
t0-bu11d ;t around three limited, but achlevable.objectlves:

1. To list and define several terms assoclated with the ~oncept
of market ana1y51s,
2. To dlscuss the relationship between market analysis and management

1nformat10n systems for the 1980' s, and s

3. 'To describe how market analysls can fit into the comprehenslve
1nst1tut10na1 plannlng DTOCEeSS.,

Before we can dea% W1th these obJectives, hqmever,CI want to-express-a
point of view which undergirds this presentation. Institutions of postsecon-
dary educatlon are "of soc1ety." That is to say, they 4re created to f111<a
role that society has deemed necessary as 1t relates to its well belng. _Vlewed

rn that light, postsecondary education takes its place alongside elementary and

s ' . e . .
secondary education, government, human services, cultural activities, profession-
N . 1 [ . & . .

o

al associations, adult education associations, proprietary organizations,*and'
other postsecondary ”players" as it attempts to respond to the educatlon and

-training needs of soc1ety. Postsecondary education at one time almost had a




‘monopoly on the knowledge generation and sosasizing functions in years

: 1
past. This has changed dramatically ir r=z¢en. vai-s. An article in the
ertember 1980 issue of the AmerZcan Aszzii=i- : Higmer Education Bulletin
states

A majority cf adu.: Amer:-&'\s are e ‘ng their °

education octside coli=ge and wr. vers. = =2Ttings, and
the financizl resources devotsii ¢ thi: _iterprise are
staggering: 58.4 mill :n adul - i are involved
in some forr of organi:z.d ecuc. n or. 12.4 million
of them in colleges anc univer: ._es. “—-ograms offer-
- ed by business, governm=nt zge: =s. proressional assoc-
iations, other organizztions, - the = .scommunications
field are responsible for/ecuc -.mg —===.y five times as
many of these adults as are ni.,er e .= :ion institutions.
The American Society for Tr=zining and Development. esti- . .

mates "that. American busines; e=vot=: $4) billion annually
to employce educatlun exc1u51 ~f -2llege programs.

If postsecondary educatlon is to remain viakl= in the years ahead, it must be
respon51ve to'the real needs of the pecw .t Mrro=t analysis is a tool to assist

us in that process.

Rackground on Market Analysis

Host of xhe}babkgfoundIOh market . o, this_éecﬁidﬁ is the result
of fwo”projects condgéted by The Council :. ::c;%dvancemenf of Small Colleges
(CASéj. :For»tﬁreé yé;rs, from 1972 thru. - " /3, CASC conducted the Institu:
tional Reseafqh and‘Plénning }fbject (— at 15 paftidipatiﬁg.instithtions

' throﬁgh,;sgistance from a Higher Educa: . ct Title 111 grahy i;\the amour:t
of él million. The IRPP determined th srmation and planning needs of
participaéing,colleges and pilot teste: = sting and newly designed'management
tools, techniques, and procedures. Tc = < that the most .recent -and appropn

riate strategies were considered,}CASC sporsored a major study of exlstlng
’ 3 ! \

' models and tools. Based on =his research many'new techniques were tested,

reflned and/or’rede51gned ance then 1mp1emerted by part1c1paL1ng colleges.,

A number of part1c1pat1ng colleges attempted some form: of market ana1y51s.h
In the last year of the IRPP, a commlttee explored the concept of market =

)

aﬁalysis'as a‘meanS\of inStitu:ional research and planning. The committee




found tho- small colleges were using market énalyéis mechanisms su.: as per-
cent of i:quiries‘converfei to student enrollments through attritisn analysis.
The mechanisms, hcwever w: == seldom ‘:sed for market analyeis dipcisz  <; and
oplanﬂing}eeemed to igncre ..z impliz:tions of these data. The-com=i=zee's
reoort prov:d useful ir czvelopi»® . part of a seccnd CASC prwiect "

Tre Pl:nning and [z 3ves &eo fvojebt.(bDS) initial phase, 197 -77,
‘developed mznagement tcoli: in ! 2r=as: coliegﬂ gails aﬁd climate: student
fecruitment_‘student financial - _4, stuoent attrlwloq, instrvationz. program

: ahalysis, fzculty activit; . Ei@:ary'coste and . services, personnel and_compen:
sation, fund raising,.a mar:et.ag soproach to program de?elopment, znd student

i learning outcomes. A sscomc phase staffed in 1577 inclodeo the diszemination
of these tools for data col sction and analysis and fof'generatlon of compar-'
able.data for the small co’ leges in the firet nine areas listed abo: -. The
Carnegie Corpofation suppo:fed.a third phase for §198 <00 to suppcT efpansioﬁ
of the data bases for th: individual PDS moduies aﬁd the preparation of a
comprehen51ve plannlng mz=nual. This phase shoold be completed-by 1983.

A task force was fc-med for each of the 11 modules. I was a m=mber of the -

college goals and climat= task force as well-as- the- task forse on mzrket analy-
‘. sis. The Market Analy51 Task Force was comprised ‘of 5 persons znciuding the

late Dr. David Trivett #~zm the ngherggaocation ERIC Clearinghouse. Phlllp R

Kotler, professor of mars==ing at Northwestern University; gave ‘many insigh;s fo

~

the committee. The Marke: Ainalysis Task Force reviewed the literature and
. ' . 5
research and published A dzrceting Approach to Program Development. High-

o

lights of the document-iﬁcl:ﬁe a "Checklist Ffor Market Analysis," ”Glossarf,f |

and "Selected Blbllography " (See Appendix A) The'bod§ of the document is 5

divided, 1nto four parts (1; "Overview of Marketlng In College Planning" (2)
f"Marketlng Concepts and Deflnltlons," (3) "How To- Collect Marketlng Informatlon,"

and (4) '"How to Use Marhetlng.lnformatlon." "Marketlng Concepts and’ Deflnltlons"‘

‘e

== 5' .
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provides definiz—ons of key terms :i=soc-ated with t&:: concept Since the -

publication of te document and a se&7=.z: of worksho::: to help college personnel

understand ths ccncept, other mate—.._. have been cc_lected and incorporated in .
this:presentz=ion.

Definition o: ‘erms and Clarificatz — of Concepts

Market "“alysls is an approact :z the planninz managemen=, and evaluation
. all organizations. Several dif::.remt prilosipai=: can be specified for
:verating a college. fOne philosoph holds that stuc=nts, will.respond favorably
t: high quality programs'and little additional jnstz-utional effort ishrequired
tc achieve»satisfactory'enrollment znd. revenue. This.elitist philosophy cza
=tk well fogtnﬁy'a handful of "blus-blood" colleg:s. A second philosophy is
:ilt’ upon sales-stimulating devices to assist:a ccilege search aggressively for
_otential students and "harJ-sell" them on its programs. This'philosophy is
characterized by high.levelsrof expenditures in billboard advertising, radio spots, -
and.full-page newspaperhads; students may enroll only to "attrit" if the college
has not made appropriate internal changes o accomodate them. A third philosophy.
is built upon the spec1f1catlon of needs, wants, anc values of target c11ente1e 2
and then ad apting the college to satlsfy them better than any other organlzatlon.
This approach features the deslgn, de11very,§and malntenance‘of programs and
services that respond to the needs and wants of c11entele in a manner cons1stent
with the mission and essehtial purposes of the copllege. This presentation will
deal with the third philosophy. - ) |

boes }our college engagz in market analysis? Do folks at your college ask
“Wh;-do students come to our college?" :Do the persons at four college understand.

and agree on the mission and essential purposgf of your college? Which institu-

tlons of society (secondary schools bus1ness and industry, serv1ce agenc1es)

‘channel students to your college and/or understand the mission and essent1a1

purposes of your college? Have you given adequate attentlon to the continuing

o




career development r=seds of your alumni or other perSons in-your college's

service area? Leonz—d Berry has indicated that all organlzatlons are engaged
7 . _

in some form of cons—me- - provider eAchange He states:.t-

««.Al. cTganizations in society, whether business
,OT non-bus—ress in nature, cffer some kind of product to
“some kind =% zonsumer and, more or less, use marketing -

~ act1v1t1es =z further consume— acceptance. The product
may be an 1i-a,-such as a nolitical candldate but it is
nonetheles: 3toduct being -ifered to the market...In
short, no cr:anization, whetner, it be business or non- :
bu51ness, zan eavoid marketing. The ch01ce is whether to
do it well o~ poorly. T o -

The —=ader is. encouraged to view higher education
as a "dec.ining industry" in a highly competitive market
place where it competes with other vendors- of' "education-
al produ:zs. g '

Selected term: are associated with market analysis. These terms include
climate, competiti-n, environment, image, markets, market segment, marketing,
. \ - . N .

marketing strategy, positioning, procgram, program development, ‘and publics.,

'Thegg terms were ca2fined in A Mérketing Approaéh to New Ptggram DeVelopment.
These definitions provide a working vocabulary for our discussion. The defini-
tions are listed in FIGURE 1. | A

~ A special comment zoout the¢ ierm "pfogram" is in or&er( Too often-in the“
past, program has been defined as something of Jke, two,;or fopr yeats of duration.
qu'definitibnwof program is'not time besed;' Furtﬁermore,«program newness~ﬁay |
involve (13 new content, (g) a new delivery system, and/or (3) a new evalﬁetion
design. The combining of computer technology and_engineeringqtechnology caﬁ lead
to new:Eontent in robotics, computer aiced design, or computer ai&ed manufgctuting.
The'combiﬁiﬁg of engiﬁeering technoiogy Qith tentél—health mental tetafdation,kn
and therapeutlc areas can lead to new content in reheblllfatlon englneerlng The i
replacement of the traditional lecture method by a perSOndllzed system‘of 1nstruc-

tion is a new‘dellvery system as would the replacement of on-campus courses with

newspaper, television instruction and/or.correspondance. Independent study can




» T " FIGURE 1

CLIMATE ' , The internal 1nst1tutlonal env1ronment, especially as
’ : percelved by the present members ofithe institution.

COMPETITION : Any optlons avallable to a market that would enable =
' - ' : it to satisfy the same needs that a college is trying
to satisfy, : .

- ENVIRONMENT : All the factors that have the potential for affectlng
: an institution but over which the institution has

little or no control. The market competition is part

of the environmeat. R "

IMAGE - The perception that outsiders have of ah institution.

MARKETS ‘ © VAny publlc having a present or potentlal 1nterest in ..
T a transactional relatlonshlp with an 1nst1tut10n

MARKET ANALYSIS ] An_organlzed effort to identify and/or describe rela-

tionships between the needs of markets and the needs
and mission of an institution, expecially as this
effort is applied <o studylng new or existing programs

MARKET SEGMENT . Any group, within a-market, that is. distinguished by
R ' one or more commnon character‘stlcs of present or. .
y ' potentlal significance to an 1nst1tutlon '
~ MARKETING '._” » The coherent approach to the use of marketlng prlnclples'f

“and techniques to: develop programs and markets,ea set
: . of marketlng strategles. _
? . . ) -

MARKETING STRATEGY - A spec1f1c appllcatlon of marketlng ideas to ach1eve
oy ‘ a spec1f1c obJectlve or set of obJect;.ves°
POSITIONING - ' Identlfylng, descrlblng, and filling a place anong
y : o the competltors for a marhet. .
PROGRAM A A’ set of .educational act1v1t1es that, operating
S collectively, achieves a well- deflned learning objective

. : or set of obJectlves w1th1n a. spec1f1ed‘t1me frame,

_PROGRAM DEVELOPMENT . The 1nst1tutlonal effort to create and maintain pro-
. : grams that realize the institutional mission by satis-
' fying selected needs :of selected _persons.

