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INTRODUCT ION - . "

-

Higher éd&cqtion is in the throes of change. Va;ious trends have forced
‘institutions to search for new clientelL and new instiﬁutional
dgygctions andltg‘explo;é né% modes of ;meunicating with their prospective
clienteleﬁ Some of the;e trends are:

higher educati&ﬁ

Decline of the traditional clientele, (i.e., the cohort of'graduéting_ e
high school seniors) 1is approachingreality. Projections indicate
- that enrollments will decline through the.1980s (Dresch, 1977)y

. Student conspmerisl'(studenﬁs;making selective choices'of educational
services that satisfy their needs) is a gro&ing phenomenon that is

.  reinforced by recent legislation at the federal and state level -

(Higher Education Amendments of "1976) and by the upsurge of student - BN
“w~ lobbying organizations (National Student Educational Fund, United" '
A ‘States Students Association), and
. Public concern over the Hprpoées of education have led to open .
. questioning of the outcomes of higher education and its '"value"
(evaluated in terms of return on investment, foregone income, actual
cognitive, affective and economic out¢0mes; etc. Dresch, 1977, Witmer,

1871, Bowen, 1978, Bird, 1975). ( .

A

a During recent'years} the activities associated with gssessing the meeded

-+

services of clientele.and seledtivelf matching those needs based on the functional
! .

role and capacit§ of the organization has gained wider pur&iew in the-higher

-

education community. More recently, céllggés.and universities have depended upon .
student’choice-to-allocate educational se;vices, making the assumption that students
are wéil—infogged apd‘making the "riéhg" decisions. The marketipg.thrust,

combined with research ggdicating that students are often not well informed or
making the right decisions (Pantages and Creedon,‘}Q?S, Stark, 197?), have induced
institutions to ask questions about their communications with sgddenta. One of

the questions that remains unanswered is '"How do we most éffecti&ely present
ééaningful information to students?” As.detailed pelay this ;%udy sought to prov%de
gome answers to this question Qy exploring variables related. to written inforﬁation

< . - ) ‘J r
and to formats presenting that information. ~ : .
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What 1s Meaningfui Information

It can be assumed from psychological research that the more meaningful the

‘o

infornation "The easier it wili be to learn." (Kretch, et’al,, 1969, pp. 316-317).
— Furthermore, Kretchifinds thet‘“ﬁuét‘aS~more mean#ngf ul items'ere generelly more
easily learned, so are they more easily retained.'" The movement to provide more
meeningful information to student-decisionmakers has been most recently identified ®

nith the Better_Information ggr.Student Choice projects sponsoréd by. the Fund for

»

the Improvement of Postsecondary Education (FIPSE). The term "better" infornation

-~

which érose_from the projects and subsequent interest and involvement in this
area by institutions and their constituents, is subsumed by the concept of

meaningfui information as used by‘this author. Meaningful information provides
\

relevant kiowledge in a communicable rmat. that is readily availab#é and -\;\‘

‘ . ! T

consumable by prospective students (as well as .current students) to aid in forming

Cen
- '

a "best" answer to the major decisions.they face.
- “ Information and Total Institutional Marketing
. . Colleges and universities are employdng to varying degrees marketing techniques

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

PS

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

hinders the overall effectiveness of their actions (Gaither, 1979). Within a

~

growing number of ingtitutioné marketing is, or is becoming, an organized and n\\
coordinated activity (gee for example Litten, 1978, Steinberg and Davis, 1978,

Lucas, 1974 and Leister, 1975). Marketing has been defined by Kotler (1975) as the:
« ...effective management by an organization of its exchange relations
with. its various markets and publics. All organizations depend upon
' exchange relations to attract resources that they n&ed to convert
them into useful products and services, and to distribute them
effi¢iently to target markets. Marketing' is'® systematic approach to
planning and achieving desired exchange relatioas with other groups.

-~ (p. 13)

»

/ As Kotler points out-in a subsequent article (Kotler, 1979), marketing is

[N . “

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

¢ ) broader-concept than just selling .as the definition indicates.
- - - i

. . ~ . '
Q 5 = . 5
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Development of an institutional marketing plan in most cases has been a -

. teaction to the forces of decreasing enrollment (creating a buyer's market and

b

expressed as the need to define the institutions target market) and the increase
in student consumerism (which necesgitates Eeleccively meeting’ consumer needs).

