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These many pages of information are about the

-

- ’ Placement Fun%tion. This content has been developed

as snppori data eapebially for a speech to bh~
delivered at thejFall *75 - MCUPA Conferénce:-on L

- pfiday, October 24, 1975 at the Southfield Holiday

&\ Inn. .
/ .
Thesé numerous concepts are mostly common

»

sense, while other concepts are different or unigue.

EBach concept is intended as’a-catalysx‘for fostering
N .
AN -

more dialogue between Placement Directors in )

conference 7tb§ndance and later solidifying their

placenment fupction at each campus.

L

These Zdeas have been refined and gradyalby K

LS

N

’ + revised over the past 26 months and work well at a,
Community College, (9;000 students) in a growing
suburbaﬁ,ar;a of So;thaastern.Mfohigan.f Perhaps )
gome ideas ocan aaais% to imppove placement methods |
at other colleges. Foyp e;me eo~profaessionals, it

may bs an unworkable system. This director welcomes

/

and endourages your comments., : o
" 2 |
. . Happy Placing

) ’ Ronald J. Monfette, Ph.D.
Placement Diraector
. ] ' Schoolcraft College ;
. x . 18600C. Haggexrty Road '
. ) Livonia, Michigan 48151
Page i A/C 313-591-6400
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MARKETING OURSELF

A -
Placement and helping students secure jobs is a
pleasant concept. Assisting employers to be aware of the ,

services available at a local collegde, such as a community
college, is also exciting. Being a catalyst assisting an .
interested and qualified student to find an available position
at a local business or industry is even mors exciting, The
Placement Director, whose service is marketing students, is
really busy selling, and selling all the time. Mistexr, Ms.,
Miss, Missis, and Doctor Placement Director, are you already in
tune with proper selling concepts?

Selling occupations are in the Marketing and
Digtribution cluster. Marketing is the performance of
business activities that direct and provide for the flow
of goods and "Services" from producer to consumer. The .
importance of personal selling is illustrated by the fact. .
that salzspersons outnumber advertising workers by about '
40 to 1. Approximately 5% million peopZe in this country
work in selling Jobs. Personal selling is8 Qresantznq
the product or\sarvzce individually to the prospective
sustomer and urging buying action. It is therefore
eagy to see that tnere are many individuals involved in
selling, and individuals musit market the product as

individuals..

This selling concept as used in business and industry is in-~

herent in and a180 involved with thejpducational process. The *

£(7

‘advértising agéncies could be considered as the executive
adminiigstrators of a college, auch as the President, the board,

i:and the V.P.'s designing currigulum, etc. A Plicement Director
‘qgu ;Jy is also an administrator and it is commOn for them to bhe

midnlevel, or working administrators."” The term “"working" is
uged to illustrate that this individual not only interacts
constantly with faculty, xzdministration, students, and corpor-
ations, but must maintain a very fluid, and highly flexible
gchedule to be available on an on-gall basis within the business
cofmmunity.,, It is the Placement Director who markets the colleges'
end groductl "STUDENTS" of. that college. Students possess the
services, and the Placement Director makes these students better
known to local businesses and.industries. Graduates are properly
prepared for local employment. Therefore, placement involves
selling, and more important, selling oneself.

previouely conceived by developmental or advertising

2 ‘ 4 1216 J




| Often, it has been questioned are salesmen/salespersons
< made or born? [Thig Placement Director believes that they are
. born! Heredity has payed us a valued service, or a disservice

by providing us with traits which when refined by our envi-~
ronment, and nurtered by our parents, and further cultivated

by our peerplaying actions as a child, result' in either an
independent, well-planned extrovert, or a shy introvert who may
need constant attention or enccuragement. It is my contention
that an individual is sucgcessful in sales if he or she is mostly
an extrovert, ambitlious, well-organized, and interested in doing
that little extra, and making "that extra call."” You do not -
have to have "the best gift of gab," but it sure helps. Knowing
when to start talking is not as important as knowing when to
stop and sturt listening. Looking and being interested is evean,
more impressive. . .

When marketing oneself as a Placement Director, there are
two groups to be served. The firet, and most important, 4g '
the studentg. The Placement Director must maintain a clean,
business-like office situation, and be readily available to
the college students. .Also, that individual, with his .or her

.. professional staff, and armed with a proper budget, (more witf
be said on this vital point Laten,) must maintain a system for
describing jobs in a very efficient and business-like manner.
Certainly, the use of the telephone, and the postage through
the U.S. mail is a good mmans of informing not only students, but
in securing and soliciting jobs/positions from employers. But,
these methods are inferior to the professional business
call - "the one~to-one ratio." Thig is true seiling and it must
‘be done to make placement meaningful and effective.

\
Regretfully, many community colleges, and, yes, even -
nunerous four~-year colleges select a placemént person usually
from their existing counseling ranks.. RQtired individuals, indi~
viduals on disability, individuals who nc longer care for ‘the
hectic classroom pace, have been assigned or have requested to
serve as Placement Directors. No words should be wasted on the
.process where 111~quali£ied individuals are involved in the vital
vibrant placement process. It would be better for a college to
secure a fresi business/industry oriented individual from the
"outside real warld," or select one of its on-board eager, pleasant,
cooperative, d,“amic co~op conrdinators. These co-op coordinators
have Already, for a lesser number of individuals, rrovided data
to numerous companies and are familiar and confideft in their vital
outside contact relationships. Of course, technical-vocational
instructors may also be ideally suited eepecially if the gollege
_has a higher proporition.of technical enrollment.