PUBLICS A ~ Any group of people who have an interest in, an

~association with, or an 1mpact on.an institution.

o
X

A Market Approach To Prﬁgr;ﬁ Development (Washlngton, D C.. " The o o 'fé

Counoll for the Advancement of Sm Small Colleges, 1978) pp. 63-64.
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be designed to deal with a new body of content as well as be a new delivery

system. The third mode of newness, evaluation design, is characterized by

I3

distinctive ways_of measuring student 1earn1ng outcomes:, Articulation programs
_ W1th h1gh schools and methods to ‘assess learning through portfolio evaluation
dare examples of evaluatlon formats. Priocr experience is translated ‘into compe-
° tencies and matched against course outlines?and syllabi. fLearning:oontraots

can be specified for unverifiable competencies.
 Each organization must pass through an idea to new produet-development cycle,

o

) Y ) s : . '
some of which will not prove usefulmto the organization. Kotler states:

A company typ1cally has to develop a great number
of new product ideas in order to finish with a few good
ones. Booz, Allen § -Hamilton studies this question for
' ‘ . fifty-one companies and summarized its findings in the
' form of a decay curve of new-product ideas. Of every
“ fifty-eight-odd ideas, about 12 pass the initial screen- h»
.ing test, which shows them to be compatible with company
obJectives and resources. Of these, some seven remain
after a thorough evaluation of their profit potential.
About three survive the product- -development stage, two .
- survive the test-marketing stage, and only one is commer- -
cially successful. Thus, about fifty-eight new 1deas must ' .
be generated to find the good one.

The new product cycle for colleges can consist of ohanges in any combinatlon of

. the three elements specified under program newness. - *

7”

5¢Market Analysis'and the Management‘Information Systema

° Market analysis consists of obtaining;detailed'information about markets.or
pmarket_segments served or unserved by:the'institution; Market analysis is an
_organize& effort to identify tife relationship.between specific wants and needs ‘
and the ways the institution meets“or could meet them.. Market analysis is, in

.1ts simplest description, a more coherent way to plan 1nst1tut10nal responses -t3

' conditions w1th1n the College's service ‘area. Data are the foundation upon Wthh

B <

A

to build a plan of action., Data must be collected and analyzed and_combined.in a
‘ ?'manner which produces direction and meaning to the institution. William Thlanfeldt -

' ‘ . .9
suggests a framework for the gathering and use of data. He states: _

T e
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, . There appear to be three basic components in the
e marketing of higher educatlon' research, strategy and
communlcatlon. S . S ) ..

Research involves’ d15cover1ng what people th1nk of
a given school and then developing a profile of the type
. of person who would be likely to enroll )
Such an analysis of the potent1al student is necess-
ary before a recruitment strategy can be developed be-
. cause that plan’should answer the question: -‘how can we
. contact the largest number of potential applicants ix the.
" most effective manner? If no research has been conducted,
. a school has only a vague notion of who its probaole eﬁroll-
; . ees might be; this, of course, leaves'success in recruiting
to chance. ' '

Deciding on the type of communications to be used in
recruitment is thus dependent on a college's strategy, which ,
is, ‘in turn, based on research. Communications should in- @
clude not only the admissions office personnel, but also . '
students, faculty, and alumni, all publications,. and in

o . ~ general, any segment  of the college w1th which potential
' students might have contact.v

The.data gatherlng and analysis process should be structured ifsuch a - e
way that it provides opportunlty for the college to build upon its strengtk
: Most postsecoudary educatlon was created to be respon51ve to the h1gher edu: .
_needs of studentS'immediately out of high school who woula complete their ed- Y
ucatlon in anbdninterrupted manner. Therefore,dﬂost colleges bege theird
. marketing efforts (research, strategy, andﬂcopmunications) with demographlc data’ o
aéyit-relates-to secondary" school systems; As the societal“erpectationedof ""equal
educational opportunity" and;”right'to work' moved from concept to operational
reality, collcges began to modify their marketingvefforts.to include categories
vof data beyond."traditional” high school graduates to include a broaderrrange
: of'agencies’and organiZatibns.' As governmental and regulatory agenc1es began
to leglslate cont1nu1ng education, colleges developed more speclallzed market
segmentatlon efforts.’ What this suggests is that a structure for market segmen-'
tatlon can be developed u51ng (l) categorles of data such as demographlc social
texpectatlon,_economlc trends,'and governmental,plannlng, (2) agencles-such as

\

. _ _school systems, business and industry, professional organizations, service

9 S




(3) the basic components of marketing consisting of research, strategy, and

‘tion and training needs are a function, in part,-of ohanges in society."Alvin

- A
= . d
R . ; ) - . X ' !

organizations, governmental agencies, and religious. oriented organizations; and

communication. Such a model is displayed in FIGURE 2.
In addition it is necessary to specify data elements important to research

in order to develop strategy and communications Insights about key data elements

b =Y
.

can be obtained from a list of questions about ""How well do. you know your consti-

tuents?” FIGURE 3 is a list of_key questions. Time will not permit a detailed .. .
o ' ’ s .

discussion about the response to each of these queStions. Recent~research how-

ever, is worthy of comment. In 1978 the College Board completed a study which

'1nd1cated that 36. percent of the population between the ages ‘of 16 and 65 are in

10 .
some form of career transition.  What pércent of thiS'population is your college

serving? 1In a recent article, John F Maxwell 1nd1cates ‘that traditlonal higher
é
education has lost its leadership in continuing education for profe551onals. He

| says, ”In fact, more business programs are conducted by firms in-house, than are

11’

. done for the public."” If postsecondary education is to serve as a community

v

resource "and assist persons Wlth career and life planning and ‘other agencies with

3

community development'programs, it must use data. Demographic characteristics.

worthy of analysis could 1nclude .population size, age distribution sex ratio,

~ marital status ethnic and cultural characterlstlcs, education levels, economic

status, population density, degree of urbanization _racial comp051tion, unemplov-.

ment, poverty and deprivation, illiteracy, existence of community serVices, and
12

-social and economic well being. : ’ T : . ‘

No discu551on on market analy51s would be complete without some mention of

its relationship to trend analysis and the management information system. Educa-

/ o

'Toffler, 1n The Third Wave 1ndicates that socie.y is chang1ng from:an 1ndustr1al

13

-society to a technological soc1ety‘ He suggests a frameworh-to chartia Variety

_ . . 3
: ) . . \ L ; -,
of social, political, and economic forces. In The .Third- Industrial Revolution,

1
\

R . .-
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10.

. 11.

12.
13.
14,

15.

- What are the educational levels by geographicisubdivisionZ.'

HOW WELL DO YOﬂ KNOW YOUR CONSTITUENTS?””

_What is the population size of your-college's-service area-by municipality; —-—

by school district, and by agency or corporate employer?

What is the 3ge distribution by municapality and how has it changed over
time?

What is the distr1bution by sex of currently enrolled students and of the
college's service area? A ‘

- What is the marital status of currently enrolled students and of the

college's service area?

-
[N . -

What“are;the ethnic and cultural characteristics?

What is the economic status of each subgroup?

What is the population density for each area?

What is the degree of urbanization for geographic sections? I

What is the racial composition by municipality and corporation?

-

What are the unemployment rate and Undefemployment levels? - ,

What are the levels of poverty and deprivation?

~ .. L

What is the illiteracz level by geographic subdivision? e

What types and levels of support exist of basic community service?

What is the social, political, and economic well being of persons in
contexts characterized as agricultural, industrial, and technological?

1

4



G. Harry Stine discusses the trends in new space communications technology.

The first payoff from space, and probahly the prime source of space-derived

rﬂmﬂreyenuecfor*somewtime;to~come, is in the-field-of-communicationst This is-al=—""

ready having.profound impact on the hlgher education 1ndustry and will have a
15 . Y
‘greater impact in the years ahead., *

Management information systems in the past have tended to_focus on data .

elements relating to.the 'internal operations of the institution such as regis-
<

tration, scheduling, class rosters, space utilization, grade reporting, student

aid, payroll,“budget;ng,;and other administrative applications. Data have been
collecteddand grouped in'frles labeled student, personnel,'financial; and space.
Sometimes.the dataielements are similar’for Various reporting agencies_and
occasiOnally the independent'files can be integrated to produce meaningful Te-

e Yy

ports on topics such'as program cost analysis and student longitudinal studies.
_Occasionally independent file reports or integrated file reports are synchroniied. ¥

e 1

with decision points in the annual planning/budgeting cycle. ~-'Thiscapabi'lity,

P

however,'usually stops short of strategic planning considerations including

market analy51s or trend analy51s data sets external to the college. (FIGURE 4)

i'r

Sources of 1nformat10n avallable to the college are numerous. In ‘the case?/
‘of North Central Techn1cal College, the Reglonal Plann1ng Comm1551on completed -
a detailed 51x county analy51s of many categorles of demographlc data. Data ban '“
be obtained from Chambers of Commerce marketlng flrms, census . bureau and health
systems agenc1es, W1th regard to this latter source, the "Health Planning and
! Resources Development Act of 1974" (P.‘L. 93-641 and R. L. 96-79) charges Fhls_l'

nation's 200 health systems agéncies to collect and analyze data in, order ‘to re-

n

" spond tc the social expectation of equal access for all persons to health care

4

" services at“a;feasonable cost. Not only does a'college'benefit from-raw{data

about health status of persons and the cond1tlons of the health care dellvery 3

', System, each HSA is requlrea to establish long range goals and short range obJect1Ves.

13-
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Market Analysis and Comprehen51ve Inst1tut10na1 Planning

® 1

The literd¥ure indicates the relationship'between-marketing and’ in-’

, - 16—
stitutional planning and = ' -’ components in marking postsecondary education.
If a colleg 1"t inow what it wishes to become
within the next t Ziv: or ten years, that institution
. may become scmetl. sSe.
If a college . a't know what it wishes to be, it

.can hardly convey an accurate image of itself to its

: market, It may therefore create further' problems in ad- N
- missions and retention. . \\\\
. ® : o \
: If a college hasn t“establlshed goals, it runs the NG

risk of becoming capricious, bending to whims just to
attract students to balance the budget.

If a college lacks an over-all-" 1nst1tut10na1 plan
it removes itself from the possibility of making choices
for the future and leaves itself “to chance.

In Fall 1977, North Ceptralﬂrecﬂnicai'College made a commitment to comprehen-.

sive institutional planning.. The College examined numerous planning models from

private and pub11c regional unlver51t1es and two-year colleges. The best models

3

. for plannlng soec1f1ed assumptlons on which to base subsequent planning before

settlng goais and objectlves. ~The Collegeudeflned the term "assumptlon" and
5 v ,

generated a list of categorles for arraylng assumptlons The definition of

NN

. . \
assumptién is as follows: . - . : \-

\
2 : An assumption is a propos:.tlon descr b;mg future-
3 condltlons,’éome of which the 1nst1tu;10n has
A little control over. The level of. certainty -
a551gned to an assumption determlnes th  level

hedglng/optlons the 1nst1tut10n retains agalnst
the non-assumed condition. Raising the certalnty
, 1evel of an assumption yields greater planning
precision, better long term goals effectiveness
and improved cost efficiency ‘and program effég-
.. tiveness. ' A planning assumption proposition can
be internal to the 1nst1tut10n or ‘external to. it.
One criterion which is used in making a dec1s1;p
about inclusion or exc1u51on of a specific props

SN s

QD e T e e —

-10-



— v T - ' -

S Tests on whether or not the assumptlon has a ,
L , direct bearing on settlng goals and objectives  _
--—at that .eveli— , “

Therlistoof categories for stating assumptions is as follows:
1. Ass:mptions about the sccietal‘ooutext within which NCTC exists
2. _Assumptions about external agencies
‘3. Assumptions about institutional leadership/management
f 4. Assumptions about NCTC programs (ex1st1ng and potentlal)
- . ,5.—_Assumptaons—about—potentlal students and enrollment

' © 6. Assumptions about student services
. .