Although student consunerism may wane, institutions will coptinue to incorporate

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

3

the "total marketing concept" as bringing'"people, programs,‘nianning'hnd process

together in an objective-centered system that asks difficult quentions," swth as:

*
?

1. What business are we in?
2. Why do students attend our institutions?

3. Why do students continue at our institution§ and why do they graduate?

- !

4. Why de stuﬁent%{ieave?

5. Are we ignoring possible new markéts? | -

~ . . \

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

[ . . v . . ’
Marketing in higher education has a primary function to provide the best fit

l

<between institutions and student gesulting in the student making the. best choice.

"For effective ‘marketing, each program and course must "fit" student needs...

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

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

-

Review of the Literature Related to _
Formating Written Information .

he format of written information whether it is presented as a script

te

(textual) paragranh, a line graph, or a table) may be related to how effectively _

3

the information 18 communicated in terms of ‘how meapingful and understangable the
information may appear, and hnw the format permits ease of comparison betyeén .
similarly formated information. Research related to the presentation of written

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

A
- as psychology, education, comnunication,: jourpalism, etc., and the area has been

)

6
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studied from different viewpoints. Nonetheless, few studies provide direction in

\

answering the questions posed'in the presept study.

L]

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

2

‘ ~1s the research conducted by washburne (1927). In his‘stuéy, graphic, tabular,

. 'and texdtual (in the-present study termed script paragraphs) formats were used with

L -

- a constant information set to ascertain if,they had a differential effect on the
N

learning of quantitative-information. The findings of interest rélative-tm this

stody.are: . \_
1. "The forms in which complex data are arranged make a decided difference
in the resultant learning " . .

«~ 2. "Above a certain quite low limit of complexity number of data did not
affett inhﬁny way the relative effectiveness of the various forms."
-~
3. the smaller the quantity of information and the simpler the pattern .,
the bexter the recall of gpecific amounts of Information..

4. paragraph form (script) was found to be poorest of all when compared
to another form and pictographa were generally surpassed by other
: forms.

-

5. the bar graph was best utilized in the recall of comparisons which

)‘,x involved a "fair" degree of difficulty.

6. ‘line graphs were best for the reecall of relative increase, decrease
of fluctuation '

Y

7. tableS'effectively present information—that containg specific amounts.
More recently, Wolfe and Martuza (1976) point to the wide belief that
graphs and tables are effec?ﬁve media for displaying quantitative data. Building

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

b aired

widely, in journals, texts, etc. T

Sciglimpaglia (1977) points out that "in the‘areas of marketing and consumer

-

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

t

F—

recently been studied."” Heé reviews two stdfiies of note. In the first of these,

. _ . i
Russo, Kries§r, and Miyashita (1975) found that for most products studied

t ) ° i
consufier's utilized information disélayed in summary (comparative) pricing lists

Lo, ‘ N 7
\‘)‘ ‘ 4}"-' *‘*"‘{‘." : . . »
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. more effeotive;y 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 ratings and a numerical description. His

»
P

findings indicatgd that subjects who were exposed to the numerical information
were better able to recall the information over the shogt—term, but those who
used the verbal information had greater iong-tetm memory of the ratfgs.

Sciglimpaglia (1977) in his own study renorts that "information display is
v .} .

'probably at least‘as important as information lond'with respgqt to consumer

. research and public policy." He calls for furtﬁgr research in this area.

- , A review of the communiéotions and joprnalisdilitératnro reveéled.seferal
studies invéstigating thebdifEErentiél potential of the varioné"media avéilabio '

y today (print, radio, television,'and combinationé of the qamé).v Thé-findings
indicate that "no generalizatien as to which mediym might lead to 1esolidss of
information emerées from the literature,” (Wilson, 1974) while L. Df‘Bart (ib]&)

found that‘bett!r comprehension results from.pfint than from the three styles of -

-~ f -

‘radio oelivery he tested.

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

-

conjunction with tables is -an effective means of presenting information to
vocationally-téchnically oriented students ("specialty-oriented" students in

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 augménted for those who were poor readers as indicatgg\by previous testing.