2/16
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Many colleges are composed of a similar number of students
enroiled in the academic, and technical programs. Generally the
students in the academzc area transfer to four-year cclleges.
Therefore, they do nct usually become the final responsxbility for
placement o6n a full-time basis, but end up as charges of t
receiving institution. The technical students or those JtMer
students deciding to take a year off from college, or students
needing partgor full-time employment immediately, are rather
marketable under the right set of realistic circumstances. But
the right or pest set of circumstances are not -easy to define nor
“éxceedingly vxsxble to ouytsiders of a college, to taxpayers, and
frequently, not described in any of the literature about placement.
It is.the role of a competent Placament Director to ferret these
data out immediately.

»

First, we should indicate the ideal situation as it may best
relate to our students. Any placement service, to be well received
by the student, should be optional, and totally voluntary. This
means that no mass computerized printouts about enrollment and/or
lists of nameés should be assumed to be the college's manpower pool
for placement. Rathe¥, each student should be encouraged through
a large sign in front of the facility, .bulletins, student news-
papers, college radio, word-of~mouth, notes through faculty and
administration, and special bulletin boards, or through the Place-

ment Director visiting the student center lounge area. Students
register with, and become familiar with A routing process§ eter-
mined by revision, which works best at that college. Thi
voluntary and optional system will make a student fael that he ox
she hé} instituted that important initial contact. Thereby, being
invclved most directly in the beginning phase of the important
placément ,process. The initial visit to the Placement Center
should provide a great deal of warmth, in the form of a qualified
receptionist who performs all the office duties necessary to make

that student or the public, or employer feel at ease. The .color
acheme of the office shculd be pleasant, ample reaaing Literature
current, and a 'system for seeing the Placement Director, his
gacretary, or an assistant also very business-like. It is strongly
encouraged that a basic,data packare be made immediately upon encry
available to a student Lpbn their initial visit. The conteénts of
that data pgckage is not as significant ad the fact that such was
available. Normally, the package should be a large folder, or a
large envelope in which the student can keep all his/her employment
seeking referdnce materiuls. Examples of resumes, information
about letters of introduction, various bulletins and brochures of

a general nature, typical job request sheets, as examples that
employers normally use, and other important information that may be
developed by the director or purchased in quantity through our |,

. ' 3/16 !




Mid-West College Placement Association, or MCUPA. This package
tends to build quickly a rapport with the student at the center. A
package encourages each to feel that their initial visit hasg not
been wisted. Yes, a simple information sheet, at a comfortable
_ desk, ia to be filled in and should serve as the basiu for dialogue
between sStudent and his director. A means to see all full-time
applicants should be inherent in the Placement Centar. -
Making the student feel at ease is really a solid marketing
concept. After all, the student is the product of that college
and its most valued asset. It shall be the student, who after an
increase in knc "ledge, awareness and development of helpful letters
of introduction, reference letters, or resumes, will be our product
as a person, ssen by an employer. Therefore, a loyal well-pre- 6
pared student is the final report card of each placement officer.
Let us never underestimate the report card given us daily by stu~
dents. Students ustally tall into three main groups. a) Those
highly motivated for jocbs, b) those casually stopping by for infor-
mation to see if something is now available, and c¢) those stopping
by just out~of-curiosity. It is quite obvious this last group, c);,
‘will have little value as an emissary or ambassador because they
‘will not follow through with the procedurse. The gdddle gwoup, b),
night need information now g0 they can make a better choice later:.
And of course, the group that is highly motivated, a), should be
the students that follow through and are seen by one or more
employers later. These students will comprise the real statistics
about placemsnt. Most placement officexs do not, realize that
their marketing is as important with ‘the students as it is “with
their colleagues, peers, and, or industrial/business clients. This
marketing conccpt with tna students. cannot be underestimated. Most
often it i8! WHY? If a solid relationship has been made, then
follow-up and feedback will be simpler, and future placements
atreamlwed by the good comments of previous placemente,.

Many criticisms indicatyd against placement centers are

directed towards second-class facilities. Facilities recuire an
ample budget' and budget is an outgrowth of the trua pgilosophy'of
that college. But an effective and increasing budgét is undoubt-
edly an outcome of an affective communicator using the required
chain—ot-commnnd, and when, and if the Placement ‘Dixector has
reached the power structure, budget follows. "TJEREFORE SUCCESS
BEGETS SUCCESS." Facilities in rlacement do not have to be large.
Certainly 600 square feet wouid be ample for a director, student
aide, receptionist, and a full-time secretary: Another 200 square
feet could bz added if a student work room, {and such is recom- -

ing room fox employers is added. Therefore, approximately 1,000
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square feet would be the amount for a full blown program serving
4,000 students headcount, but 8,000 students do not require

double space; merely added footage and help. 1If the Placement
Director has an assistant, another 100 to 150 squars feet should

be available. Another 200 square feet could be in the form of a
waiting area where current literature is provided for reviaw of
potential 'employers, students, etc. An evergoing coffee pot.

could be prebent. Not to be underestimated is the value of
parking space nearby the center where the students and our .
visiting 9mployers can park. At our community college, we have |
found that we turn over about seven cars an hcur when busy, and
about three cars an hour when we are not real busy. Usually you
would need approximately eleven parking places for seven cars so
that there can be flexibility to turn around and safely exit. You
can eliminate two or Pote available parking places because of
inclement weather, and, or snow. A reasonabl’y safe access to the
center is also a concept of marketing. How can you market a
product if you are not in a posgsition to be cognizant of the
flexibility, the safequarding, an’ the ease of entering and exiting
‘the center? How can someone enter ox be relaxed?

