DOCUNMENT RESUBE

ED 165 852 ' . JC 790 127

AUTHOR - Coppock,-G. Stephen' < |

TITLE Student Recruitment for the PuQ%ic; Two-Year College:
A Mandatory Aspect of Institutidnal Vviability.

NOTE . 11p.; Paper presented to the Missouri Association of
Community and Junlor Colleges ‘e

EDRS PRICE MF-$0.83 HC-$1.67 Plus Postage. i

DESCRIPTORS College Admission; College Bound Students; -Community

Colleges; Guidelines; High School Students; *Junior
“Colleges; *Marketing; *Pub11c1ze. Public Relations;
School Coamunity Relatzonshlp. Senlors *Student
Recruitaent “

-
~

ABSTRACT * N
The reécoamendations presented in this paper for

'successfully Llplenentxng a two-year college student recruitsent

. campaign focus mainly on: the high school senior and presuppose the
existence of a recrultlng staff.. In;tzally, it is emphasized that an
effective campaign. is based on a series of positive items. Elements
of a successful recruitsbnt program include: (1) adoption of
corporate marketing‘méthpds, such as market research, -advertising,
emphasis on selling, use of a professional sales staff, and altering
the product according to marketing denands-’(Z) emphasis on a people
orientation; (3) total college effort in keeplng with institutional
"goals and philosophy. (4) selling the parent; (5) an impressive
placement record demonstrating what prograams can offer; (6) linking
of recruitment and financial aid activities; (7) selling those
aspects of a college which are mgst distinctive in a. manner which
lets the prospectiyvye student know hov he/she can benefit froam them;
(8) openngss to markets such as the adult, the industrial worker, the =
four-year college dropout, and the liberal arts graduate with no
.marketable skills; (9) accurate, honest, and attractive promotional
literature; and (10) awareness of competitors after the same,

stndents. (MB) ' - /
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E STUDENT RECRUITMENT FOR THE PUBLIC, TWO-YEAR COLLEGE
A MANDATORY ASPECT OF INSTITUTIONAL VIABILITY «
By: G. Stephen Coppock, Ed.D., Oollege Dean
Sullivan Junior College of Business
Louisville, Kentucky - ) NP
1To a subgroup of the Missour.i_-Association of Commmnity & Junior Colleges)
Good morning ladies and geni:leine'n' This morning I will share with you
sanem&ghtswhlchIhavegamedoverthepastdozenyearsasan\
adnm:l.strator in three different private institutions, each of which has
grappled seriocusly with the problem of student enrollment. In the past
twelve years, I have been to such cities as Minneapolis, Fort Lauderdale,,
Nashville, Chicago, Rochester, Williamsburg, Myrtle Beach, New Orleans,
and Boston. I attended these workshops with the’ “professionals®™ to - -
study management by cbjectives for the adnissions office, audio visuals
for recru.lunent, how to design and write materials for pranotlon. - I
have had my sales presentat.lon taped and analyzed by these same profess10nals,

Ispenttendaysw:.thhlghsdmlcmnselorsmrmtomlatetohl@
-o{ra

school studentsandhlgh school professxonalpersonnel in guiding the .
high school senlortowardcnllege Ihavestudled}nwto‘s:rveymarket

Y

areas, lnwtomUVate facultyarxiothervohmteerstohelgmrecrm.ﬂnent,
howtoprospectarxiprocessforresults andhowboeffectlvelyuse_
financial aid for recruitment. Lada.&sandgentlenen, ycuarejust
begmnlngt'helongprocesswhlchlstartedthosedozenyearsago I
hcpethatmtherbcthalrarﬂahalflellbeabletosharewlmyou.74

e
- ) *
-
\ X

tobecmeas:.gn:.ﬁcantnarheter foth.ghereducatJ.on. Ihaveboosted \

samofﬂwmlghtsﬁrunmyoumecperlencearﬂpllgnnageﬂudanay
saveyousare‘theagonyarﬂerrorswludthavenademmygzuplngs

wept arﬂnadeaccuses, Ihaveblatedarﬂal:.bled- because of. it all,
however, IfeelIamam:chbetternanarﬂhavelearnedalotabout