' The "queétion and answer" format was used by several of the institutions *
: . .

"participating in the Fund for the Improvement of Postsecondary Education's Better
/'Information Project I (Univétsi{y of Calif0rnié at L.A., Syracuse University and

Mountain Empire Community College in Virginia). At lenst one of the institutions,
e

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

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

L
directly.




-

-

In a series O0f experiments condncted in the early 1960s. under a contract
from the U S. Ailr Force, Schutz (1961 a & b) evaluated graphic trend display

_» formats (line graph, vertical, bar\graph and horizont&l bar graph) and methods‘

Al

of presenting multiple graphic trends.

e : The major findings of this study were: )

R e

g

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

. the use of color ¢ver black and white granpic displays only improve .
performance slightly. .

Analysié’of the NCHEMS Better Information for Student Choice data base

yielded some preljiminary findings reported in Lenning & Cooper (1978). -Based on
¢ ¢

. bercentages of ‘students selecting apopg‘five altérnative formats, they found _
tables to be selected most often (9'0f.12 iréms) as most meaningful. T3bles were

a%so found to be most useful for'cumparing two ficticious.sets of information

(College "A" and College "ﬁi) in 8 of 12 examples. » _ 6
. « In answering the question, Does the Form of Institutional Com&unication :

te‘grospectiveﬁStndenrs Makg a Difference in "Better Information?" Lenning (1976)

S found that even. though one may have tha best information possible (proper type,
¢

content, level, and accuracy) it may not really be better information unless it
L}
is in a formdt that is understandable and meaningful, "and 1t actually reaches
. the prospective students at the proper time for them and it is paid attention

. by them. : : ;

1Y

He found that institutional communicatien to prospective students can make

1 ) v 4

a difference in more meaningful information, and discusses in de§ail seven®

factors or "communication characteristics of better information." They are
" - ) B

listed as: | : N

-

1. The information is delivered to the appropriate person.

LAY

2, The information commgnicatibn is unmistakably designed to {nfOtm
rather than sell. . >

3




/_7>_ 6. The information is in a form that facilitates use and application.

(W |

-
- - \'\ \(
tion~hhs an organizetion and format that promotes . understanding

L

<

7. The information is communciated through an integrated dissemiation

system. (p. 4). , . . -
- An important,recent study by Chapmen enﬁoéohnson (1979) nvestigated whether
high school seniors understand- college recruitment literature terms of reading

quel Their findings indicate that the reading difficulty level of college

. catalogues was muﬁh above their primary audience, tne high sehool senior. *

-
AY

Futthermote, as found in previOus studies (Lenning & Cooper, 1978, Chapman and

Johnson, 1979), college bound high school seniors have limited understanding of

the basic terminology found in college catalogues. It ehould be nqQted that these
terms ate neither defined in-the'tegt nor are glossan;es;ptovided.Q\;:;:;;;‘ﬁnd -
Chaoman conclude that "collegee need to examine{their recruitment literature for

: YR A 2
its level of presentation as wellkas its content.'

Literature related to advertising indicates-that format, '"The totality of

words, pictutres, graphs, charts, etc..." (Gen h, 1973), 1s an important component

* 1ip producing organized and meaningful information. The effective use of advgpcising

2

principles can result i accessing the appropriate target population and

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

3

more ubon-experienee’and practice than experimentation.
; The pertinent studies reviewed on formating written information indicate

that ohly limited guidelines exist for oeveioping these kinds of formats for

%;/B;esenting college\related?infor:i;}6n.' These studies also suggest that alternative
pr

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

be investigated‘ ﬁurthermote, providiné more meaningful information ‘depends

.

upon the format that enhances 1ts meaning and understanding, and is presented to

&he consumer at the appropriate point in decisiomaking.