”Markettng begins with the student!" The student must realize
that he or she has to prepare himself properly for pis job Search.
"It is the philosophy of our ¢ollege that paFt-time jobs weigh
equally (while they are enrolled) for our students as do full-tiye
positions.” Now to some educators, this may be rathexr surprising,
but to a student in his first year of college, a part-time job may
be the method by which enrollment can be enhanced or maintained,
confidence built, and better grades earned. That student would be
uninterested in a full-time position, and the data relative to such
a search would be improper to be provided at the first visit. How-
ever, every student who is served for part-time jobs with quality
will come back again and maybe again to use the placement canter,

and each time be more knowledgeable in the pursuit of a job and

'better,in the search. At Schoolcraft College, over half our place=

ments are in part-time jobs. It is true that these are the less
desireable jobs, the rate of pay, is lower, the working conditions
are not as desireable, but then again, good marketing concepts are
aware that this is to he expected. Reality indicates that the
,students should tolerate it, 4f only to move towards fulfilling a
caresr goal which can provide better and more stab:e future
employment opportunities. Eventually if help is given to a fully
receptive student, once is enough as he/she will usé® hin/her concepts
again omhis/her own.In.reality twe placements resqlt
K4

Helping student find full-time jobs means that‘positions, not .
jobs, are desired. The student should have a definite set of
skills. Here is where our letters of introductionf_lettara of
reference, and resumes are really mandatory. Over two-thirds of
our contacted employers have already indig@ted on their job
specifications that a resume is highly iﬁeferred. Therafore, it

-
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seams Very practical to encourage all students seeking full-time
emEloyment to develop a resume. Although a resume is brief, and
usually one page, marketing oneself is not possible until the
developmental steps and awareness of one's past have been carefully
analyzed. I -am continually -amazed at the difficulties students
have to develop a resume. I believe, as time goes on, more or
better instructional tunits should be designed in course curri-

cula to more firmly foster the self-inventory concepts and devel-
opment -concepts anq that data will be included for a resume in
special courses. Goocd' marketing concepts would indicate that a
resume could not normally stand alone. Therefore, a letter of
introduction should be accompaning the resume, or preceeding it,
and such information as veferences could ba provided by direct
inquiry to me. The student who has had a chance to develop his own
resume, will have had dialogue with his/her peers, and/or the
director so that questions relating to their background, their
current plans, and their future plans will have heen identified.
Hence, he/she w7ill pe Mmore ready for the important interview.

When a studsnt desixes to be ready gox a job market, he/she
must de cognizant that an interview couz normally follow. There~
fore, common sense concepts would jmply hé/sheshould be very ready.
Preparing for an intexview comes after having: prepared a resume
but not before additiona) "heart-to-heart. dialogue" with the
Placement Diredtor; of¥ his assistant has occurréd. Sometimes, pre-
screening rehearsals and encouragements are the order qt the day.
This is a delicate issue, as people come in all sizes and shapes
with various typss of emétions, and yés, I have had them cry in ny
office, or on rare occassions walk out, never to be seen again. i
But isn't it better for each tomake hisy/herinitial errors with us?

4

It is very important that the individualy have their confidence

reinforced by having a list of roferrals that my be 30 to 40 in
number. Such a list when duplicated can be provided to them when
their resume has measu;ed up. Pzactical economics requires that

they use the proper sized number 10 envelope, and address it neatly
and correctly, and provide the stamp themselves. They, of course,
sdhould type on an electric typewriter for final resume preparition..
The director could provide some studenis with the services on an
individually paid basis of a co-op student, or aide, who is
qualified and experianced to prepare neat final resume copies,
These aides would be modeatly paid, and self-employed. Numerous
duplicating centers are available to prepare neat crisp multiple
copies, usually fifty. The letter of introduction wili always be
prepared and typed by the director's staff. and signed, but the
quantities are duplicated by the students attheir own expanse. ®
Theix issued referral list should be discussed™in detail at their
third or fourth interview {(dialogues of 15 minutes are suggested)
with the director. THIS STEP IS VITAL IN THE SEARCH! Students
should also be encouraged to develop a form letter, (style and

-

»
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content could be clarified) to each of these companies. Eliminating

those sources he or she does not care for, oxr those geographically

unsuited. After one week passes, the student may have recoived a

u . few applications, or some postcarzds indicating company peénding

| action. These communica»iOns will refurbish the studentls confidence

aLipwing him/her to realize that someone is, or my be intarested.