W
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’Probably the moqt agonizing element of these years in student recruitment
has been those times when I have seen my colleagues in administrative h
%ﬂ féculty positions terminated for iac;k'of enrollment. We ge.neLally
refer to FTE as meam.ng I-‘ull Time Equlvalent students; I am here to
suggest to you that FTE in the future maywell mean Full Time Eﬁploynert
forthoseofusmthecollegeranks Idcn't intend to be a prophet of
doam, but I definitely want to project my feeling of urgency in establlshing,\
a distinct and aggressive plan for,‘student recruitment! You will not:Lce |
I have used the word recrm.tment" more than’ achn15310ns. Sometimes I
will use them mterchangeably, however, I perfe.r the term recruitment
because of its agressive tone rather than "admissions"™ which has more of
agatekeeperovertdne Iamheretosuggestthatwearemlonger
'gatekeepersatthehallsoftheacade:re rather, wearethesalesnen
whosejoblt1stostateourp031t_1.onc1ear1yandfmnlymorderto
recruit for our institutions. When conterplatmg an approach to the vast
field of student recrult:nent, I-feel llke the -proverbial nbsqulto in a .
nudist camp....I know what I want to do, I just don't know where to . S
‘start We have to “"start” sanewheresolet'sbegmvn.th several presuppos1tlons
'for an agressive admissions program in the commumity college.
1. The majority of my address will be directed toward.the recruitment

. of the high school senior. Some mention will be made of other

markets, mtﬂmemlbeseaohdaryortertiaryinnatum.

("
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2. There is no room for apblogy for selling our product or pmoqravs
. Ifwhatwehavemeets needsani1fwhatweare<301\ng we do well;
if we have good peoPIe and facilities, and if the student‘hanté or
needs what we have to offer, then why should we apolog:.ze for b
telling them about it with enthusiasm! '
\_3. Just because the Wty college is extremely reasonably prioe:?,
do not make that the major reason for sellin‘g your program.over
that of mére expensive programs. Sell your program for what it
candoforastudenﬁ, not how inexpensive it is. 'I‘heooxioq)tof .
pu':J.oe should be one of the last items nent.l.oned sort of the J.c:mg\
an the cak:e of your sell
4 An effective sell is based on a series of positi_ve iteps often
rather small and seemingly insignificant and seldam because of one
largeltan'KeepthJ.smnu.ndasyoude519nyou€prcmotlona1 -
literature as well as your sales presentation for high school
talks. . ‘ . _ - N ,
S. Keep in mind ‘that perception is reality to the student (actually for
- all of us). It is very helpful todetemir:e}nwpeoplepel;’ce.ive
your mstltutlon and its reputétion. This will enable you to
begmuhe:eyourprospectsaremnaklngyourpresentatlonbothem
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6. Keep in mind the high school counselors have yguous loyalties (w

7.

unestoﬂmefmrhyearcollegesfmnmchﬂmeygraduatedorﬂxe
_lnstxtut;;onfranwhlchtheyean;edthelrmastersordoctarate)..
meymymtﬁeyourbestfriernd,thtrxeycanbemymrm;st
enemies!. Keep the high school counselors well informed of what
you are doing and why you are doing it. This is not-only professional
butalsopragn'htic. S G
Saneofmycamentswlllpresupposetheeustenceofarecrulung
sta\ff. Ifyoudauthaveone,atterptmadapttheseconceptsto
youroperat:.on:.fatallpo&:.ble. 'Bytheuay,lfyouaretmng

to handle an effect:l.ve recruitment progran for the ccmm.mlty college

-bytheuseofafacultyadmlssmcaumtteealcme,youhaveyour

work cut out for you!

With these presuppositions in mind, let's move ahead to consider some

eighteen different elements of an effettive récruitmedt program. There |
is o part.:.cula.r significance in the sequenc.Lng of theee’items .

1.