K

~ | o 1‘0' | .
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This study investigated the ways in dﬁich institution; ef higher edqcation
can provide more meaningful information-to students—«es;ecially‘pnésﬁective ﬁ
) neeéed‘

More\specifically, the stgﬂy investigated the question "How ca
~ VN

N

' \t)

students.
information best be presented to students S0 as to facilitate their assimilation
*

2

of the material and foster improved decisionmaking?" rPresently, inatitutions
8

s

on hoe.best to format, communicate and disseminate EolleiB ﬁhformation. *

have few empirically derived sources of information ghat might serve as guidelines
The hxpotheses derived for this study eminate %ramithe need“-to develop means

g'!
o
;
f
¥

14
Y.
N4
o
;
L4
1T Y

of empirically testing theﬁneaningfulneas/nnderstanﬁability and c0mpargbility

Furthermore, the hypotheses dﬁrect exploration for
-,

-

3
of written formats.
differences along these variables by selected and important marKet se) menting
f . El
'f\P

type of institution/region of the

Variables of age, ethnicity, program/major,
- T _
country, and level of™education. Specific hypotheses to be tested dn this study
* ¥ = ~ [}
| were: ; t .
[} . ; ;/\ .
Understandability/meaningfulness is equally effective for all of
;\

H
1 -
a the tested written formats.

<* H,, . parabilitf between information developed for institution "A" and
institution "B" is equivalent for all of the tested written formats. '
11//

Sex of the respondent has no effect on the meaningfulness/understandabi
By ,

¢
2a* -~
g of the written formats tested.
Sex of the respondent has no effect on the comparability oﬁ tpe‘ '
,\

"

i

’

2b: written formats tested.
Age of the respondent has no effict on the meaningfulness/understandability
-

of the written formats tested

ro-
HBb‘ Age of the respondent has no effect n Eﬁé comparability of the

writtpn formats tested.
Ethnicity of the respondent has no ef ect on the meaningfulneqs/
S

understandability of the written formdts fested.
Ethnicity of the respondent has no. effect on the comparability of

.-~.__¢——“/f ,
Hib:
" the written formats tested.
Program/major of the respondent has$ no effect on the meaningfulness/

Haa

-

H%a. understandabilityvof the written formats tested

R k)
RShk Program/major of the resporident has no effect on the comparability

11

) i

of the written formats tested.




¢ -~ . ‘r . . .
Héa' - Type of institution/region of country. of . ghe vespondent has no
".,‘ éffect on the meaningfulness/understandsbility of the written formats
B tested. .
“ - . . - -~ M
. Héb‘ Type of institutionlregion of country of the respondent has no
.. effect on the comparability of the wriften formats tested.
¢y
H, . . Level of educstion (high school/college) has no effect on the

meaningfulness/understandability of the written formats tested

H Level of education (high school/college) ‘has no efféc\\on the

comparébility of the written formats tesﬁ‘d

- : Sample Design o P

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

+

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

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

[
¥

stﬂdent sample for the study (with the exception of the high school sample) had

previously p&?ticipsted in ‘an NCHEMS investigation of the information heeds of

T

collége studénts. The survey of information needs (College Information ed;~

Questionnaire (CINQ)) discovered 29 items were rated most important, . and these

participating in the.study represented different seétors of.ﬁigher education.
Mo £ . ’ .

Thegewere:

f'provided the 1tem pooipfor the questionnaire investigating preferences for

format ('"Presenting Better Information Questionnaire" (PIBQ)). The colfeées

é [

’
-

v
A
A

Centrdimstate University (Edmond, Oklahoma)
Colorado Universdty (Boufder; Colorsdo}‘ o . -
Drske University (Des Moines, Iowa) _ .o

Seattle Pacific Collegel(Seattle Washington)

Valencia Community College (Orlando, Florida)

. Selection of the colleges/universities sample took place under the aegis of

*

the campus coordinator. They were instructed to gelect a diverse group of ngw

freshmen and have at least 50 respoqdents for each of the two forms of the“

colleges/universitie§'end a cell size of 30 respondents per school per form of the

questionnaire. This would provide a midimum ssmple "of 300 respondents from the

12

~

-

\. )
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N ‘questionnaire‘ The rationale iﬁ using a diverse but not necessarily random .

. . o
. sample was to minimize the oost and effbrt of obteining the eqllege student.
.. . .

‘sample, In cdﬁeultation with the oam?us eoordinatora, the researehers ascertained

~

. tﬁgt the experimental nature qf the instrumente devised to test the formats did

.l- #
) . . X

not, in the “scope of ;his initial study, wgrrant the greater eost and effort

-
. - ¥
- [ ’ ‘._ - st ¢

o .required to assure a rendom sample. _ t Lo / .o T
. ¢ . . . . N .