The student then should return to the placement center and make

phone calls (free) to select companies asking "whether the infor-

mation sent on has been received, and if so, what steps the

companies would like him to take, as pxoviding more information

later, etc." If no angwer is forthcoming, then two wueks latex,

, an individuallx_prepared orm content letter on plain stationery

: by that student should bae sent. Obviously, the._director would
agsist the student to develop the contents in a logical ,tactful .
format for his specific £ollow-up. In this mannen, if three or
four students are Looking for jobs each week, the PLacement Direciton
has 120 sgunces neinforczd gnd the name of thq placement centex and
college kept pnomx.nenq 1o these corporations. "THIS IS HIGHLY
DESTIREABLE."” ) . R

Preparing the student, paper, (written~wise), idea wise, and

with;prescreehing in getting ready for the job search ig one of
the major resbonsibilities of placementhbut only really half of »
that process. The othexr half, of course, is working in realistic
unigson with #mployers. One of ths most imrortant things a student
can do, and must do, is provide feedback to *he plasemant office.
This is not easy to acquire. Students sometimes assume that 2 job
is owed %o them by the college, or the feedback ﬁorm will be £illed
out by them later. Studentg usually are not communication-orianted.
This is very sad. 1If a studbnt has developed a foldeX for the job
search, follow~-up whether reuuired or otharwise should be auto-
matic. Our progess has been tg at the end-of-the month, or .early
the following month to mail o brief form cover lettey and a blue
follow-up printed form to eash student, aaking for- faadback. We

L have been averaging from aboit 55 to 60 percent returns. We then

‘ wait another two weeks, and place an asterisk* on those students
nanes who have not responded. This gsterisk®* implies, and means,
thiat the receptionist( secrctary, assistant, or myself will, if the
student retuins to our offii:e, we will have dialogue "why" the
€eedback form was not returaed.' Yes, the students fael each has
sufficient reasons, but if.we are not informed, how can we properly
market our service? If we do not know what positive actions we.

" can utilize to imprové our services to thée students as well as the
cokporations, we can never/ improve. The ultimate of 100 percent
feddback probably is naver attainable.I am informed by some of ny _
colleagues that 55 percenf. .eedback by the students is commendable
in itself. I do not accept that as a sqfficient reason for -
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accepting 55 percent as a monthly feedback £1gq;eg It becomes
exceadingly8iifficult to detervine thée exact number of placements

if Yess than two-thirds return rorms, and it hecomas even. more

EMPLOYERS IF THE STUDENT WAS PLACED, OR IF THE STUDENT HAD AN

neze That fnes system has buelt incquitees, bul ££ 4s the best

difficult if you have studants appearing to _visit and have dialogue
with the director and his assistant who initiqlly ured our services
two, or three, or four months previous. Bt we make, in ous, best’
eﬁﬁaat&, and under our most professional abilities, the bea.t
estimate of the numben of sudents that we have sehved durding the
month who probably are placed.® MY COLLEAGUES AND) PEERS RAVE OFTEN
ASKED HE WHY DO YOU NOT FORCE FOLLOW-UP POSTCARDS AND,.OR. WRLTTEN
DIALOGUE FROM CORPORATIONS ON STUDENTS REFERRED AND PLACED. AND
THE SOLUTION IS OUR PEILOSOPHY ASPECL OF OUR CONCEPT IN MARKETING.
iy W2ULD BE LESS THAN PROFESSIONAL TO CONSTANTLY INQUIRE OF

INTERVIEW. K IT WOULD TAKE ON THE REALM OF PRYING. OUR CONCEPT OF
MARKETING is SUCH THAT WE MUST DEVELOP A RAPPORT WITH THE STUDENTS,
SO FEEDBACK CAN TOTALLY BE COMING IN FROM THE STUDENT. lle nrecog-

system we cdan have withou? bothering endldssly our service area
corporation Sénce we have prepared the student through Letiens
of dntrodye ton and resumes, and have discourdged any premaiiure
dtudent contact on the phone or visits at the corporation uniil

nequesfed a0 by Zhaf employer.” For us Zo violafe that procediie .

by badgering on Ine phone, on Letieis, would noi keep the theme of
placement emgLoye& senvice-onienied. BBLIEVE ME, IF SOMEONE HAS A
BETTER, HMORE EASILY HWORKABLE IDEL, wE WOULD CER@LINLY TRY IT, ©FEEDr
BACK IS NOT CARBFUBLY DESCRIBED IN ANY oF THE LITERATURE JTHIS,
DIRECTOR HAS ALkEADY REVIBHED. I THINK FEEDBACK IS A PROBLEM THAT
IS NOT EASIQY BESOLVED UNLBSS, ANP IT IS POSSIBLE TO DIVEPT 0
PERCENT OF TTE DIRECIORS ALREADY PRECIODS TIMZ AND HIS STAFF TOHWARDS
?ESDB&PA. THI é WOULD HEA Al LESS, MANY LESS, SUSINESS CnLLS I THB
FIELD, AND LhSS ,STUDENTS COULD BB SERVED, THE RELA?IONSHIP IN THE
OFFICE WOULD EVOLVE TO CNE AS USED BY A DICTATOR. YOU MUST...DO
THIS THIS. WB DO NOT BELIEVE AQ OUR COLLEGE W2 WOULD WANT .TO USE

