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INTRODUCTION

Higher eddcation is in the throes of change. Various trends have forced

higher education institutions to search for new clientele and new institutional

411k
7

directions and to explore new modes of communicating with their prospective

4
clientele. Some of these trends are:

. Decline of the traditional clientele, (i.e., the cohort of graduating

high school seniors) is approachingreality. Projections indicate

that enrollments will decline through the.1980s (Dresch4 1977)v

. Student consumerisiu(studenes,making selective choices of educational .

serviCes that satisfy their needs) is a gro41ng phenomenon that is

reinforced by recent legislation at the federal and State level

(Higher Education AmendmentS of'1976) and'by the upsurge of_studen '

-*ow lobbying organizations (National Student-Educational Fund, United.

States Students Association), and

Public concern over the ivrpo4es of education have led to open .

questioning of the outcomes of higher education and its "value"

(evaluated in terms of rettirn on inve.stment, foregone income, actual

cognitive, affective and economic outCOmes', etc. Dresch, 1977, Witmer,

1/71, Bowen, 1978, Bird, 1975).

k During recent yaa'rs, the activities associated.with assessing the aeeded

services of clientele.and selectively datching those needs based on the functional

role and capacity of the organization has gained wider purview in the higher

education community. More recently, colleges and universities have depended upon.

student choice.to-allocate educational services, making the assumption that studenfs

are well-informed and 'making the "right" decisions. The marketing thrust,

coMbined with research iidicating that students are often not well informed or

making the right decisions (Pantages and Creedon,. 1978, Stark, 1977), have induced

institutions to ask questions about their communications wifh stUdents. One of

the questions that remains unanswered is "How do we most effectively present

4
leaningful information to students?" As.detailed below this study sought to provide

some answers to this question by exploring variables related.to written information

and to formats presenting that information.



What is Meaningful InfoFmatio4
4

It can be assumed from...psychological research that the more meaningful the
\,

information "The easier it will be'to learn." (Kretch, 1969, pp. 316-317).

Furthermore, Kretch finds that "J'ugt'as more meaningful itemspare generally more

easily learned', so are they more easily retained." The movement-to provide more

ieaningful information to student-decisionmakers has been most recently Identified 4.

with the Better Inform:ation forStudent Choice projects sponsor'ed by. the Fund for

the Improvement of Postsecondary Education (FUSE). The term "better" inforMation

which a'rose from the projects and subsequent interest and involvement in this

area by institutions and their constituents, is subi3umed by the concept of

f
meaningful" information as used by'this author. Meaningful information provides

; 4

relevant knowledge in a communicable rmat.that is readily avalab and
.

-. 4 : 1
_

. .

conSuMable by prospective students ,(as well as current students) to aid in forming

a "best" answer to the major decisions they face. S.

Information and Total Institutional Marketing

Colleges and universities are employing to varying..degrees parketing techniques

.as noted in a national.study by Mur.phy and McGarrity (1978). This is occurring

although many lack, comprehensive marketing program, which in many instances

hinders the overall effectiveness of their action's (Gaither, 1979). Within a

growing number of illt.itutiona marketing is, or is becoming, an organized and

coordinated activity (4ee for example Litten, 1978, Steinberg and INvis. 1978,

Lucas, 1974 and Leister, 1975). Marketing has been defined by Kotler (1975) as the:

. ...effective management by an organization of its exchange relation§
with,its various markets and publics. All organizations depend upon
exchange relations to attract resources that they nked, 'to convert
them into useful products and services, andto distribute them
effiCiently to target markets. Marketing'isli systematic approach to
plannidg and achieving desired.exchange eelations with ot,her groups.
(p.'13).

f' As Kotler Toints out.in a subsequent article (Kotler, 1979), marketing,is

still misconstrued as selling. The'marketing concept discussed here 'is a much

brodder concept than just selling.as the definition indicates.
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Development of an institutionaf marketing plan in most casbs haa been a'

reaction to the forces of decreasing enrollment (creating a buyer's market and
)

expressed as the need to define.the institutions target market) and the increase

in student consumerism (which necessitates Naelectively mpetingeconsumer needs).