7. ~Assumptionsabout stafflng and profe551ona1 ‘development
-8, Assumptions about physical plant
. 9.. Assumptions about equlpment

10. Assumptions about fiscal resources

R Plannlng assumptlons about the soc1eta1 context in Whlch an 1nst1tutlon v - l .

1

ex1sts can’ focus on such issues of health, energy, transportatlon 11felong

LY

tralnlng, quality of workllfe, leisure, credentlallzlng such as lzcensure and

certlflcatlon and program and 1nst1tutlona1 accredltatlon. .Plannlng assumptlons

\

——

aboﬁt external agenc1es ‘can. focus on the relatlonshlp between an. 1nst1tutrgn\and

v R —

™~
state and local governance, hlgher educatlon as a systnm, artlculatlon, and

\‘.

o [ PUURSSNE. §

communlcatlon.h Plannlng assumptlons about exlstlng and potent1a1 programs 1nc1ude‘

new credlt and non-cred;t programs grow1ng out of needs assessment or market -

-

ana1y51s segmentatlon studles._

o

Selected examples of assumptions are as fbllows}

It is assumed that equal educational opportunity as a right

_of all persons will be a dominant theme of federal and state
legislation in the years ahead. This will mandate a focus
on "packaging" higher education programs as we shift from 1
the 20th century goal of .'"education for all" to,the 21st cen~."
tury goals of "education for each.' It will nece551tate
careful attention to -remedial education, programs tc over-
come academic deficiencies as well as developmental educatzon,
programs to develop the. dlverse talents of students.

L;“c;_m A,_MJ'A.!-' o ' “1 :. N ’ :_ jjé)vu :,if' o . A
RIC-. - L e
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We have moved from an era of' thlng;ng about educationas._ . ... ..
--—— something given in the early years of youth and 1ast1ng : ’
throughout life to thinking about education as oceurring
throughout a life span. It is assumed this trend will
continue as an increasing number of Americans anticipate
job or career changes, states mandate coutinuing«profess-
ional education, and lifetime -learning is viewed as a

basic social right as well as an economic necessity.

It is assumed that the procedure for measuring educational
acuomplishments will change in dramatic ways. - The system
of amassing largely time-related academic units to reach
the required total for a degree will yield to:different-
output measures related to levels of competency in re-
feérsnce to de51gnated bodles of knowledge and sets. of
skills. ’ .

\ .

The process of spec1f71ng assgggtlons 1s to d1ag5051s as the derlvatlon

H

of goals is to develogment. That is to say, the spec1f1cat10n of assumvtlons

is a way to focus the goals of the 1nst1tutlon on the realltles of the external

and 1nternal environment. The der1vat10n of organ 1zat10nal.anu 1nd1V1dual goals
,and obJectlves is the creative heart of thelplanningkprocesé.l7‘
The following definition of goals and objectives-was adopted'
' Goals and obJectlves are the foundatlon of the plannlng s
process, and it is vital for them to be clearly defined.
Goals are defined as. the desired end résults over long _
perlods of ‘time -(e.g. 3-10 years). Geals and ob;ectlves
are often used 1nterchangeably, but this: is wrong.  They

,d1ffer initerms of their time frame,. measurabillty and
sequence. ' Goals are Iong run and the end résult; ob-

" jectives are short range and are- steps.’ in the: dlrectlon o o

" of attaining a.goal. -Objectives are the measurable SR B .
attalnments or -desired results over.a ‘short period of . - . ‘ SRS
time (e.g., one year). Objectives are generally regarded » ’ e
as progressive steps toward 4 goal. - Thus, a-series: of S . P

. obJectlves should lead:to one's goal. Goals must be.
‘established before obJectlves are speclfied 18

North Central Technical College found it useful to develop a llst of
\\« categorles for settlng goals and obJectlves (l) as a means for stlmulatlng goa]s

bJectlves across’ a broad range of areas, (2) to proV1de 2 gulde for 51m11ar- ’

1ty of g ls and obJectlves fOr all departments w1th1n the college, and (3) as




B e T RN LIS DRI P
S e g e

FIGURE 5 - CATEGORIES FOR SPECIFYING GOALS AND OBJECTIVES

L1, MISSION ATTAINMENT : - - ! '
~~ a. Promote understanding of mission ‘statement within the college
b.- Promcte understanding of mission statement outside the college .
¢. Facilitate mission zttainment (assumptlons goals and ob;ectlves dollars to goals)
d. Develop means to. evaluate m1551on attainment '
2,. FUNCTIONAL RELATIONSHIPS .
a. Identify agencies_and organlzatzons

(1) School systems - ‘(5) Governmental agencies
o (2) Business and industry (6) Religious oriented organizatioms
. (3) . Service organizations -~ (7) Accreditation associations
S (4) Profe551onal organlzatlons o (8) Other
b. Develop policy and procedures )
~¢. Specify strategy for pursuing positive funct10na1 re1at10nsh1ps
(1) School Systems ] (5) Governmental agencies
(2)  Business and industry °~ - (6) .Religious oriented organizations’
- (3) Service organizations " (7) Accreditation. assocratlons
(4) Préfessional organizations (8) Other -t

.~ 3% QUALITATIVE IMPROVEMENTS
' -a._, Academic Programs
(1) Curriculum . c°ntent and content formats '
'(2) Alternative teaching Strategies and techniques
(3) Alternative ways :for evaluating competenc1es :
" (4) Minimum competency standards -
(5) Interdlsclpllnary c°nsiderat10ns
b. Student Services - -
(1) Define comprehen51ve serV1ces in . 11ght of contemporary, needs
 (2) "Analyze what exists in 11ght of contemporary needs
" (3) Dlagnose ‘needs of students :
(4) - Link institutional Tesources - to dlagnosed student needs @ _ S
c. Institutional Management ' - .2
(1) Implement Planning, Management and Evaluation (PME) Syscem
-(2) Team leadership participatory mode of plannlng/management
(3) Review pelicies, functipns, organlzatlonal structure, and procedures
, (4) . Program cost ana1y51s _ _ « :
4. MARKET ANALYSIS : ' ’
" a. -Specify method of market ana1y51s '
b. ‘Develop programs in relatiomship to 1dent1f1ed needs
c.. Specify policy and procedures for marketing (promoting) programs
d. Analyze traditional collegeabound students by school district >
- e. ‘Identify non-traditional client markets .. = - '
- £. Develop strategles to penetrate furiner trad1t10na1/non-trad1t10na1 students
.g. Develop-strategies to a531st organlzatlons dlagnose training. needs
5. PROFESSIONAL DEVELOPMENT - .
- Diagnose need = =~ - R L
b. Develop. programs =~ = . :
c. Allocate resources -
© + d.  Affirmative action’
6. PUBLIC RELATIONS o _
- .a. List the college's major pub11cs :
b.~Examine alternative ways to communlcate w1th pubrlcs :
" ¢. Specify policy and procedure for systematlc cultlvatlon of various publlcs
7. FUNDING SOURCES . :

., a. -Specify resource requirements over multl-year time- 11ne ‘ .
. b. Examine alternative fundirig sources : R —
'c. Create policy and procedure. for pursulngegrantsmanshlp ‘ A _ :
S “’d:“‘Incorporate grant management “into college operatlons ‘r. o : .

-
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Assumptions and.goals and objectiyes were specified at the institutional |
and departmental lepelsvusiné the aboveedescribed categories; There is a re-
lationship amoﬁg'selected categories'of assumptions such as "societal'context";
"external agencies",vand ""potential students'. There is also a relationshipv
among selectedrcategories of_goals'spch.as "functional relationships", "market.“
analysis'", and "public relations". ‘Assmmptions about“"equal educational oppor-
tunity" (a societal social eapectation)'applied to the "right to work' concept

(an economic necessity for organizations in the technological society) has.

 implications for a broad“range of education, training, and retraining needs of
_ . ;

'.potential'students in the "world of work'". This type offanalysis yielggdla

number of specific ways ‘to pursme-functional relationships with business and

industry (Goal 2-C-2):
(a) To host several early bird breakfasts for representatives . S
- from: buSiness and industry - o

(b) - To support actiVities of: the Mohican Valley Chapter of o
\‘ the American Soc1ety for. Training and Development (ASTD) - o

o,

() To expand the number of calls on business and industry.’ -

(d) To continue "on-site" classes-incresponse-to identified needs.

(e) To make ‘better use of Program and Placement AdVisory Committees.

- N -

) To develop and maintain "targeted!' mailing lists. . : 2

What is described above cOuld be labeled the structural component of the.-

institutional planning process. No*discussion on institutional planning would .

* &

be complete w1thout some reference to the- personnel development component . At

V?many small colleges, few persons do most, if- not all the planning, management,

- s

- and evaluation and make the majority of the decisions. This is-a dangerous

‘practice,and does not,help the institution maximize on its most impdrtant capital '

S

N

_investment humans. In launching a comprehens;ve planning process, a coilege must

~. 4
. .- p

Vmake a commitment to the personnel -development comp0nent to complement the struc-

: tural components.' The philosophy of a college in adopting a collegial participa-

A

tory mode of management is based on underlying ‘assumptions such as (D) humans are

H
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the most 1mportant educatlo 1al resource of the organization; (2) talents and
-skills of individuals ‘within the‘organiZation must be cultivated_systematically§7

(3)?persons to be affected by plans and decisions should have a role in making
. . . . \%:. ) .
them; (4) involvement in planning leads to a meaningful investment of time and

a'commitment;on the part of the participants; and (5) collaboratiue'goal setting
‘represents a way of working toward solutions, rather than trying to escape from
« irreconcilable problems.

P~yond its philosophy'of human resource development, the College began to -

dissemin. ‘e information about stages of adult development ggﬁ'market analysis

: _ : o o o N
and planning.  Information about stages of -adult development. included the work
( 9 - 20 - - 21 ©,22 23 24 .
-of Gould, ' Chickering, Levinsop, Sheehy, Knowles, = and Knox. This
vlnformatlon was. supplemented by studles to match tasks, program responses and’
25
outcomes sought for the varlous stages~ ~ a search to the key to each generatlon's
: . 26 27
-prejudlces, values and ways of react1ng to change career llfe plannlng, pro-
.28 *
fesslonal development and obsolescence" the dynamics of;matchlng individual
' 29 - 30

and organlzatlonal needs- and d1rectlon for llfelong learnlng

The "Checkllst for Market Analys1s" should be useful for any college wh1ch

" wants to begln such an effort. (See Appendlx A) If arcollege 1s’comm1tted”to a
hphllosophy of wantlng to be responslve to consumer needs, it must. be willing to;"v
31 e

i

change. Jacobs states:
The key to the successful marketlng of educatlonal
services requires a sophisticated communication among ad--
,rvﬁinlstrators faculty, and support personnel. ' e
BRI ‘ .
There must exist w1th1n the 1nst1tutlon an’ att1tude
of commitment to service and a willingness to adapt to
‘ change to an ever_changlng society. New. SklllS must be
+  learned and there must be a constant reevaluation of in-; =
ternal administrative systems to be assured that the .
college is able to respond to those who call upon it for
service. : St : . :



i The éollege‘béganito collect and anaiyac data aboutjits_current_stu_
‘.i dents in.a more’éystematic way. From data‘provided by the'Regional Planning
Commission and other sources, the College began to analyze its service area
compr sed of the three primary counties of Ashland Crawford, and- Richland and
three contiguous counties of P'uron, Knox, and Morrow.
To assist the College to provide general'direction in many-aspects of

“its plannirg process,‘it.hassappointed ad hoc-and:standing committees.. Because
of the importance of marketing to the College, a standing committee‘on marketing
was appointed comprised of faculty and staff knowledgeable in marketing concepts
or- haVing line responSibility for. aspect= of the marketing function including
admissions through placement. Because or the broad-based representation on the