’ The sample of 65 high school students vas selected systematicaliy from college

< S - - _—
. bound high school seniors in the Denver Public School Systemu- These students-were-

- -
. - . .

. added to the data base by NCHEMS staff in ‘the Fall 1979 after it was'determineg

o

. s f
4 - a representativevhigh schooi eemple had not been previousfy collected., This ,
“ . . ' ~
o resulted in totaI of 423 persons found in this NCHEMS deta base. '
NN .
' i ‘ ‘ Queetionnaire Development . ‘ , ‘
IS - s - . -~ . '

~\Ihe Qevelopment of. the questionnaire (figure 1) proceeded in the" following

-
v ) . r » o
-

'manner HE : .
¥ ) -~
~ Development of initial imstrument, : ) ST o
mﬂ;ék{ . Feedback and revision, - o .

.. Pilot test, and . - R ' g

.~ Application in the field.

-
O

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

Q@ .
+ ,

recommended for use in presenting written information:

AR ) . . tables-~this format is eyx;entlyEEZSRH\ip some eollege publications and
. ’ is often uséd for instifutional record keeping (i.e., the college s
' Faet'-Book and computer formats), . .

\f_.-. //

L~ L} '
. tables with a pertinent cartoon--using tebles paired with cartoons was
. found fo be an effective format by Hoyt (1968, 1974), who used it for
{ presenting information to epeeialty—oriented‘students (1.e., students
oriented towards occupational and' technical education), - ¥
. bar and line graphs~—formate that have been found effectively to‘i;
cqmmunicate trends, patterna, and comparisons (the content of the

. information item dictated which of the graphs were used),

-

-

)

~

r3
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" needy for var ‘ttems of information about a c e that are often unavaitadle to such studeats. ﬁppmxiutely 4,000 ;
¢ high.school s rs, counselors, college students and'\parents around the country.cempleted the survey quastionnaire. '

» Twanly-nine of the over sixty infomtfon ttens on the uesuunm!re were perceived to be espechllx iq}oh&mt by the.

B urfous groups surveyed. . ‘ £ . v _ .

COWLD WE MVEﬁd KfRuTES OF YOUR TEHE? Last spring,.a survey \us cenducted that. explored prospective oHege studdncs
o

-
> -

DIRECHOJS On this shegt you are betng asked to give your opinions com:erning different uays of pre_senttng. dt fferpnt L
kThds of Tnformaticn about colleges that are demonstrated on the other sheets. You will note oa the front ‘and back of

. 8ach -attached sheet” that five gltemative ways of presenting the same informtion are {1lustrated, and that exa-ples Aare’
shown side-by- sld& for tuc colleges, Cellege A and College §.

LY
~

© 1. Detach this sheet (Pa_rt l) from the other §heets (Part I1). .

2. So that we may explore haw different types of students reacted, please provide the background information requested
. th azd below: . .

{a) Sex () Age ___ (c) ﬁlchllﬁthnic Category Ad) ﬂrogranl Major . . ) °

"_ 3. Read the first page nf Part II {Information [tam Q and answer Questions o and f below for [hformation Item ‘n:y
checking (v ) the appropriate box in the first row of boxes for each quest¥on. Continua tn the sqgme munner to

ansuer-Quastions &'and ): about Mmformation Itams 2-7, P .
4. Please make any comments you would like to make on the back’of thfs sheet {for exmple what othdr ways of presenting
. inforxatica, or coabinanms of ways, should have been cansidered?).. -

\ -

§. °If the questionnaire is beiny completed in a group setting or was danvered to you personally. please return this
cnnple:ed sheet to the person in charge.