Although student const9erism may wane, institutions will co9tinue to inCorporate

marketing as a means to maintaining their viability. Johnson (1979) describes

the "tOtal marketing concdPt" as bringing "people, programs,' planning and process

together in an objective-centered system that asks difficult questions," aigth as:

1. What business are we in?

2. Why do students attend our institutions?

3. Why do 4Tudents continue at our institution and why do they graduate?

4. Why do studentVeave?

5. Are we ignoring possible new mar ts?

6. Have we included all members of the college community in our marketing
concerns and efforts?

Marketing in higher education has a primary function to provide the best fit

9betwPeli institutions and student resulting in the student making the.best choice.

"For effective'marketing,'each prOgram and course must "fit" student needs.,.

The bridge is information. By getting the information needed for choices, the

student is free to achieve hls or her needs..." (Larkin, 1979).

Review of the Literature Related to
Formating Written Information

fOrmat of written inforMation whether it isyrgsented as, a script

(textual) paragraph, a line graph, or a table).may be related to how effectively

the information is communicated in terms of-how mealAingful and understan0able the

information may appear, and how the format permits ease of comparison between

similarly formated information. Research related to the presentation of written

information'has been at least a peripheral topic of study in several fields, such

.as psychology, education, communicationo journalism, etc., and the ars'ea has been

.
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studied from different viewpoints. Nonetheless, few studies proVide direction in

answering the cime tions posed in the present st,udy.

4

Perhaps the investigation that is most closely related to the study at hand

is the research conducted by Washburne (1927). In his study, graphic, tabular,

.and te)hual (in the-present study termed script paragraphs) formats.%;;ere used with

a constant information set to ascertain if.they had a differential effect on the

learning of quantitative-information. The findings of interest rilative t tfiis

study are:

1. "The forms in which complex data afe arranged make a decided difference.
. in the resultant learning."

2. "Above a certain quite low limii of complexity number of data did not
affect intany way the relative effectiveness of the various forms."

4

3. the smaller the quantfty of information and the simpler the pattern,
the better the recall of specific.amounts of information..

4. parAgraph form (script) was found to be poorest of all when compared
to another form aka pictographa were generally simpassed b'y other
foris.

5. the bar graph was b,est utilized in ihe recall of comparisons which
.) involved a "fair" degrte of difficulty.

6. line graphs were best for the recall of relative increase, decrease
of fluctuation.

7. tables ffectively present information that contains specific amount'S.

More.recently, Wolfe and Martuza (1976) point to the wlde belief that

graphs and tables are effecgrive media for displaying quantitative data. Building

kraphs and tables is a skill taught by many disciplines, and are also used

widely, in journals, texts, etc.

Sciglimpaglia (.1.977) points out that "in the'areas of marketing and consumer

behavior, the question of how information format affects decisions has only

recently been studied." He reviews two stlties of note: In the first of these,

Russo Krieser, and Miyashita (1975) found that for most products studied
1

consuMer's utilized ipformation displayed in summary (comparative) pricing lists
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more effectively than the standard shelf unit-pricing., Chestnut (1976) used

-energy efficiency-ratings of fiypothesized lightbulbs to test for differences

between a verbal description of energy ratinis and a numerical description. His

firidings indicated that subjects who were exposed to the numerical information'

were berter able tO recalr the information over the short-term, but those who

used the verbal information had greater long-term memory of the ratfngs.

Sciglimpaglia (1977) in his-own study reports that "information display is4.
probably at least as important as information load 'with respect to consumer

iesearch an4 public policy." He calls for furtffer research in this area.

A review of the communications and journalisi literature revealed seVeral

studies investigating the differential potential of the various'media available

today (print, radio, television; and combinations of the same). The.findings

indicate that "no generalization as to which medium might lead to 'less ldss of

in6rmation emerges frohl the literature," (Wilson, 1974) while L. P. Bart 09741

found that better comprehension results from print than fram the three styles of

'radio delivery hetested. -

-In another area, Hoyt (1968, 1974) has found that using color cartoons in

conjunction with tables isan effective means of presenting information to

vocationally-technically oriented students ("specialty-oriented" students im

Hoyt's terminology). .A 1978 study by Williams found that for children pictures

included- in the text caused them to read more slowly. The slower reading effect

was augmented for those who-were poor .readers as indicatg by previous testing.