. _

lhecmmmltyeolleges}mldbegmtoadoptwrporatenarkeung

" methods, belngcarefulboaltertl’menethodsasapprcprlate\
educat.mnalpnm Iamrefezr:.ngtosud\ﬂt‘gsasnaﬂtet/
" research, advert:sz.g emphasis on sell, employing profeszonal
salesstaff andalterlngtbeproductaccordz.ngtomarket@ands,

tonmtlmafew L ) w-

-



‘gumnmr RECRUITMENT ‘FOR THE PUBLIC, TWO-YEAR COLILEGE

‘Page Five ‘ v_

2. Fvery coilege program we have, j.ncludir]g the reczuitir;g aemphasis
must be@goriented. We must view the student as our customer
and not as an interruption in an already too busy schedule.

3. The recruitment emphasis must be in line with the institution's
philosophy and cbjectives. We must know where the institution is
going and then determine how we fit into it. Recruit:nentrm‘stnot
be the tail that wags the dog. | '

4. Recrudtment is a total college effort not the role of admissions or

¢ recruitment staff only. Everyone fram the president to the cuétodlan
must view recrult:'nent as L major erphasm if the J.nsta.j:u‘tlon is to
survive, grow and pu:osper: . ‘ / .

5. An effective recruitment effort must be ba;:edon thorough and
a;propriautléet research. This research must include not only
those that attend cur colleges, but also those that chose not to
attend. wWhat is the catpr‘asition of our market area? ’me Bureau
of Statistics and local governmental agencies should be able to
aésist you in this market reseagch. ~

6. A concerted effort must be made in recruitment to sell the parent

| ontherelevancyofon.xrprograns m,lethestudenth‘\asagood

1
dealtosayabouthlscollege selectlm,mnyofthestndents from

mddlaclassrnnesspec:illy mll valueveryh:.ghlythelrparents'
.feehngsandop:.nlon'saboutprogransandcareer,d:olc&s mether
. the sBudent knows ar likes it, the parents do care about their
,'ymmgst;ers' future! 'Hﬁsmarnsttiatsaneofouflitemtnzrearﬂ
med:.aadvertis:ngnnstbeaddressedtotheparents,anoften -
lookedelenentmsuxdentrecnnt:nent '

P i e - ( ( ) d
. i . d . .
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7. The zeéruitar must have a program worth selling. No amount of fancy
footwork and window dressing will substitute for an adequate and?
relevent program supported by the necessary student personnel
services. The director of marketing ar director of admissions and
recruiters must constantly feed back to the_adninistratim what
they believe are valid needs in the market area in order to make
the institutions'’ programs relevant and mrhetabl.qj :

‘8. An impressive placement record will be ecceedu\gly helpful in your
recruitment emphasis. We are currently in a time of the "so whatl;"
‘the 0 wiiat of a college education today is, What‘will it mean to -
me when I finish?" Be sure your students are placeable and placed
a..nd then use this successful placement record'm the front emd, the
recruitment emphasis. ) o
9. The administration of financial aid for our institutions n;zst either
be under the direction of the. recruitment department or at‘;kleas_t
be eas.ily accessable to the same. Since many stiudents recelve
financial assistance, it is imperative that .the recruitment
' staff have significant irqﬁutasbotheallocatimoftheseflmds.
10 The recruitment and/or adm.ssxons staff and/or admissions cammittee
must locateandlsolatetho&factorswhldmaredlstxnctlvefcr
their college. The old saying “everybodies' business l}rmdles'“
bysiness” is true in'the recruitment effort. We don't sell "all
thir\gsf:oallp;ople.‘Wesell_a_Jr&istirhctiveto;:ersorls aré
seeking these kinds of distinctives. After isolating these

-

distinctfves,vemstpadag;ethenattractivelyarﬂlnmtlyand

4

then sell them unapologetically!