(&) NHICH WAY OF PRESENTING THIS TYPE (F) IN WHICH WAY OF PRESENTING THIS.
. ‘ ~ OF INFORMATION IS MOST UNDERSTAND- TYPE OF INFORMATION 1S IT EASIER
. : ABLE ANO MEARINGFIL TO YOU? TO COMPARE COLLEGE A ANO COLLEGE 87

* ‘0 Mliscaetive Algecnstive Altarastive Alum\lvc nnmun :::..f.nhum.un Alternative Allernative Alzeraatlve nmuuu
) ) ? $ ' 2 ¢ $
Information Item ) (e [ e [ v Y v R e BN v Y B s SN s Y i S e S |
Informtion Itew 2 (1 (3 O3 O3 3 & {3 3 31 0O O3
formtion Itee . ) O ' ) o @@ £ M O o
Information ftem 4 [ 1 (- o TR a0 ) M e SR c
Informtin Item 5 "3 @O O @ &2 aolo o o S -
hfrmtta lten 6 3 O O o O @ lao o O o o
Wformtin It 7 ) ) 0O @O O Gy @ O o O

AY

FIGURE 1: mméﬁy’agi OF PRESENYING COLLEGE INFORMATION QUESTIONNAIRE

.
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- . ° .
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more meaningful information“at Syracuse Un{versity, University of

+ . questions and answers--found to be an effective formft. for presentin
California at-Los Angeles, and Mountain: Empire Codmmunity College, aﬁ;

.script paragraphs (textual)--most ipformation presented to students by
colleges today use thie format ¢xclusively.

" Subjects selected among five.wxitten formets.(tables, tables and carﬁoons,

scxipt paragraph, question and answer, and charts_and graphs) in responding to

s

~

the questions: < _ LA .' .

v T _-."Which way of presenting this type of information is most understandable
L * and meaningful to. you?" and o ‘ T ) /
- A ) » . N - »
‘ . "In which way of. pre§enting this type of information is it easier to
.compare College A and College B?" . AT .

SN ‘ ' Research Design and Analysis
.& _ : Previous analysis of the NCHEMS ﬁetter Information for Studeet Choice data

base or preferences for written fdfmaxs coneisted of only a simple.ially of

responses and visuyal data scan for the survey group as a’whole and did not include
, eemperisons with- high school students (Lenning_&,COpper, 1978). Iﬁ,éOmpa}iean,

the research designideveloped.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 énalys;s,

.

F*#; and for~the relationship of age to the selection of forﬁet, analysis of variance.

S

Tests of statistical signiffcance were computed with assistance of SPSS (Statistical

Package for the Social Sciences: Version 8). For the analyses, level of
significeﬁce‘ﬁas set at a < .0l.

Review of the Findings and Discussion of Implications
- . The findings of the study are reviewed in this section. Implications for
ol ) o

f'botential use by persons preparing written information are also discussed.

. The tests of the hypotheses usiqg chi squareﬁhre shown in Table I. The

statistically significant values of chi square indicated a relationship between

. S, _
preference for the most meaningful written format and the variables of sex, age,

T e
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EMDEPENDENT, DEPENDENT, AND CLASSIFICATION VARIABLES USED IN THE STUDY
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' < ' TABLE I ‘ |
.- 3 . ,/; T ' .
: ¢ SUMMARY OF THE TESTS OF. HYPOTHESES USING CHT SOUARE .
LS T ’ =
- . )
e LTI I T i "i:"...T:':.’:lL.‘f:l.:?fT.“::i:Zi::::fll'f::.::::::‘.:.:’::?: ox
.\ .4 ‘ ' ) ‘:\ R
' . : . - - NOT 2 DFCREES OF »
' HYPOTESES REIFCTED REJECTED VALUES OF FREEDOH -~ PRODABILITY
[ el T T LT T LT I I T e ———
- A - : " . .
Meantngfnlness x Focmat ’ X xz - 166.1) 30 < .001
Comparabl Pity x Format . X ) . Xz - 136.5 2% s .00l
Meaningfulness x Sex ' ' . to _ X xz - 1al.6 , 3 . s .00 -
Compavabli it} x Sen g X ’ x? - 1.6) 4 i > .05
Heantngiulneds x Age N ) X . xz': 65.84 15 < .ol
Comparabt Lity )f.Age ‘ X . . X? =. 82.H 12 - hi -00t
- i ..‘ R ) } . . . . I -~
M«nulugt‘ulr_\e-n x Ethatcicy R T x2 ~" 16.16 5 ) < .0 -
. N a - . - ‘ - : « L}
wparablltty x Etholdlty X = 2:0) ‘ % .05 .
Meantngfulness x Hajor X _ xz ) lﬁ-).ﬂi - 60 < 00t
Campacabllity x Major . X xz - 98.6 48 . < .001
Meanlngfulnesa x lnstitutlon’ ‘l xz «- 9f,73 ° 25 £ .00}
Comparablility x Inatitution X xz - 327.02 © 20 < .00
Meaningfulness x Level of 'Education- X x? = 8731.8) L] < POl
: _ . . o
Comparablility x Level of Educat ton X xz‘- 50.07 4 < .00l - <

-



- ethnicdity, major, inétitution (or possibly‘?égioﬁ of the country), "and level of .