. ‘.
committee, it is in an excellent position (l) to analyz* '*itically where the
inst;tution is Wlth regard to marketing itself to the serVice area, (2) to '
7,dévelop the multi~year plan of action based on the above-described structure,
'and“(S) to prioritize increments of growth based upon limited institutional
.resources. f
“THe central purpose of this paper 1s ‘to describe.market analys1sbas an -
integral component of comprehenSive inStitutional planning._ Several SpeCIflc.
'examples are presented about the relationship between inSights gained from the
zdata analysis function and other aspects of institutional planning. Although
'Ithe three county population is expected to increase 8.3% from 232,400 to 251 700
between 1980 and 1990 the number of high school graduates is\expected to decrease
from‘3 777 in 1980 to-2 550 in-1989 (See Appandix B)»' Student partiCipation in

Ohio public two-year institutions per 1000 population is as- follows

o | 1975 - w78 '. |
 Richland County s 128
" Ashland County ER 7.1 ’“ 75 o
Crawford County | L85 B

2q
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This_ranks the counties Oth 38th and\64th respectlvely of 88 Ohlo count1es

in 1978. Compdrable part1c1pat10n in Ohlo\publlc unlvers1t1es in 1978 1s as

, - . '. —

- follows: R . LT
- B ‘i‘ © Rate th- - Rank
Richland County o 'blOﬁOl , f\V\v ' fsi' '
| Ashland County Af'"' :9,2' T fﬁ\.' ”6l
'Crawford County o fp{;,'Q,O . _\\H 63 -

- DraW1ng power of Ohlo publlc tWo-year college per 1, 000 population for 1978

was 5.2 for North Central Technlcal College and 3. 4 for. the Mansfleld Campus .
. 32
of The Ohlo State Unlver51ty. ‘ fhls ranked NCTC 29th ‘and M-OSU 40th of 46 -

H

two-year campuses and ranked NCTC 13th of 16 technlcal colleges The statew1de

\ rate for two-year campuses is 8. l and for technlcal colleges the rate is 5.8,

tA 2
The College has a mlsslon whlch relates to humanlstlc 1mprovement in.

'the aual;ty of l1fe and economlc rev1tal1zat10n concerns. It 51mply cannot ?'0

 take the number of hlgh s~hool graduates pro;ected over the next decade and

2

'ccmpute the part1c1pat1on rate requ1red each year to susta1n the College at
. the presentior some prOJected level.’ Soc1ety is chang1ng 1n terms of demogra- \
phics, social'expectations economic trends governmental plannlng, technology,

= workplaces, energy requlrements, and values.- It must be cognlzant of soc1etal

-

) forces, trends and effects as. they occur in the college context and serv1ce
‘ j
: env1ronment and: be respon51ve to the d1verse needs of the soc1ety of Wthh it
: R . Y. . .
ftlS a part S

G»Market Analy51s-and Instltutlonal Plannlng

, " - ..%

Earller 1n thlS document it was noted there was a relatlonshlp between

’ Goal 4 MARKET ANALYSIS and Goal S, PROF“SSIONAL DEVELOPMENT The reference :

i

o related to Jnformatzon about 'stages of adult development and marketlng tha

1 o

:formatlon about stages of, adult development was distributed, 1n part because

:. the average age of the College s student body rose from 21 7 years 1n 1973 to o

.

. 26. .0 in 1980. The medaan age 1n all three countles was approxlmately 28 S m-‘E

.3
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1970 and 27.5 in 1980 In addition, as was noted earlier in the philosophy on

“human resource development the College made a‘major commitment to Help faculty

and administrators ‘to understand themselves,in the formation and“revision of -
i-their professional goals'as they relate to their role in postsecondary educa-
°"tion. Particularly helpful in this regard were programs by Morris Massey on -

:Aprll 12, 1978 and Malcolm S. Knowles on September 18 1978 Dr Massey spoke

on the fopic The People Puzzle Understanding Yourself and Others (See foctnote

11) and Dr. Knowles add ;sed the faculty on "Teaching Adult Learners" (See foot -

-

note 8). With' regard to Goal 1, MISSION A’I’l‘AINMEN‘I‘ several projects were unde—r—-—T—

* taken, Within and: eutside the College there is 1ack of clarity ‘about the dis- .

tinction between vocation and technical education. Q newsletter called.Challenge
was developed in:1977 and is£distributed to all full-time and part-time-employees
of the College.”fIt‘containsltimely-information about significant activities
' at state and local leVels as well as items intended to clarify that distinction.\
’ In addition, career information workshops’ were conducted for secondary school o
counselors and teachers for Health and Public Service Technologies -on October 17
1978 and Octob/r\lé 1979 and for, Business .and Engineering Technologies on

P

October 31 1978, and October 30, 1979 5 ¢

° e

‘With regard to Goal 2, FUNCTIONAL RELATIONSHIPS, articulation agreements SN

- -

were developedﬁuith-secondary schools and senior colleges. Articulation agree-

ments with secondary schools are medeled after the Dallas County Community
Collége System which grant academic college credit for competencies acquired ' «

- in.high school Articulation agreements WIth seniqr colleges can range from
. partial credit“to 2 * 2 arrangementsUWithin a department or for the college s
) or university.» Fron data about training needs from bUSIHeSS and industry,v
. series of breakfasts were held to discuss the College s capability and resources.
In addition,.the College developed Jbintly w1th The Ohio State University an
‘ office of Community Educational SerVices, assisted in the formation of the e o

Mohican Valley Chapter of the American Society for Training and Development,




and is assisting in the development of the Mid-Ohio Consortium of Public
. / .

Education Training Facilities. The Consortium is one of 24 such units and is

comprised of secondary schools and postsecondary public institutions.

Numerous examples could be presented of the relationship between insights
obtained from'market analysis data and comprehensive planning for Goal 3, QUALI-

TATIVE IMPROVEMENTS No example is mére pervasive than grantlng academlc credit
for competenc1es acqulred out51de the formal higher educat1on context, a creden- -

tializing function that is somewhat new to postsecondary educatlon. Many

.competenc1es are acqu1red by persons from postsecondary educatzon prov1ders such

4
v

as business and 1ndustry, profess10na1_assoc1at1ons, college and university
'extension and community education, military service, comnnnity organizations{
_and trade unions. - The College examdned various methods to evaluate such compe-
tencies.in order to.grant‘academic credit. The-Council for the Advancement of
‘Experiential Learning (CAEL) was partlcularly helpful in th1s act1v1ty The
,College developed a course in which the student learns to translate life ex--
_ perience into competencles andﬂmatch them with ex1st1ng courses in the currlculun '

. through a portfolio which is evaluated by no less than three faculty.

"

°

Conclusion -
R wt

Purposeful human activity proceeds from a rational frame cf reference, a

somewhat clear perception of the ultimate goals towardAwhich a person'strives

' 4 .

or the societal "ends'" to which an organization can be dedicated. Many, perhaps
. - 0 N .

=N .most, individuals and organizations, however, define their goals casually. Ex- ,
planation tends to follow fact and is more often a journal entry than a blueprint
or‘a'grand design representing intefligent‘antioipation offactivities_and events

planned carefully in advance to move from one po1nt to another. IndividUals and

o -

" institutions a11ke need a comprehens1ve d1agnost1c and” developmental system to

’keep grOW1ng and rema1n yiable. The dlagnostlc system is a needs assessment

-

process based on data obta1ned from a market ana1y51s/market segmentatlon strategy

27 f
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‘Data are the foundations upon which to build the multi-year institutional
Plan, a document containing a grand design representing intelligent anticipation

of activities and events specified carefully in advance to move from one point to

- another. Categories of data used in strategic planning include (1) social ex-
pectations, (2) economic trends, (3) demographic trends, (4) governmental planning,

(5) technological advances, (6) changes in the workplace (7) energy requirements,

33~
and (8) value shifts.

The developmental system is a comprehensive_ institutidnal 'planning process™ —
including specification of assumptions across ten catégories and setting goals and
objectives across seven categories at institutional and depagtmental levels. The -
'comprehensive‘planning'prOcess deals with the structural components of planning

and management and also provides for the personnel development component in the -~
. ,

belief that maximum syngerism is achieved when‘individual diagnostic/developmental

'systems are in harmony and synchronization with the institution's diagnostic/

”

developmental system. ' o - ' -
The structure of the goal setting process provides opportunity tocevaluate

he extent to which goals and obJectives are achieved at the institutional and
T/

departmental levels. Several researchers have presented data about the benefits
' 35

of c¢college for individuals and returns to society in general. What is needed
aras research designs and methodologies thatho beyond this level of sophistication.

Many. taxpayers and state legislatures are concerned about the. "return' of their
axp .

.

B investment in postsecondary education. The specification of goals and objectives

is a first step in "outcomes' evaluation both in terms of “output" of a college

~

or "impact' on the quality of life of society.
u According to the 1979 directory of the American Associationqof'éommunity
- and Junior Colleges, there are 1, 234 two-year institutions in the United States.
.In 17 states, complete legal responsibility ~for-the- governance—of—publ1c—twoﬂyear—————

colleges rests with a state- level board rather than a local governing board. With-

in the United States there 1s at least one two-year college in each of 425 of the
7 l‘ N ' ) o . "19" .




435 copgressidﬂal districts. Tﬁd-thirds of these insfifufions have'fgﬁer'than:
two thousand students and many are located in rural areas where the; are the
primary soufEe of educatiqn andltraining. %he Tevitalization of this nation's
economy will require ins:itutional and systemwide planning processes to assist.
postseéondary educationdto be responsive t0»societf'§uneéds as it shifts from

the industriél’to the technological "thi:d.yave." - Market anélysis and market .

.isegmentatioﬁ are elemgntS-inﬁegral to any such institutioual ofvsystemwide plann-

ing process because -the focus is qn‘the needs and wanis of_persons that pdst-
secondéry institutions were intended to serve. The tfaditionalyeducation;systems

o

impose constants of time, instruction, assignments and. processing. The needs

and wants of persons, including achievement, and the college's 'publics" are

the variables. Market segmentation, with its focus on the needs of persons,

may assist institutions of society to implement holistic life plannihg concepts

“*and ‘clarify the role that colleges and other ?provideré"“df services can play

“to impruve the quality of life.
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APPENDIX A

Checkiist for Market Analysis . e <

I M_ission,'Goals, and Objectives

A What is the college’s mission? What are its formally expressed long-texm and S
L short-texm goals and .objectives? ' :
i <.

" B. What are the resl goals of the college S adnumstrators and faculty" Are they
- - different from the expressed goals?; ‘

C. Are the college’s goals and objectrves clear and specrﬁc enough to provide a base
for piarining (i.e. - provrde reliable cntena for program development)" ’

D. To what extent are the college’s goals bemg reahzed? '

E. To what extent can the college’s objectives be aelueved in hght of its competxtrve
- position, resourees and opportumtxes for growth? -

F. J What marketmg goals will ard the oollege in achrevmg its mission? Have these
goals been established? /o
IL  Institutional Marketing Activities
A. Strategy
1. What is the college s general strategy for achrevmg 1ts marketing goals?
2. - What are the specrﬁc plans for aclnevmg marketmg objectrves" K

3. Isthe college allocating enough resourees to the marketing program to
achieve its goals?

4.  Are the college’s resources distributed optunally to the various actmn plans"

‘ ' 5. 7 How should the college adjust its plan to best aclueve marketmg goals and
? ‘ objectwes? -

B. Orgamzanon

B

' 1. Whohas responsibihty for analyzmg, planning, and xmplementmg the
o vmarketmg strategy? What authority goes thh this responsibrhty" How
e T  effective is thrs arrangement" ; :




C. 'Implementatron

L.