The "question and answer" format was used by several of the rhstitutions

participating in the Fund for the Improvement of Postsecondary Education's fetter

iInformation Project I (Univès.i.y of California at L.A., Syracuse University and

Mountain Empire Community College in Virginia). At least one of the institutions,
0

Mouritain Empire; after 'conducting interviews, concluded that they should use the

question and answer format sinCe it seemed to present information most simply and

directly.



. In a series Of expetiMents conducted in the early 1960s.under a contract

from the U.S, Air Force, Schutz (1961 a & b) evaluated.graphiC.trend display

,formats (line graph, vertical bar5raph, and horizontql bar graph) and methods'

of presenting multiple graphic trenda.

The major findings of this study.were:

j.
that line graphs were preferred, "followed closely" by vertical bar
graphs (line graphs should be used to show time correlqted data), and,

the use of color over black and white gra9fric displays only improve
performance slightly.

Analysis'of the NCHEMS Better Information for Student Choice data base

yielded some preliminary findings reported in Lenning & Cooper (1978). 'Based on,

_percentages of'students selecting apopg. five alternative formats, they found

tables to be selected most often (9 of .12 items) as most meaningful. TAbles were

also found to be most useful for comparing two ficticious sets of information
4

1
(College "A" and College "B") in 8 of 12 examples.

- In ansFering the question, Does the Form of Institutional Co unication

to Prospective Students Make g DiTference in "Better Information?" Lenning (1076)

11.11

found that even.though one may have the best information possible (proper type,
k

content, level, and accuracy).it may not really be better information Unless it

is in a formAt that is understandable and meaningful:and it actually reaches

the prospective students at the proiper time for them and it is paid attention

. by them.

He found that institutional communication to'prospective students can make
.00

a difference in more Meaningful information, and discusses in depil seven'

tactprs'or 'communication characteristics of better information." They are

listed as:

1. The information 1 delivered to the appropriate person.

2. The information comminicatiOn is unmistakably designed to inform
rather than sell.
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3. The informat on ts timed ana'secitlenced.

4. -The informtionths an organization and format that promotes understanding.

.5. The informa ion has an'atIkentton-getting and motivating forM.-

446.
6. The information is in a form that facilitates use and application.

7. The information is communciated through an integrated dissemination
system. (p. 4).

An important recent study by Chapman ain_d_aJohnson (1979) investigated whether

-.high school seniors understand-college recruitment literatilre, terms of reading

14 1. Their findings indicate.that the reading diffiaulty level of college

catalogues was mtih above their primary, audience, Oe hi h school, senior.

Vurthermore, as found in previous studies (Lenning & Cooper, 1978, Chapman and

Johnson, 1979), dollege bound hfgh school seniors have limited understanding of

f

the basic terminology found in college catalogues. It should be n
Ned

that these

terms are neither defined in t.he'tlit nor are-glossaries. provided. Johnson nd

Chapman conclude that "colleges need to examine ,their recruitment literature for
k.

.

Ofr
its level of presentation as wellas its content.

Literature related -to advertising indicate at format, "The totality Of

words, pictutes, graphs, charts, etc..." (Gen 1973), is an important component

44'in progucing organized and meaningful information. The effective use of adveidLsing

principles can result irraccessing the apftopriate target population and

commtinicating effectively with them. But, ,these principles'appear to be based

more upon-experience-and practice than experimentation.

The pertinent studies reviewed on formating written inkormation indicate

that only limited guidelines exist for developing these kinds of formats tor

i.senting college,related informat On. These studies also suggest that alternative

presentational modes to the scri (textual) paragraph format in dominant use should

be investigated, Furthermore, providing more meaningful information'depends

upon the fortat that enhances its meaning and understanding, and is presented to

dlrhe.consumer at the appropriate point in deCisianmaking.-

a
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This study,investigated the ways in %atich inStitutOns of-higher:edgcation

can provide more meaningful information'to Students--Opecially,pdosective
,

t
. 0

students. Morepecifically,,the st ia. investigated iile question "How c needed'

..o
,

'..,, .