ORCEABLE OR WEDGBD TYPB OF FBEDBACK SYSTEM ON ANYONE. IT CAN BE
DO E, I AM SURE IT HAS BREEN DOHE, AND IT DOES PROVIDE MORE RELIABLB
FPINAL STATISTICS. AL FORCED FBEDBACK CERTAINLY WOULD MEAN THAT LESS
JOBS WOULD COME IN, LESS CORPORATIONS WOULD BE VISITED, AND LESS
STUDEN%S WOULD BE RREPARED TO BE SERVED IR {THE IRITIAIL VISIT. 1t is
obviously a value judgement that requires fyrther refining and soul
searching. We hope\we have chosen the bast path. -

( \ ‘ © N .|
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* This item should be sgtudied in depth and is fecommended zs a
_future theme for a HCPA or MCUPA ‘S8eminar or Conference.
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, MOST OF THE .PREVEOUS INFORMATION WA ISVOLVED UITH THR
FACILITY AND THE STUDENT PREPARATION FOR JOB SEARCH, AND, OF

 COURSE, LITTLE zﬁﬁonaﬂzigaégas BEEN PROVIDED ON TEE PROFESHDIONAL

BUSINESS CALT . MADE AT LNCAL BUSINBESS AND INDUSTRY EMPLOYER
LOCATIONS. THIS IS THE SECOND MAJOR PHASE OF MARKRETING, AND MUST
BE CARRICD FORTH WITE THE SAME CARE AND CAUTION, AS WHEN SERVING
STUDENTS. A DIPLOMATIC MANBER MUST B% . BXBRCISED, EBEACH PLAGEMENT
DIRECTOR WILL OBVIOUSLY HAVE 2 DIFFSRENT MODE OF OERRATION,, IN
WRICH HE OR SHE FEELS MOST COMFOKTABLE, I THINK IT APFROPRIATE TO

INITIALLY STATE WHAY KIND or-xunxg:vﬁan,wounn MOST LIKELY MAKE AN

- IDEAL PLACEMENT .DIRECTOR, ) . )

. \ . - *

"Bach coﬁmunihxyco;leqe, or~senior college has a geographic or
favorite area that it tends to serve with greater repstition than
other more remote arei#s. A Placemant Director should be selected
who iz familiar with that area, familiar with the doliege struycture.
being ah eases and accepted by students, ons who speaks well, writes
well, and has already developed. some rapport with the busiihess aha;
industry clients who tend to support that collsge., Generaliy
speaking, tife individyal should be a controlled ex&tqvergzwho
enjoys interacting with péo”le. who 18 a self-starter, ambitiocuns
and af’ indepéndent abstract thinker, one who desires to educa-
tionally and profeszsional help people. "AlY kinds of people.”
Whereas, this is a job description for most educators, seif-exam-
ination and contemplation will indicate many, with whom you alzeady

. are aware, who do not mcet this reasonable and fair estimate of a

Placement Director. CAUTTION MUST BE EXERCISED THAT THE INDIVIDUAL
BE AT EASE HITH BUSINESS AND IMDUSTRY ON THE. PKEMISES OF THOSE
BUSINESSES AND INDUSTRIES. It is one thing to be comfortabla on -
campus on youiZ own turf, but equally or moxe important to be flax~ .
ible and feel relaxed &t a company. But in the local establish~,
ments, be it societieg, agencies, institutes, or as most usual
business and industry,.unsasiness would oasily be detected. It is
dlso vital in my opiniop, that the individual possess a basit

dégres commensurate witg&thc rest of the faculty or collegs admin~

_igtrators; It may be a Baccalaurexte, in some areas a Masters, or

-

even beyond. So thé director may Shéh feel of equal. value and merit
with and among his/hexr peers is the partial roagon for.a degree. It
is also vital that a dbgre§¥hd: been acquired so that this indi-
vidual cquild be the best prepardd representative, of the college; as

most busingss and industry most assuredly would.expect a degrac. |
buring theé course of an ﬁhddﬁtginl/buqinoss visit, company officials
might be intérested in not only the process of placement, which 5
will be clarxified, but the prebar§¥ion that the individual |

possesses to assist that é?gloydr.\ It is highly advisable that the
2 w7 ) . ’ ( '
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ind{viﬁual actihq as thi Placédent officer, Director, Cooruinator,
. ‘Sbéciaiist have had vrior’ buainuss/lndugtry, of if suited, agricule
“ . thral Vesal 11fé work ‘axperdande.® " Terminology and common
, diplogug can he s¥aily reachied Aid se'if-estesm and mutual respect
BE madg with thd emplpyer more quickly.., Thére_are many means by
b 8h,_ ugéh axpert&npu cip be acquired. 1t can'be acquired through
Izt susned joba,, éhroﬁghqpriqz apprenticeships, through
" voiunfagk wozk, - 8z ghxbuq& agtending various pecial seminars.
: Certainly, three to five years Work. experisnce is desirable . but,
ot 3f an indivi ncl 1 Alert, “2,000 work clock hours could supply
A} wuxtiqignt duta bgle tp bgwdthexsuht and accnpted well by
A I tmﬁﬁQ%nfs» . z»u«,- U I ( ,"‘
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- A mﬂilad r&snu@ qz,lgttnx of 1ntroquction is all that really
reprcaénts 4 f%u&b&t hetmre that ‘student’ is sean by an employsr.
khd adualiy 3 4g pegaonal poﬁtagt to a ‘firm is all that repre~ .
" septs Lhat calﬁ. 8.4 i the euplpye: @as not ;had sufficient {nter-
. sctiofywith tha 601£egq pxavgously. Thg:atcxe the Placement
) _Directdt must be agtful at r&;aurching the company, axrtistic
V' Th the 1isexrinre davalogg "and very ontergrising in the methed
’ by which ha. &y she goul sem a potential contact gorsoh. The art
.or salling ik getting. 1,3235” to your placement progranm and very
] Ta éncovrage 1ndividuala to de?elop\hettar rapport