IIL Environment - \

Do the structure, assxgnment and methods of the marketing program serve

to achieve its specific marketing actmtxes and reach the various markets and

territories?

To what extent do college personnel understand and use marketing
ooncepts" : AT

How much do training, mcentlves, supervrsxon, and methods for evaluatmg '
personnel encourage them to use marketmg concepts? '

Do marketing actmtles e\ndence sound prmclples of management and
specxahzatxon (temtory, market segment program)"

Is the marketmg staff large enough to accomphsh its objectlves"

Does the marketing staff (or personnel assrgned marketing responsrbihtres)
show high morale, abrlxty, and effort? Are they sufﬁcxently tramed and
motivated? - . -

Do adequate procedures exist for setting performance cntena, measuring
growth, and eva.luatmg the marketmg program and personnel?

N
\\

How doee the college develop its long-range marketing plan and annual

nnplemeutatlon plans? . _ _ 5

i N "‘\
What regular cnntrol and momtonng procedures (e.g., monthiy or quarterly ‘
reports) are used to ensure that armual pian ob,;ectlves are being achreved?

How frequently does the college analyze the contnbutlon and effectrveness‘- .
of 1ts various marke ting activities? '

How effective is the college’s managemer.t information system in serving
the needs of marketing personnel and administrators? :

A. Market N\

1.

-2,

Who are the oollege"s major p p\l_iw? |
What are the college’s. major rharl}et\sz
3.

25




3. Into what segmerits are the markets dlvided" -

4. What are the current and anticipated sizes and charactenstm of each market -

and market segment"

. Macroenvu-onment

1. What are the environmental assumptions of the marketing plan with regard
- to demographic, governmental, economic, manpower, technologreal and,
cultural trends" _

2. How will these'trends affect the college’s various markets?: ﬁ
.Student Perceptions of the College |
?

1. How do vanous segments of the student market perceive the oollege" A

T How do the various segments of the student market demde

4

~a To apply
b. Toenroll
¢ To transfer out
- d. To return each term or year
e. To seleet a program
f. To change programs
g. Tograduate . SO B
h. To becorne active alumni? - ' '1

3. What are the significant present and projected needs of vanous segments of
"~ the student market" ' .

Donor Perceptrons of the College
1. Howdo donors nerceive the eollege? 1 |
2. Why do donors “

Have 4n mterest in'the college

. a,
: b. Give to the college '
c Increase their' giving
~d. Make major g1fts :
e.

‘Enter into trust and annmty agreements"




3,

L

Why do. donor§ give: B
a. Giftsinkind _

b. Cash -

c. Endowments

d. Support through estate planmng (deferred giving)?

E. Employer Perce'ptions of the College

1.
2.

F Competltors

1.

2.

" b. Product form: provxde altemate means to fulfillment of studants’

Which employers hire greduates of the college? -
How do employers perceive graduates’: .

Knowledge of subject matter

a.
_ b', .Professional skills

¢.  Value orientation
_d. General preparatron"

W_ho are the college’s major competitors m its various markets? T

a Generic- detract students from entering and rernaining-ih college- :

: educatxonal goals ' %
c -Enterpnse draw students to another eollege

d: Program draw students into other programs within an institution

1

* What trends can be identified in the oompetxtron"

V. Decision/Action Areas * o '~ '

A. Programs

1.

2,

‘ career prepamtron, and job entry)"

| Whi_ch educational prograrns are now being ot't'ered'{

Which specific needs of students are satisfied tnrough their experiences at
the college (e.g., protection, safety, value development status,. socral

-

i




a R - s
3. What are the institutional and-national trends i rn students chorces of
programs (maaors)" : . .«i :

4. Which progams are acadermeally sound? (Compare accredrtmg evaluatlons |
and other recogmzed measunes or subjectwe impressions.)

N Which: programs are economrcally sound" (Analyze costs and resenues' and
.develop induced course load matrix, available through the PDS Instructxonal .
Program Analysxs Module ) _ ; _ _ . |
B. - Pncrns
" 1. What is the basis for pricing programs?
2. To what extm-nt is the competition considered in pricing?

3. How specific is mformatron on the true cost per program" To what extent
i it considered in pncmg" : :

4. To what extent is expressed student demand consxdered" Are coursesor . -
programs actually purchased on this basis? ‘ S

5. To what extent is unexpressed or potentxal student demand consxdered in .
‘ makmg pncmg decrslons? . ; S ‘. -

6. What effects arise or woul:l anse from tcmporary or ﬂuctuatmg pncmg"

7 What effects on students are or would be produced by vanable program
pricing? On the community? On various other pubhcs?

8. How do the various market segments perceive the price level? ‘ '
C. Services
I. What servioes_ does the college prbvide for e'aeh segment of its‘market?"

2. Does the college provide adequate services to each market segrnent" -

- 3. - Are there alternative méthods of serving the market segments that would
.- - result in more service at lower cost?




o . ; % '
D. Advemsuzg and Pubhcxt'y

-l. fDoes the college have a carefully formulated pubhcxty program?

2. A.re a vanety of promotlonal methods used by the college? How effective
are they? o

3. Are inedia well-chosen” g - R .
4. Is the amount spent on various kmds of promotxonal matierials appropnate

in texms of Tetum’ .
'5. Does the college adequately p?sent its programs, adrmssmns standards-and

policies, and recruiting object? s? :

6. Are the thenies, copy, and formats effective? Do they accurately reflect
-~ the college’s programs and climate? Do they communicate appzopnate
* information to clients in selected market segments?




 APPENDIXC. ., ~
; SELECI‘ED”BIBUO_GRABHY‘ y ‘

This blblrography is. desrgned to serve asa source for further study of the apphcatlons
of marketmg ideas in higher educatron Suggestrons for addxtxonal references are wel-
" come and should be subrmtted to the CASC office . . -

.Key: - - It is the task force ] opmron that thls pubhcatron is essentlal
o rea.dmg . _ :

. % The pubhcatron provxdes highly desu'able background readmg or
‘papers on a specific aspect of the apphcatlon of marketmg to
6hrgher educatlon

absénce' of  * Thrs matenal may be hrghly 5p€crﬁc or, dlfﬁcult to acqulre

NOTE: - Documents czre:f with ERIC ED numbers are avazlable wzth the ERIC micro-
- fiche llection at most college Izbraries orcan be ordered from the ERIC
o Docum t Reproduction Service, Post Office Box 190, Arlington Virginia
roo- 22210 When ordering, please specify the ED number. Documents are-avail- -
' ... able in both microfiche (MF) and hard/photocopy (HC). Przces are subject to .
U change and are based on page count and. postage :

¢

' Armacost, PeteiH and others “Questrons foraBoard of Trustees ” AGB Reports
' 18(July-August 1976) 36 - R . B . /, '

v Amtude and Opmion Research Wh You Need It/How to Do It Washmgton, D. C -
' Councxl for Advancement and upport of Education, 1977 R -

' ) Bames, Bart “College Recnuters Compete Flercely " The Washmgton Post (October 10
' 1976) Bl. v« - , L .

Bassm, lehams M. “A Marketmg Techmque for Student Recrmtmg i Research in
Higher Education 3 (1975) 51-65 :

| "Berendzen, Richiard. “Pop tx on Changes and Hrgher Educat:on ” Educational Record
55 (Sprmg 1974) ll 5 , R A

¥ e L4




*e . v
¢ '

' Bergquist William H. and Shoemaker, William A.,eds. A Comprehensive Approach to Insti- _
tutional Development. New Directions for Hrgher Education, No. 15. San Francrsco

‘Jossey-Bass, Inc 1976 S _ : : /

. Berry, Leonard “Marketmg Contmumg Educatron Programs » Business Education Forum
27 (Apnl 1973): 8-10 o o o . /

. . “Marketmg s Crucial Role for Instrtutrons of Hrgher l:ducatron » Atlanta Eco- .
nomic Review (Summer L977): 24-31 R | _ T .

A ~
"___ and George Wlllram R. “Marlcetmg the Umverslty Opportumty 1n an~Era of
Cnsrs » Atlanta Economic Review 25 (July-August 1975) 4-8. _

~ *Breen, George E Dth-YourseIf Marketing Research New York McGraw-Hrll Book .
Company, 1977. o v . _ o

‘Councrl for theé Advanoernent of Small Colleges. “Market Analysrs for the Small College - o . |
Institutional Research and Planning Project, Comrm”ttee on Market Analysis. Uﬂ.pub—" . -
lished. Washington, D C Courfcil for the Advancement of Small Colleges, J une 6 _
1975. . .

Curhan, Ronald C ed. 1974 Combined Proceedings No. 36 Clucago, Ilhnors Amen- o
mnMarketmg Association, 1975 S l Q.;.;

"‘"Dechame James and Fahs, Ivan J “A Study of Attntlon ” In Northwest Area Founda-
tion, Choice or Chance. ‘St. Paul, Minnesota: Northwest Area Foundation, 1976,
PP 84-91 Also avarlable as ED 135 289 102 pp. MF'= $0. 83; HC - $6 01

BN "Doerman, Humphrey “The Future Market for College Educatron,” In A RoIe for Mar-
‘keting in College Admissions New York College Entrance Examination Board ‘

1976, pp. 1-53.°

. Donnelly, JamesH and Ivancevxch JohnM AnaIyszs forMarketmg Decisions. Home-
wood, Illinois: Rlchard D Irwin, Inc., 1970. :

Fogel, Walter and Mltchell Damel “Higher Education Decision Makmg and the Labor ,.
-~ Market.” In Higher Education and the Labor Markei ed1ted by Margaret Gordon
~ New York: McGraw-Hrll 1974, , N

“Followmg Up Graduates A Measure of Academic Effectrveness » RegtonaI Spotlight
11 (May 1977): '1-7. Also avaﬂablgas ED 140 684, 9 pp. MF — $0.83; HC — $1.67.

\ : \

1




2

* *Fram, Eugene H. “Marketmg Hrgher Education.” In The F uture in the Making, edited
by Dyckman Vermilye. 1973 Current Issues in ngher Education, San Francrsco
J ossey-Bass, Inc., 1973. '

hshed October l97l

. “Marketxng Revxsxted Clanfymg Concepts and Strategres ” College Board
Review No. 94 (Wmter 1974-75) 7-8. ; :

L “Organizing the Marketingl'-‘ocus in Higher Education.” In Information for

' Decisions in Postsecondary Education, 15th Annual Forum? Tallahassee, Florida:
Assocxatxon for Institutional Research, 1975, pp. 224-227. Also avaxlable as ED.
131 755, 437 pp. MF - $083 HC - 31941 B Lo

“Understandxng the Cllents of Hrgher Educatxon ” A report to the Fund for "
the Irnprovement of Postsecondary Education. Washington, D.C.: U.S. Department
of Health Education, and Welfare, June 1974. :

: “We Must Market Ediication—And Here Are Some Gurdelmes for Doing So,
! Effectrvﬂy » Chronicle of Higher Educaﬂ@g 7,-1972): ‘8.

//Ereemanrchlrai’?l’B The Market for CoIIege-Trained Manp0wer A Study in the Eco-
—_— nomics of Career Choice ‘Cambridge; Mass.: Harvard Umversrty Press 1971

. *Geltzer, Howard and Ries, Al ' "l'he Posrtlomng Era. A Marketmg Strategy for College
' Admissions in the 1980s.” .In 4 Role for Marketing in College Admissions. New
York: College Entrance Exammatron Board 1976 pp 73-85. . - .