.

,

t

, / N:11information best be presented to stu4pnta so as to fagilitate their assimilation

1;'"of the material and*foster improved decisianMaking?" iPresently, institut ions.

, ,
,

..; . ,

k.. have-feW,empirically-d ces o orfrived sourf infmatiOn ihat might serve as. guidelin-es
.,

on hOw.best to format, communicate, and disseiinateiolleli *formation.
,

The hipotheses derived for this study eminate remithe needto devel4 means
,

I .,

of empirically testing theluleaningfulness/OnderstaNlability and comparetility
4 .1

of written formats. Furthermore, the hypotheses 4teet exploration for
P

differences along

variables of age,

country; and lev'el

were:

these variables by selected and :Important marRet se menting
t'

ethnicity, program/major, type4einstitution/reiion of the

oC-education. Specific hypot*ses to be tested 4n this "study .

;

H
la Understandability/meaningfulness is 4qually effective for all of

: e
the tested written formats.

H
lb: parability between information develow4,..for iistitutioñ liA" atid

institution "B" is equivalent for alfl. of the tested written formats.

112d: Sex of_the respondent has no effect on the meaningfulness/understandabili
of the written formats tested.

H
2b:

Sex of the respondent has no effect on the comparability of ttie
written formats tested.

H. Age of the respondent has no ef4ct on the meaningfulness/understandabilityla
of 'the written formats tested.

r
ip

-
.

H
3b:

Age oJ the respondent has no effect n te comparability of the
. writt n formats tested.

114a: Ethnicity of the respondent has no ef eet on the meaningfulnes/
understandability of the written form ts tested.

Ethnicity of the respondent has no. effect on the comparability of4b:
the watten formats tested.

Program/major of the respondent haS no effect on the meaningfulnessNa:
understandability of the written formats tegted.

H 5 bot-
Program/major of the respondent has no effect on the comparability
'of the written formats tested.

ar.
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Type of instiLtion/region of cotintry.of k-te respondent has no. Eta:
efect on the meaningfulness/understandability of the written formats4

tested.

116b:
Type of institution/region of country of the respondent has no
effect on the comparability of the wripten formats tested...."-

H
7a: Level of education (high school/college) has no effecean the

meaningfulness/understandability of the writien forMkts tested.

7b:
Level of education (high school/college) has na effeeon the
,cOmpai-4bility of the written formats tes0.

Sample Design

The study used data gathered by the'National Centek for Higher Education

ts.

Management Systems (NCHEMS), data which constituted the Better Information for
a4

Student Choice data base on written formats. -Institutions that provided the

stildent satple fQr the study (with the exeeption of the high school sample) had

PrevioUsly pgticipated in an NCH:EMS investigation of the information hee s of

colleg; students. The survey of information needs (College Information eds

Questionnaire (CINQ)) discovered 29 items were rated most importantv and these

provided the item potfo:or the questionnaire investigating preferences for

format ("Presenting Better Information Questionnaire" (PIBQ)). The colr4es

participating in the.study'represented different se4tors ef fiigher education.

The-were:

. Central State University (Edmond, Oklahoma)

Colorado University (Boufder, Colorado)

Drake University (Des Moines, Iows)

Seattle Pacific Collegei(Seattle, Washington)

. Valencia Community College (Orlando,, Florida),

Selectian of the colleges/universities sample took place under this aegid of

the Campus cOordinator. They were instructed to select a diverse group of new

freshmen and have at least JO respoyents for each of die two farms of the-
,

questionnaire. This would provide a miaimum sample of 300 respondents from the

colleges/universitie.g'and a cell size of 30 respondents per school per form of the

12

e,
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.
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. .' W A

e. . M
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-questionnal the rationale id-using a.4iverse but not necessarily random .._.
. .

',.