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

- = - ‘ ‘ ’ ' L
_ . A\ .
15

¥

" education (high échool'vs; college). fSignificant statistical.rélationships were |

~

also demonstrated between the gelection of the most comparable written format and
N

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

‘

'1evel of education. Tests of significance were also couducted on the total sample

-

for the quédstions of selection of format based onfmeaningfulness, and the usefulnessT} e

+
-

2

of the format. in making comparisons. ’ o : ‘ *
. ' - 7 - .

Significant chi square values found for meaningfulness and_comparebility'
variables have several lmplications £or those preparing wrltten lnﬁormatiop.r . L
The rec omeodations are besed uéon.substantive findioés, ehere reséondents
indicat2i>a majorit§ preference foar a specific formatu' The_primary finding is ) .‘

‘ ' * . . - - »
that the format selected by the large majority of respondents as being.meaningful

- and useful ‘in making comparisons was the tabular format, not the scrlgﬁ format. S

-
[

Fad

For the question of most meaningful format tables with cartoons were f{
L] et

>

selected seeond-most frequently, with the question and aﬁswer format third. -Fbr) b
a8 - .
the question of most COmparable format,&charts and graphs were selected Second= )
— -
most frequently followed by tables with cartoons ’ \ ‘F

.
.
In developing‘written information, gregter uée should be made, where possible,

3

of tabular information in order to imﬁrove the meaning and comparability of -

\‘

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

. : . { -
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, yhich was: less
. % ) L
frequently seldcted when line graph formats were used in the information item, and
~ . \ ’ ) . . . - ~ N
more frequently selected when bar graph formats were used. Perhaps thexgroadest
- + R ¢

-

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

I think that when relayfng information of this)S;pe to students, it
becomes more meaningful when an explanation of the data is given along
# with a table'of values for instant comparisons ; . . s

T Sy
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Thus, a. useful formaﬁ combination might include the question and answer
format'with the data presented in tab}es~for ease of comparison.
The significant statistical findings related to the various classification

(or segmenting) variables gathered in the study and ‘selection of format by

respondents indicate thevneed\gor further study in this area. The information.
. ‘ . . -
provides, some i{nteresting cues for stratify{ng written materials for different

subgroups. . Basically, there are statistically significant relationships between
all of the segments and‘fﬂé selection of the most meaningful written format. The
D same could be said for mpst of the segments and the selection of most comparable

N £ . )
written format . - : . : !

-

1

- 4

Institutions are gi\“ming moge concernéd “about segmenting their markets to

determine needs -amongst their potential clients, and in order” to attract the
v »

specific tafget segments for which their pfograms are most appropriate This

-

O

L) -
*

' conCern for s‘gmentatiﬁn has grown from the increased competition for scarce :

resourcé§'(attracting students, retaining students, maintaining or developing an
- L N ’ \#

A Y
institutional image and{position, building on . institutional strengths, etc.),

N\ P . .
) and the incfeasing use of marketing techiiigues coordinated by ifgtithtion~wide _
35 efforts (as advocated by Johnson, 19?9 and Kotler, 1975) 1\
The folibwing discussion characterizes the way in whieh the study findings
. - analyzed by segment, might be qsed to prepare materdials targeted ‘to the segment
h . being discussed. B .
. Written materials targ ted by sex (e.g.,'targeted to homemakers, to
* prospective students at sing e.sex'colieges and high schools, and so forth) might
‘ lude more tabular presenfation of material for males, and more ite in
’»A 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"

fbrmat consisting of the question and answer format linked to tables for compgrison
h Y ~, * . . ) [ .

puﬁRpses. ' . ‘ ‘ S ’K/
; N
' - 19

K
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. ‘ . ’
Segmentation based upon age of the target group (target market) might use
~
more tabular presentation for younger age groups, ‘and more question and answer

r

formet toruolder age groups.: More detailed generalizetion about the effect of

~age on format for preference aWsits a study using a broader sample of age ranges

‘might be ‘accentuated...