Glldseth Bruce “Market Research What Can W* Learn From It"” NASPA Joumal
10 (July 1972): 68 &

‘Gordon, Margaret S., ed. Higher Education and the Labor Market New York McGraw-
~ Hill Book: Company, 1974. N

\
-

G_or_man, Walter P. “An_ Evaluation of Student-Attracting-Methods and University Fea- -
tures by Attending Students.” College and University 51 (Winter 1976): 220-225.

. “Marketing Aporoaches for Prornotmg:SItudent Enrollment in ngher Educa-
txonal Instltutlons ” College and Upiversity 49 (Spnng 1974) 242-250

, Greer, Thomas V. Cases in Marketing Orientatior:. Analysis and Problems New York
: Macmrllan Publrshmg Co‘, 1975

67

42

“Marketmg Mismanagement in Hrgher Educatron Working paper, unpub- o

B

1
el
T
A
T
o

—




~ **Hadley, Everett E. and Fahs, Ivan J “A Program to Improve 1"reshman--Sophomore Reten-

° tion.” In Northwest Area Foundation, Choice or Chance. St. Paul, Minnesota:
Northwest Area Foundation, 1976, Pp- 76-83: Also available as ED 135 289, 102 pp. ;
MF——$083 HC - $601 - '

-'Hahn, J. Vrctor,.ed. C'hurch-Relatedness of Lutheran Colleges: Constituents’ Expectations .

and Constitutional Considergtions. Papers and proceedings of the 63rd Annual Meet- A
ing of the Lutheran Educational Conference of North America, New Orleans, -
February, 1977. Washington, D.C.: Lutheran Educational Conference of North :
Amenca, 1977 v .

**Hayden, Mary, Hlll Mary McLaughlin; and Lundblad Mary Ackerman. “Planmng for
Independent College Marketing and Retentlon ” In Northwest Area Foundation,
Choice or Chance. St. Paul, Minnesota: Northwest Area Foundation, 1976, pp. 1-21.
Also available as ED 135 289, 102 pp. MF $0.83; HC $6. 0l

Hotchkiss, Eugene. “Heaven Helps Small Colleges ” AGB Reports 18 (Novernber-
December l976) 19-21 ’ . _

Hruby, Norbert. A Survzval Kit for Invisible Colleges. Or: What.to Do Until Federal Aid Ty
Arrives. Washington, D.C.: Academy for Educational Development October l973 '
Also available as ED 083 926 68 pp. MF — $0.83; HC $3.50. '

Huddleston, Thomas Jr.. “Marketmg The Apphcant Questlonnan'e ” College and Um~
versity 51 (Winter l976) 214-219.

" 'Hugstad, Paul S. “The Market g Concept in I-hgher Educatlon A Caveat ” Lzberal
Education 61 (December 1975) 504~512 :

AN
*Thianfeldt, William. “A Management Approach to the Buyer s Market.” Lzberal Educatzon
- 61 (May 1975) 133-148.

~ Johnson, Dennis L. “A Capacrty for Change ” CASE Currents (May l977) 10-13.

*Kotler, Philip. “Applying Marketmg Theory to College Admissions.” In 4 Role for Mar-
keting in College Admissions. New York: College Entrance Exammation Board,
1976, pp. 54-72. :

. “The College Marketrng‘Process ” Paper prenared for a conference on Market-
ing the Independent College and Umversrty, Chicago, April 20-21 1977. Oak Brook,
Nlinois: J ohnson Associates, Inc.

. Marketmg for Nonprof t Orgamzatzons Englewood Cliffs, New Jersey:
Prentice-Hall, Inc., 1975.




b . Marketing Management Analysis Planmng and Control 3rd ed. Englewood
Chffs NJ Prentice-Hall, 1976.

‘;. “Questions and Answers About the Role of Marketing in Colleges and -Universi;
ties.” Paper prepared-for a conference on Marketing the Independent College and
Univ'ersity, Chicago, April 20-21, 1977 :"‘O'ak Brook, Illinois: Johnson Associates, Inc.

.. and Levy, Sxdney J. “Broadenmg the Concept of Marketmg ” Joumal of Market-

ing 37 (January 1969): 10-15. :

"Krachenberg, A R; “Bnngmg the Concept of Marketmg to Higher. Educatxon » Journal of
Higher Education 43 (May '1972): 369-380. . :

**Lee, Wayne A. and Gllmour, Joseph E Jr. “A Procedure for the Development of New Pro-
- grams in Postsecondary Educatxon * Journal of Higher Education 43 (May/June 1977):
' 304-320. ;
: *Leister, Douglas V. ‘fCHentele"ldentiﬁcaﬁon: Applied Metamarketing in Higher Educa-
' tional Administration.” Journal of Higher Education (July-August 1975): 381-398.
* and MacLachlan, Douglas L. ““AsSessing the Commumty College Transfer Market:
T A Metamarketing Application.” Journal of Higher Education 47 (November-December
- 1976): 661-680. .

—_— Orgamzatxonal Self-Perception and Envuonmental Image Measurement " Acad-
emy of Management Journal 18 (June 1975): 205~223

. : _and Menzel, Robert K. “Identifying Institutional Chentele Applxed Metamarket-
‘ing in Higher Education Administration.” Presentation to Annual Meetmg, ?cratlon

. of Amencan Colleges, Washington, D.C., January 13, 1975.

"w____ and Shanaman, Jane A. “Assessmg Potential New Student Markets Meta-
Marketmg Apphcatxons ” In Northwest Area Foundation, Choice or C’hance St. Paul,
Minnesota: Northwest Area Foundatxon, 1976, pp. 22-45 © e

Leshe, Larry L. and Miller, Howard F., Jr. Higher Education and the. Steady State

ERIC Higher Education. Research Report No 4 (1074) Also available as ED 091 965
§5 pp. MF — $0 83; HC - $3. 50.

69

14




\\

Maclachlan, Douglas L. and Leister, Douglas V “Instxtutxonai Positioning: A Metamarket- '
ing Application.” In 1974 Combined Proceedmgs (“New Marketing for Social and -
. P . Economxclrogress” and-*Marketing’s Contribution to the Firm and to the Society”).
/ . " Ronald C. Curhan, editor. No. 36. Chicago: American Marketing A550c1at10n, 1975,
- o pp. 549-5 54, i .

Magarrell, Jack. *“Bard College Offers Applicants Admissions Verdlct in One Day » The
Chronicle of Higher Education 14 (April 4 1977): 2 '

) Morri50n, Peter A. The _Demographic Content of Educational Policy Planning. An Occa-
sional Paper of the Aspen Institute for Humanistic Studies Program on Education for
a Changing Society. Palo Alto, Cahforma Aspen Instltute for Humamstlc Studles,
- 1976.

Naidu, G. M. Systems Api;roach to the Marketing Aspects of Higher Education. Unpub-
lished Ph.D. dlssertatlon, Mlchxgan State Umversny, 1969. -

"”'Northwest Area Foundation. Choice or Chance. Planning for Independent College Mar-
keting and Retention. Report on the Admissions and Retention Phase of Northwest
Area Foundation’s Independent College Program, 1973-1975. St. Paul, Minnesota:
Northwest Area Foundation, 1976. (W-975 First National Bank Buxldmg, St. Paul,
Minnesota 55101.) -

Pace, C. Robert. “Impressions of UCLA. A Questionnaire Survey of Upperclassmen about
the University Environment and Experience.”” Los Angeles, California: UCLA Lab-
oratory for Research on Higher Education, Graduate: 'School of Education, April
1977. Also available as ED 139 360, 36 pp. MF - $0. 83 HC $2.06.

Radner Roy and Miller, Leonard S.. Demand and SuppIy in U S. Hzgher Educatzon New
. ‘ York: McGraw-Hill Book Company, 1975 ~
\*4 RoIe for Marketing in College Admzsszons Papers presented at the Colloquium on Col-
lege Admissions, May 16-18, 1976, Fontana, Wisconsin. New York: College Entrance
Examination Board, 1976 Also avallable as ED'135 289, 102 pp. MF —30.83;
R : HC - $6.01.°

**Russick, Bert and Olson, Paul M. “How High School Seniors Choose a College.” In North-
' west Area Foundation, Choice or Chance. St. Paul, Minnesota: ‘Northwest Area
- Foundation, 197b pp. 64-75 Also available as ED 135 289 102 PP MF $0.83;
- HC-$§6.01. .

*Shapiro, Benson P. “Marketmg for Nonprofit Orgamzatlons ” Harvard Business Revzew
51 (September 1973): 123 132 :

70




e

Shulman Carol Hermstadt,- Enrollment-Trends in Higher Education. ERIC/H:gher Edu-
e = EifjoN Research Report No. 6. Washington, D.C.: American Association for Higher
- Education, 1976. Also avaﬂable as ED 129 197, 45 pp. MF —$0.83; HC — $2.06.

~ Sparks, Jack D “A Marketmg Plan That Works.” AGB Reports 18 (January-February
1976) 28-35

"Sulhvan Daniel F. “The Carleton Application Pool: An Empmcal Study ”In Northwest
'Area Foundation, Choice or Chance. St.Paul, Minnesota: Northwest Area Founda-
" tion, 1976, pp- 3646. Also available as ED 135 289, 102 pp. MF —$0.83; HC-—
$6.01. :

"Sulhvan Damel F.and thten, Larry H. “Usmg Research in Analyzmg Student Markets
A Case Study (Carleton College).” In A Role for Marketing in College Admzssions
New York: "College Entrance Exammatron Board 1976, pp. 36-113 '

**Tilquist, Paul. ‘*Advising and Counselmg to Improve Retentlon " In Northwest Area
Foundation, ‘Choice or Chance. St. Paul, Minnesota: Northwest Area Foundatxon,
1976, pp. 92-99.

*Trivett, David A. “Demographic Analysns Relaied to Non-Traditional Study What Do
" the Data Show Us?” In Non-Traditional Study: Threat, Promise or Necessity.
Robert J. Barak and Roger S. McCannon, editors. Des Moines, Iowa Dral.e Univer-
sity, August 1975, pp. 31-50. Also available as ED 109 964 30 pp MF $0. 83
HC - $2 06 ‘

ow__ “Marketmg ngher Educatron to New Students » ERIC ngher Educatlon
-~ Research Currents, November 1974. Also avaﬂable as ED 096 892 4 pp. MF -
$0.83; HC - $1.67. _ }

Van Dyne Larry “Quest for Students Leads Many Colleges to Adopt Sales Techniques
" Once Shunned on Campuses * Chronitle of Higher Educotzon (May 13 1974) 1.

Wemer Stuart M. “Adnussxons Aecrmtmg What -Business Can Teach Us ” [nszghts (Sep-
tember 1971).

Wentz, Walter B. Marketing Research Management and Methods New York Harper and
Row, 1972.

“Why We Need Marketing.” Intervnew with Phxlxp Kotler CASE Currenrs 3 (May 1977)
49, _

"Winkleman Gerald G. *“‘They Would Like Us Eyen Better If—An Analysw of the Market
for Roberts Wesleyan College.” Unpublished. (Rochester, New York Roberts :
Wesleyan College, June 28, 1974.) .