._

aam.ple was to minimize the e'Ost and effOrt of obtmining. the 41leg-e:student0_ .
.,

. . .
..

0
. ,

.
sample. In Cdhsultation with the campus coordinatora, the researchers ascertained'

. .

°
t6t the eria,erimental natuie qf the instrumints devised to test the-Lormlits did

. P

e

,I .. '
4. .

no t ,- in the scope of ;his initial_ study lwarrant-the greater cost and' effort
. , ..

, .

.

10

.14equired to'assure a random sample. .

I

The sample of 65 high'school students was selected systematically.from college
-.,-

_, A ,..
: ,

. ,

, bound.high school seniors in fhe.Denver Public School System. Theae students-were.

added to'lhe daia Oase by NCHEMS staff in'the Fall, 1979 after it was determined
_ .

:

-4,
. a representative,high'schooi sample had not been previously collected. this- - .0,

4,
,

.

..,
1

a resulted in total' f 423 persons found%in this NCHtMS data-base.

Questionnaire Development

development of.the
A

questionnaire (figure 1) proceeded in the'following.

'manner:

*
A Development of initial instrument,

Feedback and revisionr

. Pilot test, and

.-- Application in the'field.

The data were arrayed into five formats that are in common u4e or are

recommended for use in presenting written information:

.tables-thia format is,9=ently foun n some college publications and
is Often used for lnstitUtionak record keeping (i.e., the College's
FadtAdok and computer formats),

tables with a pertinent Cartoonusing tables paired with cartoons was
found to be an effective format by Hoyt (1968, 1974)t who used it for
presenting information'to specialty-oriented:students.(ise., students
oriented towards occUpational'ancltechnical education), ,

bar and line graphsfOrmats that have,been found effeCtively to(
c9mmunicate trends, patterns, and comparisons- (the content of the`..-'
information item dictated which of the graphs were used),

-

4.0

0
4110.,
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C0610 WE HAVE kAINUTES OF YOUR Tok? Last:spri a survey was conducted that explored prospective,college students'

/
needs' for var

4
Oltems of information about a c the at are often unavaila6le to such studeots. Approximateli 4.000:

high.school s 1iors, counselors, college students and artents around the eountry.completed the survey questionnaire.
Tweniy-nine of Ahe over sixty infonmation items on the IuestAonn.afre were perceived to be especial4y important by the.
variOU4 groups surveyed. ,

.

, ( , i .

. ,

DIRECTIONS. 00 this shept you are being asked to give your opinions concernino different ways. of pretentingdifferfant
einformatiOn about colleges,that are demOnstrated on the Other sheets You will note on' the frost'and back of

eath-etlached sheet'that-five lterfiative ways'of presenting the same information are illustrated,Ind that examplesAare
shown side-by:side far two co)leges. College-A and College P.

1. Detach this sheet (Part I) from the other sheets (Part II).
4

2. So that we may erplore haw different types of students reacted, please provide the background information requested
in a-..d below: )
(A) SitA -(b) Age (c) Racial/Ethnic Category .(d).trogram Major ,

3. Read the first page of Part II (Information Item 14. and answer Qeestions e and f belpicfor Information Item 146
checking (V) the appropriate box in the first row of bore's for each questTon. Continue in OW JP4Ode munnar to.

ansuar.guastions itfUmd t:about rnformation Itame 2-7,

4. P)ease make any COMMents yOu vinuld like to make on the bacrof this sheet (for example, what oth4 ways of presenting
. ioNriatioo, or combination; of ways, should have been considered?),..

5. if, the questionnaire.is beirA completed in a group.setting or wa$ delivered to you personally, please return this".
completed sheet to the person in charge. !

(e) WHICH WAY OF'PRESENTING THIS TYPE (f) IN WHICH WA'Y OF PRESENTING THIS
OF INFORMATION IS MOST UNDERSJABO- TYPE OF INFORMATION IS IT EASIER
ABLE MO MEANINGFUL TO YOU? ') , TO COMPARE COLLEGE A AND CCtLEGE B?