8 Y ' P ' . L
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11.. The recruitment staff must keep in mind at all times that the
prospecdvecollegegtudenthasformtinmhﬂtﬁequosﬂm,
“what's in it for me?"™ We must not be lulled into mediocre efforts
bylisténingtoﬁxroupfignrhétoricgndviewimwfmmiml
literature. The student is interested only in what our institution
c&nqompzepamfximorherfprammmingfulammmve
life. | ‘ o _

12. We must be open toy unique markets. These maQets may include the
adult, the industrial uork:e.r, the four-year college drop out or
.fail wts,fmr—yearcollege liberal arts graduates who cannot
find jobs, tbeevemngstudmts (s@astnzsewim),themten\auorml
student, thetm:dica;pedstudmt theveteranarﬂsttﬁentsmﬂerspecial
govermmental p:ograns such as(%aani\loaxtml Re}mbultatlon.

13. WemustencmxrageacademlcdeansarﬂfaculuestoMc:mrse
offen.ngsbomn*emrhetabl_le_ptogms. 'Ibdothls,asurveyof
our commmities should be made to locate areas of occupational
deficiencies. Wednﬂmbe‘ginbo;xq:arepeople'bo £fill these
deficienci&saswellassétupp:ogransbotraint}meadultéuho
mwhavéuneejobsaxﬂpmparetimwbetterha:ﬂlemem
sibilites they already have. We can also set up programs that will
helptheadulmlncreasetheuupaxdnnbllitywlththecmpanles

ﬁormdzﬂ)ey&n'entlyuork
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14. -We must aattp;;oliciuandproceduresuherabywedonot loae’
the students who indicate interest in our institutions. My
experience indicates that it works well to divide the admissions
and/ar recruitment office into prospecting and processing divisions.
Mryeffottnusthemadeto'ptocpect'mﬂmtstomupwilm
names, addresses, tale#:cne nunbers, and qther relevent information
abtixt our prospects. Once a student indicates an interest, howewver,

we must decide and develop the most appropriate means for nurturing
that interest into an amlication:', Once the application is received
mMﬁwW;W(MummlM)-asmMM
Every effort must be made to reduce fallout between the time of
application and the time for enrollment. A part of this effort
should include a series of holding letters or other commmications
tokeepthestudents' interest and keep them informed about our
15. Our 11terature must accurately, honestly, and attractively portray
'whatourlnsututamhastooffertoour;rospects Itm:btevph_asize
thoeeareasthatheha\aedetenm.nedtobez:rdlsuncuves. We
must delineate our programs, locality, cdsts, and facilities from,
16. We must isolate who are cur competitors. It‘is_mlyasue recognize
\holsaft;rhhe;anesbi!ntueueafterﬂutuecaneffecuvely
‘meet the challenge of our a:upetit_i.cn‘-'we mist isolate what

e 10 ‘
. o .




STUDENT RECRUIT™ENT FOR THE PURLIC, TWO-YEAR COLLECE
Page Nine .
17. We must be creative in our recruitment emphasis. We should usec
faculty, appropriate and attractive m.ilinqs, alumi, students,
telephone, and various mass media. We must also be creative in
how we usc these and all other elements in ocur recruitment erphasis.
18. We must initiate an institution-wide, aggressive, unapologetic
approach at student retention. Retention statistics can be a
powerful force in recruitment. If you can inform the prospective
counselors that students wp enter your institution stand a far
greater c:ham:epf graduating than students whe ‘are entering other
institutions, yu:tlmhavede\relopadgtzbablyorcofmmt
effective sales tools. - _ ’
Neuﬂemtnsuy.thez;isnﬁmbommmﬁm
what I have been able to enumerate here. I°'1l be more than glad
to work with anyone individually after this session on any one
of the particulars of recruitment.......such things as how to get
referrals, how to make appointments, effective ways of setting up
canpus tours, handling Mfice interviews, 'deve{p\im effective
mass mh.ng pieces, us; of m—mzd typewriters, effective class
talks, designing an effective reply Gard, and other important
aspectsofmeffectiverectuimm Thank you for your

attention and for the cpportunity -to s!ure&heae items with you!
; UNIVERQ v nc i -
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