71

46




i e T FUFULATIUN bY LUUNIY

‘.—/-‘7“/“ .

s

3 County Total Richland Ashland - Crawford  ¥nox Koo Mooy - 6 Comty'Total -
: County ~ County County . County - ./,_.,County . County

.-VYEAR P, ¢ P - “,C‘ ' P POPULATION CHANGE

5*;71960 23 307 .m. R : :M 3 Bo8 19 405 . ma ao
?1970~‘. 2,664 b1 18 51l !!! 13301 ,j.50364,l||| 9, sa 18) 41,155 7.7 o

1w |

o | o] ) § s i o bl N XY, I LT

w00 | 260500 s 00 52 ol 5900 e, ol b 30 s o waw {8




shland

rawford-

ichland

MEDIAN AGE
- . | ) t h
1960' 1970 1980
" Malev o
29,30 . 27.00 Female
. ' . Male
29.20 28.90. . Female
: : v ' Male
27.5 27.1' Female °

9

N

 SEX PERCENT

1960 1970
50.93 51.35
48.94 48.52
51.06 51.48

~ 50.46 49.53 "

49,54 | | 50.47
.\r




AGE

Richland Co,

Y

PERCENT OF POPULATION BY AGE FOR RICHLAND, ASHLAND, & CRAWFORD COUNTIES

Ashland Co, Crawford Co,

1960 1970 1980 1960 1970 1980 1960 1970 1980

6,960 5,82

1 6.08

Nues] s.79)  ho.o7fs.33 !.11.4‘u'i9£ ;o
10,9410, 34 10.58 § 9,35 10‘;47 10.38
9.66h0.87f  }9.42 J10.020 | !
1.32f 9.42) 185 |
oosl i feoson|  [oifoss]

Yemposa)  fsosfen QOOI697 B

4 | 7.00]6.04] - o)

1 6.31] 6.09

5.67§5.97

4.96]5.32§




o Ashland
~_1Crawford
" Richland

;a Totals

»Tofal'Neéfoj

Total Negfo
Percent Negro

Total -Other Race
Percent Other '

Total Negro
Percent Negro
Total Other Race
Percent .Other

“Total Negro

Percent Negro
Total Other Race
Percent Other

Percent Negro -

Total Other.Race

Percent Other -

RACE

1960 1970. . 1980
138" 238 :
.36 .55
18 . 52"
05 120 "
327 264
.70 W52 . -
13 97
.03 19
6.852 8,669 -
5.82 6.67
56 201
.05 .15
- 7,317 fF 9,171
. 3.59 4,10
_ 89 - 350- - N
4 .0004 F - .0016 ‘
Q:)‘ L.



HIGH SCHOOL GRADUATES AND PROJECTED GRADUATES

3 County .Richland - Ashland  Crawford Huron - Knox Horrow 6 County
] ~Total . County - County County County County County Total
1971-72"" | 3,'7155 2,200' 678 841 1,0 703 366 5,812
23 3,736 2,197 646 zimF 1,019 683 395 5,829
_ wo | sen | im 704 850 1,309 49 390 5,910
s m | oo 655 579 1,044 02 189 5,883
5 | osgr oo h‘ n | 1,072 7 9 6,050
61 | 3,85 | 2,34 M| 080 | 9 420 6,144
| s || e | e 95 | 4% i
) 8| 40 2,415 732 866 1,057 | 790 425 6,285
_ 980 | 3,m 25 665 832 1,057 703 400 5,932
1380-61 3577 2,133 656 788 1,04 w | s | 5,803
1-2 '3,409". ‘2,109 500 | éoo | 1,012 827 o 5,672
) x5 510 | 2,009 372 ™ | 9}0\\ 53 409 T o5am
: 34| 300 | 1 328 7S W |/ m 391 5009
s | | 1,9_41." 29 ¢ 701 885 |/ owm | 5 4,978
56 2% | 1,7:23 o 673 B46 - o | w5 4,68
67| 2,763 | 1,73 '_ % | . on 0 | s | a “ 4,587
18|06 | 168 wo | o | W 580 16 4,644
Cowe | s | s | s i | w | w 381 4,373
ol |1 W | s 829 37 2 1,29
_19_90-9»‘1 2,450 |- 1,545 328 592 B46- 516 434 | 4261
3%91.-92\ 1457 | 1582 _. o '577 8 . 555 429 \ 4
o924 | ses ol s $18 . 813 '455' JEA 4221

' .



FALL ENROLLUENTS BY COUNTY ’ ,

7/ A oumo 1979 1980

Ashland

|l
, ‘« Crawford

CRichlad |63t | 6205 | s | e sg5. | 64.00
Other
Total
v !
|
( | t{ |
55 R \1
. ! A




DOCUHENT RESGHE

BED 201 384 JC B10 133
AUTHOR Stone, James <.: And Others
TITLE An Evaluation Report of “he Writing and Reading Labs
at Ohlone College.
- INSTITUTION Ohlone Coll., Fremont,mCalif.
PUB DATE _ 1. May 80
NOTE 9°p.. Sections of Appendix B contained copyrighted
' s material and are therefu.e not available.
EDRS PRICE . MFO1/PCOU4 Plus Postage. g
DESCRIPTORS fiducational Media; Instructional uaterlalao Progran

Evaluation; *Reading Centers: *Remedial Programs:
*Remedial Reading: Student Attitudes: Student’ .
Placement: Teacher Attitudes: Textbook Evaluatioa: S
Tutorial Programs: Tyvo Year Colleges; *Writing
: Instruction - i ~ '

"~ IDENTIFIERS *Writing Laboratories

ABSTRACT . ,
. Methodolegy and finding: are reported for a study of
the materials and instructional components of the Reading ind wWriting
Laboratories at Ohlone College conducted by a team of five external
evaluators. The report's first section details: (1) the goals of both
labs, as articulated by the college: (2). specific objectives of the
studys i.e., to evaluate diagnostic procedures, personnel
effectiveness, the integration of English classroom’ instruction with
writing lab materials, faculty and student attitudes towards the
labs, and the extent to which objectives were being mets: and (3) the
b study methodology, vhich involved interviews with students and .
——— " —faculty, as-well-as-ah -examination- of lab-materials and procedures« - - - -
The next sections of the report summarize findings for the writing
lab (Secticr 1I) and reading. lab (Section III}., Each section )
evaluates ‘the physical setting of the lab: the methods used to refer
\students to the lab and to place them in the 'sequence of lab courses;
the instructional materials used; the particular strengths and
weaknesses of the lab:. procedures followed by students in the ilab:
Ltutorial services; and the evaluator's, faculty’s, staff's, and
student’s reactions to the lab. In addition, Section II evaluates
classroom instruction by the English department fzculty. Finally,
Section IV sumsparizes the study's findings and prwsents accompanying
recommendations for improvement. (Jp)

xr

N

#*******#**************************************t £ s R N R KRR R K

. * Reproductions supplied by EDRS are the bes* .at can be made *.
E T(j' ok . from the origiral documen * o
A Bp,c ***************t***#**#*****m*****#*********m*t, e KK skl o o ol o o e




'

- ED201344

JE 510 133

“PERMISSION - = ”

N

AN EVALUATION  =PC
oF

THE WRITING AND RE "H& .3

AT

OHLONE COL_=7

MATERIAL Hso BT
Jarm= \ ...e

TC TH ~ZI0 .
INFOR! - 737

{Cn AL FESFOURCES
Tt A0

‘FB_y

2. iuation Team:

izmes C. Stone, UC, Berks.:=.

4 PUBARTME! . $° EDUCATES
cTHONAC INSTITTE 2F EDUCE T
G CATIONSL RESTLUACES INFOF .05
CENTE™ ERIC)
This document ha: oren rep: ]
ceceived f-ym the werson or ¢ worme

originating i
Minor changes na. o
reprocuction qualir,

1 made O v

Points of viaw or epimions stated -+ Sk
ment .0 not rec L8anly represes ol
paosition of ; ~icy;

airman

“indy Booher, Los Medanos 3T ege

~.rdor Cox, UC, Berkeiey
om Bawkins, UC, Berkele;

¥ <e McHargue, ‘Foothill Cc’ :gi

S T

v 1, 1980



UNIVERSITY OF CALIFOF VIA, BERKELEY

/A

BIRKNELEY

SANT . EAEZARA * SANTA

IZRuz

. 7
* DAVIS * IRVINE *+ LOS ANCELES * RIVERSIDE « SAN DIEC - SAN FRANCISCO Erf "
,:"t' i
e

BEFYRELE" CULIFORNIA 94720,

SCHOOL C¥ TDUCATION

O

ERIC

Aruitoxt provided by Eic:

May L4, _3BC

Zactor Cordova
z-ea Dean, The Arts
Z2lone College

~.0. Box 380°
Tremont, CA 94538

v
Jear Dean Cordova:

o zm tleass<d to transmit to you herew:th iz zc :rz of —he evaluative
‘zzearch team responsible for investi-at:=z =zn: assessins tre effzmcive-
2ss of the Reading and Writing Progr:me = = :ne Coli:se. The Simd-
ings and recommendations were conside-2f j. sucin detall that thew

recrecent the conclusions of :the totz “izam.

Ths team is grateful to you aad Cincy Iat.mm= £or the effectzve Ziuzzon
vou provided, to the faculty -f the Zng_.— and Couzselinz ceparctmests,
anc to faculty and staif of thes Reading an: Titsitz Zals for thedr
hciehearted cocperatien.

‘n behal? of the evaluation team,
Yozt sincerely,

—_ T e e

Jezm>s €. © Zcze, Chairm=r

T=t]s
Trmz2losursz ~

QD



7

Table of Contents

Genesis o the Study . . . . . . . . . . . ..
The Teaching of Writing S
The Reading Lab « « « v « o v v @ v o v o . .

Summary of Findings and Recommendations . . .

Appendices:

A. Supplementary Notes on Writing Lab Materials

B. Articles for Fur£her Consideration

‘e

S



Section 1. GENESIS OF THE STUDY o

Ohlone Communlty Collegesserves t=e Fremont/Newa=: area,
‘an industrialized region with a significant third worid populatlon.’
In the 79-80 AY, the college has an approxlmate enroliment of
4000 equ1valent full tlme sttdents, and a ‘faculty of approximately
100 full-~ time and 300 part~time instructors.” The student body
consistsprimarily of white middle-~class students. The third. world
Students consist primarily of Blacks and Chlcanos.g'The college has ,
many Hearing*Iﬁpaired-students enrolled, and has a special Hearing-
Impaired curriculum. Ohlone College is located in a rural setting-
east of Fremont on a new campus that was completed in 1974. The
facilities are beautifully des1gned and bUllt they are spac1ous,
conv1vial, and ideally-suited for their purpose.:

-Phllosophy
- Following a try-out p2riod in the early '70's, Ohlone College
- establlshed Reading and Writing Labs for all students when the new .
campus opened in 1974. The'phllosophy governlng the Reading Lab

follows: . T S

- The Readlng Lab was developed to prov1de Ohlone
College students -with the opportunity to develop on
an individual basis, those reading and study skills
which are the key to effective learning. As a result,
the lab contains a wide. variety of skill building
materials for all levels of ability, remedial through
advanced. The types of skills materials available in
the lab program include: vocabulary, reading rate,
comprehension, phorics, skimming, spelling, :notetaking,
llstenlng and such specific study skills topics as
improving concentratlon, test taklng and memory
improvement.