I ' I roat I ve 41,144444144 Altrsoft Atuaillawo A1on444144 10444144941 It:molly* Atterwallva A14.61444144 4.11444441.4 /41444.444144
1 I 1 4 6 1 2 1 4 5

Information Item I (73 ' C73 Cli E3 CD ED _ E7] r= c:: cp C73

Information Item 2 L73 C73 C73 173 C73 L.1.-.3 1 1 C73 CD, C73 CD
4

Information Itqm 36 . C7) C73 C.3 C73 C73 ,C73 CJ C.73 LA CD
Ihformethin Item 4 L:=1 ci ED ED L73 ,E=21 U 11.1 E") ED =1
Information Item 5 c7.) C7D LD ED C7D CD C7:) ED ED C73 C73
Information Item 6 C_J ti C=3 EJ C7,3 C_J CD C73 CD C=3 CI)
Information !tem 7 CD 1L 3: =1 C73 C73 C71 C_3 CD C3 C.71 C73.

1

FiTCRIFJE 1: ig.g.iogokyl\or pimENTiNc WU= INFoRmATIAAVOTIONNA1RE
,

14
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questions'and anse,-.Ters--found to be an .effective formitfor presenein
more meaningful information-at Syracuse Untversity, University of .-

California at,Loi Angeles, and MoUntain:EMplre Conimunity College, an'

.script paragraphs (textual)--moat information presented to'students by
colleges today use this format exclusively.

.Subjects seleeted among five.written formats.(tables, Cables and cartoons,

script paragraph, question arid answer, and charts.and graphs) in responding to

the questions.:

12

,

... "Which-way of presenting this type of information is most understandable.

-
' and meaningful to. you?" and

i.
.

.
460. r ..

. ..

. "In whith way of.prAenting this type of information is it easier to
,compare College A and College B?"

Research Design and Analysis

i)revious analysis of the NCHEMS Better Information for Student Choice data
. ,

base oa preferences for written formats consisted of only a simple tally of

respons'es and visgal data.scan for the survey group as a'whole and did not include

6mparisons with-high school students (Lenning & Cooper, 1978). In comparison,

the research design developed for this study-analyzes the data at several

levels in order to test.the hypotheses (see figure 2):

Responses were analyzed using descriptive statistics, Chi square analysis,

and f'O'r.--the relationship of age to the selection of forOat, analysis of variance.

Tests orstatistical significance were computed with assistance of SPSS (Statistical

Package for the Social Sciences: Version 8). For the analyses, level of

significance was set at a < .01.

Review of the Findings and Discussion of Implications

The findings of the study are _reviewed in this section. Implications for
4.

potential use by persons preparing written information are also discussed.

The tests of the hypotheses usipg chi squarAre shown in Table I. The

statistically, significant valoes ot chi square indicated a relationship between

preference for the most meaningful written format and the variables of sex, age,
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XIASSIFICATIOISI VARIABLES

QUESTION AMU ANSWER

CHARTS AND GRAPHS

FIGURE 2

IBM:PENDENT, DEPENDENT, AND'CLASSIFICATIO4 VARIABLES USED iN THE STUDY
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TABLE I

141141MAX OF T11E TESTS OF. IMPOTOESES !MING 011 WARE

MUT.

RE4ECTED RLIECTED VALUES OF x7

Lt: Meaningfulness Fermat X

.11
lb: Cempacithillty x Format X

H
2n: Meaningfulness x Sex X

0
26: Comp'arabillt 3( Sex X

It

la: MennIngfulne m x Age '

0
lb: CnoparablLity i'Age X .

4n: Menningfulnesm x Ethnicity X

"44; Ilksparability x EtsbnOity

0
54: Meaningfulness x X

-0

5h:

0
6n:

1161s:

11

'
Ms:

Cossmtabllity x Major

Meaningfulness x Institution-

Comparability x Institution

Meaningfulness x Level ofiEducntIon,

onmparnhillty,x Level of Education

54*

X " 65.114

2
. X -. 82.11

-

16.16
2 ,

X

2
X . 1203

2
X a 141.05

2
X ' 98.6

91.73X
2
'

2
X 327.02

x
2
i 1173.83

2.
X ' 50.07

4

30 < .001
_-

24 < .001

< .0015

4

15 < .001

12 < .001

' 5

.-
,e

< .01
.