.8

thsn was av§:lable through the data base used for the current study. With greater

numbers of yespondents in the older age categories, differences in preference

¢

Differences: in responsges by’ethnic minorities and Caacasians indicate

‘sizeable'agreement as to preference for the tabular format. However minority :

Ian
respondents found the addition of cartoons more useful t%ﬁ? Caucasian.respondents.

-Additionally, minority respondents imdicated less preference for formats requiring

reading of information and conversely wedé more disposed tovard formats that did
. K .

not require reading~of text Therefore, written materials developed for the

minority population ﬁhy more effectively communicate the information if they

. #

use(cartoons, tables, and graphs. Interviews conducted during the previously

\ a )

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

by minority students for information targeted to tnem about special minority

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

‘types of items Qrofiling minority students, etc. This information 'might be

1

provided using the findings statéd above, The data base did not have sufficient
representation from separate minority groups (e.g., %hecks, Asians, ptc.) to
study differences at this’ level, although it may be surmised from the different ‘
information needs of students discussed in Lenning and Cooper (1978) that format
preferences may also vary by speCific ethnic oackground.

Tne data.reiated to majors/programs implies that differences in.preferences
for format might be used by those individuals preparing materials targeted for

i?%cific majors, proérems, centers, schools, and doileges. Thds, a department

prepariné materials for students in the physical sciences might prefezably use

- 20 ‘
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technical fields to technical formats (and vice-versa) but rather unique preferences

v . ‘ 18
materials’ that consist of tables. and graphs but *a college of engineering might

preferably use the tables with queation and answer - format combination The

I

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

intuitive conclusions -about format preferences were nqt always consistent with

P

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

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

L

the verball§ oriented formats - (script and question and answer). Nevertheless,

for ¢ngineering the‘majofity preferred the ¢abular format. Mejors typically

. . 3

agsociated with verbal abilit§ of students (lettems, for instancey do not (

\

necessarily show a high preference for script or, question and answer'formatsn

[ . .
. .

N R 1

“In summary, prefjifﬂarr data obtained about the preferences of students in .

different majors for written formats does.not indicate the expected.linking of
> . - . -

. ]

3

- t
[y

are demonstrated for each msjor dTe:S It should be‘ﬂqted that information in

\
the data base was gathered from.students who -had not spent a length of time in

'y

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

information format by junior or senior year“students might dlffer from the;results

-

discussed above.

The ‘type and level of institution a student is ettending appears as a
potentially ?seful segmenting variable for the dat~a analyz'ed The basic implication

is that students attending major research universities have a greater preference

3

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

- . . . . \

\ L3
be created by type of institution, running from major research univers&ttes to

high schools, the preference for *the tabular‘format would decrease toward the{J_ o u\{}
high school end of the continuum. Most likelé, the use of'non—verbalhformats

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

would be most preferred by the high school segment, as would the addition of well .

done cartoons and/or photography.- College stqdents as indicated above, tend to | —

A . . ~
prefer tabular formats. ' s . -y

21 | -
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> ' ' : Conclusion AR b

o

Written formats tested in this study were delected di%ferentially by

‘feqpoédéntg based upon- the ability of-the format to present information in a

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

compgrison of information. This result supborts the finding(by é&iglimpaglia

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

process information. . - ' R

.
ah

~f

-

Different segmeﬁﬁsfdf.tgé population were also found‘tb respond in different
é;;s.to gritten formats. This information might be uégd‘in the development
A’of.infofmati;n ta;geted to a sSegment of\thé.pééulation with whog a coliege is.
.- acéempting to cowmunicate. The use of‘appropriate§fofmats‘in communicating with
students and prospective stu@eqts in genefal, as well asospecific seg@ents offﬁhe
student population, 'might imbrove theif.processiﬁg of_ihfo;mation, thus, closing‘
an-igportant'link in the marketiqg process-~-and leading.zo betéeg decis;ogmaking

by;studenté.

ol

.
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