' - The basic phllosophy of the Reading Lab is that
each student should have the opportunity to develop
his learning skills to meet his individual needs.
.Each student is. preﬁested when the quarter begins,
assigned .appropriate materials and proceeds through
the:material at his own rate. Each student is free
to choose his own schedule of specific hours in the
lab based on the "section" in which he is enrolled.

i
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The statément of ohilc -zay suznm: Loz the establ _shment

and operation of the " :-itir T3b fz_

The Writing .:zb £-:-.1d hani . : variety of szudent
needs and studen- -lien= T - . zaould offer service
to all segments ¢ the crmmuar - zhe vocational znad
technical student :hs f:ur -« = ‘c._2ge transfer s=udent.
the adult (male or lerzl: =:-22 - i3 to school for “urther
education, the rer di_ _=vs. =: .u:n with no larger goal

- than attaining th: oazic =2~ ~.f English. In bri=f,
the Writing Lzb mis—= be czrile " zZfectively serv=ng
all elements -f .. ~ommur. wy
The lab must k towec. iz . 7 zoal in a humar and
- personal: manner wr“,e remz: =T :zocrsTious of the liaitations
of such practical .--:sidexz :ic s Tzmding, staffing,
“physical facilities, etc. A t .. . :=fective program
will maintain an awu:mmiopriat: b _u-——e between individual
work and interactic: witd ¢ :he. udants and the instruc-.
‘tors; it will also m=zinte-- ar : _ropriate balance
between programmed :-zteriais, "adio-visual materials,
and person to persc: cont=: : <= ‘e-to-one situatiors.
The program will re-zgni:< {1z <z:ere is a very positive
and valuable place Zor %= non---—ofessional; instructional
. aselstants, trained tutcr ., ancd .-lerks. These non-
professionals, of course, must :--—k under the guldance

of the trained English Ins:=uctcr and are limited to
specific types of duties am¢ res .znsibilities. The
program must be gufficiently fle _-ble ty:assist the
remedial student wh- nee? a who.: sequence of skill
building activitier 2s wz. 1 as trnz"advanced student who
may need assistance: on or .v one specific skill. Finally,
a well functioninc 1=b w. 1 use = variety of media to
help each student ='nieve :0 the maximum of his ability

in a non- threaten:fz szl -pacec, and supportive manner.
- The Writinr .ab should avcid the stigma of being
. the place for the " "nehe=d" student. This can be
.. overcome by Tecogz. ng thmat all levels of students
- are using the lab = phrsically establishing the lab -

in the environmen- Jt a _2arning Resource area, and
by integrating th=V¥r—ti..g Lab with other learning
services for the z=¢—=nt.

The Problem: ,
With the passage of t .ne, the zddition of new faculty, and-

the expansion of parct-time faculty ‘numbering 13 in the English
department, Spring, 1980 , zuestions regarding the operation and
effectiveness of ﬁhe lak: ha = been raised from time to time.
These questions have bee:r dis:ussed repeatedly at various. meetings
of the English deoartment with 1ncrea51ng numbers of students
attending the college who oDossess marked deficiencies in language

and reading skills, the extent to whlch the labs were meetlng
l
(
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the indiv .uval needs of such z wide range -’ students, parti:tularly
mincrity szudents,. was at issue. As one _nstructor put it, "The

labs have :-een running for a lonz -ime and = :'ve been banc-alding
the lesic- -Jherever they zppear 4.7 .
In —onse to a faculty ¢ :zansus thz: = need exist:s ' <o
study how at to improve :he:c;f:ation an: a:fectiveness f the-
labs, the :sistant Dean c: Ins-‘;ctien for :=. Arts propcied to

the collec administratior -ha- formal ev=.iuz _on be uncartaken

(A

by a team :xternal to the - i=. The prc—os was accepted and
funds were provided for tr .."3-80 AY.

3y przor agreement w: . .= English.de;a;fﬁznt, the evaluation
:wbe performed by a téam wos uzlifications : irst were Teviewed
and'approvad by the facul. ¢ the department. ~he team contracted
by the col_ege consisted T adlng and wo>t-ng specialists

ot

from a majcr university & Zrom Bay Arez <~amunity colleges,

plus a chisf evaluator. “res pecial meetir vere held with
the Englis’ department &. :' 1g - 1e three mont: -f study: an initial
discussion f the purpose ad design of the : restigation, one mid-

way into t:re Wigter 1980 zart=r to secure fe-iback on how the
‘study was being perceiVeé and one at the co:clusion of the evaluation

to present findings and :- -ommendations.

Purpose: |
The ovarall purpose >f the evaluation was to provide findings
and recommendations to improve the materials and the instructional
compcnents of the Reading and Writing Labs. More specifically, the
"evaluation addressed the following questions: '
1. How adequate are the labs' diagnostic procedures,
prescriptive processes, and materials?

2, How effective are the personnel--instructors;
superv1sors, tutors——when working with students
in the labs?

3. How well integrated is the English classroom
- instruction with the ertlng Lab's instructional
materials?

4. what are the Reading and Writing Labs' strengths

' - and weaknesses as perceived by students, English '
department .aculty,.lab personnel, and the Counseiing
staff? :

M



5. How =ffective are the labs in achieving their

purposes as stated in their phllOSOphleS, and :
what suggestions and recommendations will improve ' d
them?

Design of the study:

This was a formativé evaluation. Two specialists concentratz=:
on ths Reading Lab, two on the Writing Lab, and the Chief Evaluat--

‘coverzd both. The spec1allsts ex=mined and assessed the publishez

mater_als available in the labs. zhe operatlonal procedures ani
prccesses, and the adequacy of ths human and physical resources.
Individual interviews were the primary data gatherirng method used.
Tr_angulation was employed by condnucting multiple interviews wit:t

the same individuals by.three different interviewers, and by securing
comparable data through interviews, questionnaires and participz-*
observations. Every member of the English department was inter _ewsad
at least once. The Dean of Instruction and Assintant'Dean of

_Instruction were interviewed. Also interviewed were samples of

students, tutors, and all the lao personnel, both classified an-
certif icated. ' _ '

Members of the Counseling staff were interviewed as a group.
Telephone interviews were conducted with five of the 13 part-

time English instructors. All ‘part-time instructors’ responded to”

a questionnaire asklng about assets and llabllltles of the Writing o
Lab. An anonymous questionnaire was, dlstrlbuted to regular students
one day in the cafeteria, to all students in the EQPS program, and
to part-time students enrolled in evenlng classes. The studert
questionnaire consisted of four forms, one each for those who were
nsing and had.used the Reading and Writing Labs. A fifth form was
given to students who had not used the Reading Lab, in order to
determin2' their reasons for not using it.

Finally, the evaluation team spent approximately five days
each on campus observing the operation and use of the labs,
informally cohversino with students and lab staffs, and recording

: obeervationS'and iﬁpressions. The Ch1ef Evaluator spent a publlcally- S

announced day at the college .for zny individual who wished to-talk- e
about the labs. In analyzing the data from the materials reviewed, - "

interviews, questionnaires, and recorded observations, consensus



patterns were determined. The de+:z -~at were corroborated from

several perspectives and methodol:: .=+ were determined to be
facts, and are described as findi. _n the report. The findings
'§erved as the basis for the team's: f'"ammendatlons.

,Crlterlon:

The basic criterion for this s-—+zluation is the extent to
which the Reading and Writing Latz =zr=s achieving the purposes for
which they were established. Usi=z <his crit%Fion, Section.2 of
this report anzlyzes the data recarding the Writing Lab, Section
3 is devoted to the Reading Lab, =nd Section 4 contalns a summary

of the findings and recommendatloﬂs of the study.
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Section 2: THE TEACHING OF WRITING

Classroom Instruction by the English Department Faculty:

3

All courses in the writing program have clear skillslobjectiveS'
set fourth in specific course outlines. The program is built on
a tiered approach,'going from the word level, to the sentence level,
and on to the paragraph, in three different quarter-length remedial courses
that most students must take. Students may receive an A.A. degree
after mastering the paragraph level, but 1f ey wish to transfer,

'they must cont1nue through the 1A and lesequence. All of the

above courses have lab components ghrch account for 25% of the
student's grade. More spec1flc'lIy, the skills covered in the

classroom are:

English 20~—basic;%éétencé/structure and study skills
forn icultural students with llmlted
E gllSh background

.English/21A -The Word—-recognltlon ef sentence parts
™ and various types of verbs and preoos1t10ns

glish 21B-The Sentence-—completeness, standard grammar,
usage, and punctuation

'English’ZlQﬁThe Paragraph-—its”Structure anddpurpose

English lA——The Essay L=

-

Engiish lB——The Research Paper

English lC——Introduction to- therature

Student p]acement 1n ‘these- ‘courses ‘will be discussed further.
(The majority of students at Ohlone enter at the 21A level. ) In
add1tlon to the skills specified, .each course 1nLthe 2]l series and
the A’ teach some reading,- spelllng, punctuatlon, and . vocabulary.

The material from the precedlng ‘course is to be rev1ewed and a

major objectlve is to prepare the student for' the next course in
the sequence. ‘

8-
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No attempt was made to observe classroom instruction or to -
evaluate teacher preparedgess; expertise, or adherence to the course 
outlines. It was assumed that the faculty "are competent and respon-
sible in their teachlng, as that has never been at issue. There
also seems to be no controversy about separatlng the remedial students
from the lA students, or separatlng the remedial Students into
three or four groups based on test scores and 1nstructor ~discretion,
So 'tracklng" is accepted as beneficial and necessary to the teaching
process. Several instructors, however, expressed the fear .that minority
.students,'Who are placed in the 21 series in high proportionsJ'tend
to get "turned off" because little effort is hade toward cultural
pluralism in the choice of materials or activities., Claims were

made that students who come from the summer readiness program full

of enthusiasm and self-confidence aré met with a lack of understanding

and a certain righteousfintolerance from the English faculty, who
may provide the student's first‘introduction to the college's
regular program. Said one instructor, "The department needs . to
-face this problem, but most people- are too defensive to talk about
it." Several instructors independently agreed that the minority
drop rate is high. "The Chicanos gquit comoletely, while the Black
kids jump around from course to course, not finishing anything."
Another issue involves the interrelationship of lab and class.
While the lab was created supposedly to remove the burden of teaching
mechanics\gnd drill from the classroom, many instructors in the 21
series limit'their teaching to tue same types of materials and
concepts covered by the.lab. One instructor expressed the theory
that the true purpose of tﬁe\labnis\tp keep part-time instructors
from straying beyond the necessary mecﬂsﬁfcs”éhd~drill-injclsss. '

Thus, while nearly everyone is happy with what goes on in the 1A and
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_leclassroom,'the;e is a big issue'concerning what kinds of writing
ﬁractice etudents actually are getting in the 21 series classrooms.
~The question is whether students are learning enough about the
process of writing to master it, or whether they‘are simply continuing
_the lab- work of learning the labels that Engligh teachers hold dear:
noun complement, reflexive pronoﬁn, correlative conjunction and so
on. As one instructor put’ it, "There's a big debate going on across
the country about the usef.iness of grammdr instruction, but we
don't debate it here. It's a given.“ 'Inetructors who don't hold
to the idea that people learn to write byvconcentrating"on forms
c—and terms have evolved a variety of coping mechanisms. Someﬁavoid
teaching the remedlal courses. Some maintain’ that the average
remedlal wrlter is such a hard@ case that he can't learn how to write
in' a year, but at 1eas£ he can learn the proper grammatical terms
to understand his mistakes. Seme maintain that writing as a skill
. can't be taﬁght to anyone, period,(the'"you have it or you don't"

. theory). Some provide a rich varievy of writing assignments in an

effort tofhave s iiiar. integrate'what they are learning about

mechanic; with . - .. ¥ composing. These ihstructers feel they
- are definitely :.. ‘™. iaority. Said one, ""Not mech writing goes

eﬂ in the lecoﬁrsesﬂ' ‘hat everyone seems'fo agree on is that,

elthough the 1A student who:comes out of the 21 series is competent
~in grammatical ferminology and may have gotten A's all the way along,
he doesn't uvsually write“very cenﬁidently or very well. Some
aﬂiribute this preblem to the student, gome to the program. A few

. instructors are bocthered by'this; mést are not. "What else can you
: //////665",one remarked.
/f ' Strendths and Weaknesses:
" The strengths of\ the classroom instruction 11e malnly in the
'cons1stency of the sources and the dedication, enthuqlasm, and
expertise of the teachlng staff. The evaluation team was impressed
« with—theéhigh-calibre and professignal integrity of the English

faculty. Desplte dlfferences of opinion about how wrltlng should

be taught,_the morale of the faculty is extremely high, and on the"

main, a sense of cooperation and mutual respect throughout.. Every

instructar felt the strong yet warm administrative support of the
v p ; _ v , 4 Sl
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