DECREES OF
FREEDOM PRODABILITT

60

43

s

4

.05

< .001

< .001

25 .6o1

20 < .001

.001

< .001
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ethnicity, major, inSxitution (or possibly*Tgio; of the country), and level of.

education (high achool NS. college).
. Significant statistical relationships were

also demonstrated between the selec'tion of the Most comparable 1,iritten.format and

-the variables of age, majqr,. institution (or possibly region of the country), and

level of.education. Tests of significance were also conducted on the.total sample

for,the qutstions of selection of format based on. meantngfulness, and the usefulness71

of the format.in making comparisons.

Significant chi square values found for meaningfulness and comparability

variables have several implications for those preparing written information.

The rec mmendations are based upon .substantive findings, where respondents

)indicat d)a majority preference fbr a speCific format,. The.primary Einding is

0
that the format selected by the large majority of respondents as being.meaningful

and useful'in making comparisons waS the tabul'ar format, not the'scriat-format.

Foi the question of most meaningful format, tables with cartoons\gere
4

... .

selected second-moSt.frequently,'with the question and aftwer,format-third. FOr
.

Y .. ,
. ',.

the question of most comparable formatcnarts and graphs were selected Secomd7-,

most frequently followed by tables.With cartOons.
f, %

,,----.

In developing.written infoxmation, greter use should be made, where possible,

of tabular information in order to Wrove the meaning and comparability of-
4.

'information. The use of interesting.cartoons or other graphics may enhance the

information presented in tables. Comparability of information may also be improved

by the use of bar graphs. The very limited item testing conducted in this study

showed some variation in selection of the charts and graphs format, which was,less

frequently sel4Cted when line g aph formats'were used in the information item, and

mdre frequently selected when bar graph formats weye used. Perhaps the,broadest
N,

implication in this area was summarized by a respondent who commented:.

I think that when relaying informaiion of this t ,Jrpe to students, it
becomes more meaningful whgn an explanation o.f/the data is given along

r, with a table'of values for instant comparisons.

18
Alp
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Thus, a.useful formAcombination might include the queStion and answer

format-with ,the data presented in tab149.7for ease of comparison:

The-significantstatistical findings related to the various classification

(or segmentIng) variables gathered in the study and selection of format by -

-respodents indicate the nee<or further study in this area. The information,

provides,some interesting Cues for stratifying written materials for different

subgroups. Basica4y, there are statistically significant relationships between\

all of the segments andoee selection of the most meaningful written format. The

0 same could be said for mpst of the segments and the selection pf most.comparable

written format.

Institutions are .ttc\ring more concerad-about segmenting their markets to
/

. , ..

determine needs-amongst their potential clients, and In ordeetp attract the.

specific taiget segments'for whiCh their Ofograms are most appropriate. This
A

0
cOncerri, for s'nmentartIn Ilas grown from the increased'competition for scarce

reaeurcel. (attraCting studeniretaininge,students, maintAning or developing an

institutional image ana position,. building an.instituflonal strengths, etc.),
.

p

and the incfeasing use of marketing techfitgues coordinateok by i stit tic5n-wide

fforts (as-advocated by Johnson, 1979 a.tici Kotler, 1975).
,

The fdlIpwing discussion characterizes the'way in whieh the study findings

analyzed by segment, might be toed to prepare materials targeted o the segment

being discussed.
14

Written materials targ t d by sex (e.g., targeted to homemakers, to

prospective students at sing1.e sex colleges and high schools, and so forth) might

, include more tabular presentationj)f material 'for males, and more itei in

que 6n and answer format for females. This difference in preference for format.

might be an indicator pointing to the use of the previously suggested "mixed"

'format consisting o f the questIon rid answer format linked to tables for compArison
(kik

purpcises.