with o iey, aeveral types, of concapts will be described.

. "One ig-"¥ A‘LED SbLIcITATIONV, another ie a "COLD SELE", another

" {5 o "HAR » ¢nd of course, the fCONTIHUAL SELL" . * AIWEyg. use

firat €1ags rapréduntive eqqipment, ag, all<to~often, judgements

P

N & made* on/ esf;hgtti‘cs alcne.\ misvsu"; WE ALL DONE mnxs7 S .
. . LY ] . . e . N LM 1‘/‘; . .
v - ’ ﬁheuqra koting a p:oduc“o: sa.#ice, it 13 very tal .thay .

, " most of tie mspns availuble and handy\phould bs, explored simul~
] S taneously. This mneans that’ the phone should be used, or ready .
c L. for use, oOr sufficicnt phone .. ines should bé av;ilable to rece£v§, -
ingaming ‘¢alls. Business cards should be devaloped listing the
. . most prefexred extensien, and ather lihoratuge shoulu be specially
dqvelapea which 18 most éuitab ¢. Othex bullatins shquld be e
develdped that are ideally snitad for intarnal distribution to ‘
fagglty and administgation, ‘Yet another form developed which is.
more ideally suited for.all the studenhn. If budget permits, and
. it should, additional dats, should be de ‘valoped describing all the
placnment fundtions, bayand that norma listed in the gollega
catnlcg. Such data should be suitabls £0%" ‘handing out at various
tunctionn ax to the general public. ﬁhene data will permit open
lines of bomﬁunicatibn o all the segments that normally would
, requirqbdervicqa of thé placement otfice. The pladement office
. .. should. be regul;fly scgjring and using all the local newspapers
, and read’*g "hot artliclds” in the apgropriatn jorunals. Hopefully,
. thers is.a mamberahip 2%nﬂing\or a ;?\scription fund to provide o

.\ opnnxtunieiaa of r¢paiv ng all thﬁ\‘“\iiifijf that will agsist the
L. r R ] N ﬁ"-‘ ‘. » o - ’,
.o . . Lt ",Iv , J 3 2 » o

‘\' - \\ ’ ot " ,(’

. , - e ’t‘ 16 . ..:
s : x 14 10/ o

- -—— . ] A
L




. director to be conversant with'the gepeial public oxr to\better
' transmit\business. The Wall Streat Journal is a highly desireable
. paper 'to be received at laast, once’ or.twice a week. Xt would be
ideal that four orfive hours a week, the want-ads could be
. reviewed and.basic literature including a job requaét spec form be
mailed. to employers that have current listed jobs, because these
‘employers are now readily in ‘the market. It is not to be assumed
. . that should they call, a student will ideally be available and
o " “‘ahxiopsly waiting' by the phone, But the next time thft employe-
: nteds é&tvices, he mxght think twice befo:e he uséd gome expens.ve
‘ser {ces on 3 contragted basis such as with & private employment
ggency, or spend large amounts of money on want-ads which run for
/a long period)of time. rhe empaayer thn might Have endless phone
,/” calls coming in because of the ad as the paper “listed it after he
“had fillpd that position. Employers working with the placement
center can.have prescreened,stydents who, thankfully are well
qdalified and suitable by our pzescreening zor that stated
aavertised joh/position.

' -

I \\( 1€ is very 1mportant that a Ybackage ‘be developed for
' employers that include a business card, literature describing
the college; such as. .an annual repert or the president's report,
college catalogs, data about gpecific programs in the form of
,curriculum flyers, specific literature about the placement center,
oL and po esibly some standard examples of past communication bulleting,
S . . ¥ésume axamples, or letter of introduction examples. These data
are included as the "COLD SELL PACKAGE." Such a guitable package
and printed folder would cost approximately 50 to 60 cents to
de¥glop. The director K would utilize thig folder on his initial
contact at appzopriate&compan{es when a call is made in the.
. "Cold sell.” It would pot be expected that the director would s
see an official of the éompany if the director were just stopping
by. And it is a good idea to indicate to the receptionist - hat
he or she is only stopping by, thereby, providing a budiness card
to the receptionist. and seguring the name of the official most
' /} likely to be receptive to the program. A guarantee by the \
receptionist Qr 8 cretary should be secured that the pachage will
be forwardad to’the official..’ Frequently, if it is handled right,
that individual may be available only a shcrt distance from
the company wei&ing room. If the college has been established. for
a2 long tine, ;gat company official may have had classes or, had a,
N dependent or-friend who secured classes. Of course, at an older

\

{ established <¢9llege, this is more likely. No questicn,
. ' 8 "Cold Sell" is even colder-when a college is newly established
1 within a sparesly opulated geographic area. "Do not over Look
vendors mege&tenad?az your college; aften-afl, 4if§ they sell you .
products/on senvices, thein saledpcrson should be neceptive to refen

P ‘yourn Ainquinies Zo, the personneld o{d&ce .o Ahauldd'm Zhey?!
% / Y . ,
L) - /
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However, the cold sell does not end with that flrst visit. 1If the
o@ficial is not seen, then a follow-up letter, individually .
addressed to him is sent, a file~folder developed at the colliege,

and a rolldex card, used with his business' card. A follow=yp

phone .call, letter, or visit invitation to the college could also

be indicated. At this point, the Placement Director can safel

assume that the company is avare and receptive for future college 1
student referrals to that corporation. When I say "assume", if |
that geographic company i% located within the tax supported area,

thén it is obvious that they axe spending dollars and should

expect something tangible in return. Therefore, 3ll local .
companies can be considered as captive companies, ones who should

be apprzsed of the services of that college whether or not they had.
made inquiries themselves. A follow-up visit may be necessary, .
however, move full~speed~ahead on letters of introduction, desig-

nated to them, and numerous resumes to them is a good idea. In
fact, the most recent contact by the director should be sent <
resumes, and letters of introduction, if their needs only pag;ially
1
|
\
|
\
|

resemble what the director or coordinator thinks 3are current

employment opportunities. The mailing on the behalf of selected
students tends to solitify the contact with the company. After all,
dialogue, brochures, bedegg, phonecalls, luncheons, are Peally

‘marketzng concepts that have one final purposg, which i8 to get a

qualified, interested, available student totally qualified in
the hmost effective effzozent manner to that employment so a *
position can be offered. WE DO NOT FILL JOBS V PLACE STUDENTS!

Sometimes, there are companies that seem to make it difficult
by design, or otherwise, for the director to 'seck a personal=-on |
premise~audience. At this point, a "HARD SELL" is needed. This.
means some investigation work as to .where the company official
plays golf or tennis, what association meetings he/she attends, or
where they may have lunch. Then the director should utilize the
marketing approach éxhibited hx‘banx_tqp salesmen;s that is to make
a considered effort to run into.them oii an accidental bagis~-
Tacerde” 1lly on purpose.” Then the director will make an attempt
to have dialogue with them on the basie that they have heard of |
them from a work associate, or student, who's name may have |
slipped their mind, and were wondering if they could have a chance
when the occasion i8 right to have dialogue relative to the/your/ '
our college. Our sell package would not be .appropriate or
abailable because obviously you could not accidentally meet .them,
and have a "sell package” available. A business card issued will
at ‘that encounter, do ni¢ely. Then, b¢ sure to firm up that acci-
dental meeting with an individually prepared follow=-up Jetter
excusing yourself for the intrusion, etc. Then, send tyo or three
well developed letters of introduction, and/or resumes to their
attention in areas that you are certain they are looking for
current employees. If this fails to bring any feedback action from
the company, then stop by once & week, until you can see that
individual on his own turf. If nothing more, perserverance will
win out, as he must see you eventually, if only as a courtesy.
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difficult. You can efamine their trash barrel to see what kind

. / -
Learning about any company, and: its products_is not too

of scrap they have by mearly driving to the exit, turning

around very slowly, and observing through your car window., You
can observe what kind ®of trucks enter the company, and what kind |
of trucks exit that company. You can also make inquiries of |
employees, particularly if you happened to have studehts who ;
previously werked there, or you can look in Dun & Bradstreet, ‘
Poors Index, the Michigan Manufacturers Directory to see what

products may also be listed. HNot to be overlooked, of course, ;
are the Yellow Pages. -The "Hand-Sell" is ranrely used by |
educatorns, and 4§ some educafond do use it, they do not f{nreely }
admit £t. 1 aee nothing wrong with utifizing a harnd concerted ,
effort sell; Aif the motives are to make mone or betten oppor- ‘
tunities available to your students, which we assute you, are ,
oun motives. 14 the direceton has difficuliies, just think of [
the nearn insurmountable problems facing your/our students. ,

Yet, the director must always represent him or herself at the
company in the highast most professional manner. Not only ;
being suitably groomad or dressed, but also watching every move. It
ie often difficult to wait for 20 minutes in any'waitinq room
realizing that the receptionist is eyeing your every movemeﬁt.ﬁ\
The employer may make you gait just to see how you react. This {
undesireable, .and I do not enjoy waiting, but at times we are |
waiting for the eventual bhenefit of 10, 20, or 30 gtudents, and "gg
is well worth it." All too often, the industrialist or business-
,person accepts his college and the placement program quickly at
face-value and turns the discussion to varied or other timely
issues. It must be understood that controversial issuves should be
avoided: Topics taken that may harm the individual; sex, religipn,
or politics are never to be discussed. But, certainly, the Pla%e;
ment Director should be very conversant on world-affairs, local,
economic situations, and then try to control the drift of the i
situation and conversation leading always towards employment
opportunitjes at that company. Various sestimonials on how your .