19
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Segmentation based upon age of the target group (target market) might use

more tabular presentation for y unger age groups, .and more question and answer

lormat forolder age groups.' Hiare detailed generalization about the effect of

age on format for preference awaits a study using a broade sample of age rangep

than was a ilable through the data baae _used for the current study. With greater

. numbers of pondents in the older age categories, differences in prefeAnce

.might be 'accentuated..,

Differencestin responses by ethnic minorities and CaLcasians indicate .

'sizeable agreement as to preferenee for the tabular format. However, minority .

respondents foünd the addition of cartoons more useful lop Caucasian.respondents.

-Additionally, minority respondents indicated less p'reference for formats recwiring

)4)reading of information and conversely were more disposed toward formats that did

not recidire reading-of text. Therefore, written 'materials developed for the

'minority population Ike.y more effectively communicate.the informatidn if they

usefartoons, tables, and graphs. Interviews conducted during the preViously
,

noted information needs assessment by benning and Cooper (1978) indicated
)
a desire

by minority students for information targeted ta them about special minority

.programs and activities,,- the.number of minority,students on campus, catalog

types of items Rrofiling minority students, etc. Thia information 'might be

provided using the findings stat4d above. The data base did not have sufficient

representation from separate minority groups (e.s., Ikacks, Asians, etc.) to

study differences at this'level, although it may be surmised frem the differefit

information needS of students discussed in Lenning and Cooper (1978) that format

preferences may also vary by spedific eehilic background.

The data related to majors/programs implies that differences in preferences

for format might be used by those individuals preparing materials targeted for

ecific majors, programs, centers, schools, and dolleges. Thda., a department

preparing materials for students in thp physical sciences might preferably use

20
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Materials:that conaist of tables.and graphs but.a college of engineering mIght

pieferably use the tables wtth question and answer.format combination. tfie

findings for this variable.were of'special interest'to this researcher whose'

intuitive conclusions' -about format preferences-were nqt always consistent with

18

the findings for many majors. Majors expected to show a high preference for

graphic format (e.g., engineering) indicated, instead; a substantial response to *

f
the verbal* oriented formats'(tcript and question and answer). Nevertheless,

P
for ngineering the Majofity preferred the tabular format. Majors typically

associated-with verbal ability of studdnts (letters, for instance) do not

necessarily show 4 high preference.lor script-or, question and answer formats.

..In summary,' preiiiñar rdati olAained abdut the preferences of students in

different majors or written formats does.not indicate the expected linking of
4

technical fields to technical formats (and Vice-versa) but rather unique preferences

. are demonstrated fdr each major a It should be doted that informaiion in

the da...a base was gathered from.s u ents who-bad not spent a length of time in

their declared major field.It is possible tfiat preferences for written

infdrmation format by junior or senidr year"students might diffet from the 'results

discussed above.

The:type and level of institution a student is attending appears as a

a,
potentiallyireful segmenting variable for the data analy27ed. .The basic implication

is that students attending major research universitie4 have a greater preference

for the tabular format than do other students. Furthermore, if a continuum can

be created by type of institution, running from major research universities to

high schools, the preferende for-the tabular format would'decrease toward theL

high school end of the continuum. Most likely, the use of non-verbaljorMat4

(those that do not require.reading of sentences or text such as tables and graphs),
IR

would be most preferred by tfie high school segmeht, as would the Addition of well ,

done cartoons and/or photography. Colllege stgdents as indicated above, tend to

prefer tabular.formats.

21
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Conclusion

Written -formats tested in this study were 4e1ected diiferentially by

rea,pondOnts based upOn-the ability of-the format to present information in a

meaningful/understandable manneri and in a manner that made for ease.in

compvisón of information. This result supports the finding by Sciglimpaglia

(1977) that type of information display effects the.ability of a person to.

process information.
4

Different segmens":6f.the population were also found tO respond in different
.

ways to written formats. ThiS information might be used in the development

of,information targeted to a Segment of\the pollulation wiih whom a college is

attempting to communicate. The use of appropriateefoimats'in communicating with

*
students and prospectile students in general, as will as specific segments of the

student population,'might improve their processing of ihformation, thus, closing

an important link in the marketing process--and leading io bette; decisionnaking

by,students.

N."
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