-tudents are doing in similar situations, at other companies is
desirable. 0Often, the employer will rely upon You for limits aﬁqut
dollars, type of work hours/weeks, and f#iuge benefits of compe- ’
titive companias. The Placement Directgr has the professionali
responsibility %¢, in a discreet manner, share this information
without identifying his compny sour;es\?hq provide those indic;ted
dollar benefits. These data can, in-part, be secured through the
use of a knowledgeable.:Advisory chmitéeg, and those membars qhn
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acquire much of that information if the director cannot. The use 1
and development of an Advisory Committee will not be dwelled upon.

It is a matter of state law, "and more certainly common sense."
It could not be assumed that any Placement Director would be so
knowledgeable that he coggﬁ begin to do work without first
seeking the advice of numqicus other profassionals in the field.
Advigsory Committee members are like jewels; each member ghines in

the sunlight ‘and can last forever; use them often and wisely, as
-diamonds they néver bréak or wear out.

L, 13 LUCKY STEPS TO MAXTMUM PLACEMENT SERVICE
\ : : IDEALLY!! '

e

t
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1. Have the support of youn President and .a budget
2o mateh.  [few cotfeges do.] ‘ : ‘

2, Be a professional educaton with a &uiiéb&e person-
ality and "Uonkd of Work™ éxpeaience to matdh.
(tactfully integrate this into youk approach.)’

. . 3. Secure and use your placement facilities fon the
comfort of akl. (ask sfudents/employens §oxr
. o, comments.}) - -
- ' 4. 'Neuem be foo busy to see anothenr student. Even 5

«  minufes. 18 a neal aid. (& smiile surne helps.)

5. Develop data.packaga4'5oa each student. "State this
i8 youn fale, use 4% often.” (Golden Rufe!)

6. Develop a sell-package that gets read and aéﬁaénqg
at all conporafions. Develop a chods-Lindex .
conporate file.- [be accurate on names & Zitles.)

7. . Be visible to employers. Visit thein §inms, do
not take a no eas+ly as an answehr, after all,
froin somewhene-they hire someone, may ad. welf be
our 3tudents. (i at finst you faif...) ,

8. Use local dinectonies such as; Dun § Bradsineet,
Standard and Poon’s Tndex, Hanufactures Directonry,
Yellow Pages and Want-Ads, to write and infoim
new company employemnt sources. Twice a month, |
"Hail each something, keep your college and *
Sdtudents bqﬁong them, [soonen on Laten the dewn...)
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Develop a Lecture senies on campus to assist

‘stildents to develop nesumes. Use their edited

hesumes as Ambassadons of good-will o
companies. Keep thos redumes {Lowing. (the N
carrot approach. ) ‘
Develop Lettens of ininoduction about Atudenib,
use ogten, expectally for fthose students

- seeking carcer full-time employment. No nroon

gor modesty, but Lit's a fine Line. (Conporate
feedback will indicate what works most effectively)
L 4

Be visdible in Aezected'campué affairs, kheep a
high peen/sZaf{ rapport. labsence makes the...)

| 1 . ’
Read profess{onal Literature, interact wizh othexr
PLacement Uinectors, and affend conferences on
demenars, (We musi Learn everydayl] . .

Help each student to be a full part of his job‘
search. Hever gave up, atways Zxy harder~- -

_TAUTS POES!".5...600d Luch!! /

WIAT TO DO IF: Think and Do:

A student lacks confidence

A student isAsloppy, etc.

A student has/is in a financial bind

A student seems to have emotional problems

° A student is beligereﬁt

Students, (sreat numbers) refﬁée feedback

Asgtudent is . . . . . .

A student is wnrealistic
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The director has a_tight budoet!

The director has insufficient help!
The director has insufficient background
The director has second-class facilities or equipment
Data Processing-on campus-is ineffective
\ The job market is super tight
! The energy crisis worsens --)cosﬁs[avai}abiliéy.—'
| Companies do not fesbond to any;inquiriés
Advisory Committee members do pé régularly participate
Companies indicate yqué methods ::kge/obsolete
Companies cancel campus interviews at the last minute
Job/position specs do not refléct asgpciate degrees
A pep-talk is’needed. to whom? |
Let us neven, ever forget that any markheting program beging
and ends with oun students. They ar® our repoxi cards, whife on
campus, and even more 40 ?hen‘viaibze 1o fmpzogeqa after on duning
program completion whife working. A well-established college

should eventually have all prior placed students as daily "good-
will ambassadorns." 1% .is the professional responsibility of all

" Placement Dinectors to besit/prepane all students nequuténg aid to

be a vital and meaningful part of thein job/posdition seanc 1£4
company personnel directors, ete., constarntly neview data obout, oa

intenview well-planned student applicants, thein neceptivity to the

total college placement program will be enhances.
vere . THEN MARKETIHNG 1§ A CINCH? '

Are you/we ready?

Rememben: Employers u}e several sources Lo secure above semi-
skilled employees. a.) Us, b) Newspaper Want-ads,
e} Journaf ads, d) paivate employment agencies,
e} ztheir own personnel deparxtment, §) nrecommendations
rom curaent employeed, gl 4s4igns in thein windows, and

, 'Mo E.s. c.
N
RIM/jmz
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