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STRATEGIC MARKETING PLANNING:

CREATIVE STRATEGIES FOR DEVELOPING UNIQUE INCOME SOURCES

by
SN S .. —. .John A.. Scigliano - e L

Kent State University

The form;dable ;*ablems that suffaced in the 1970 have placed .

great stfa;ns on trad;t;anal saurces of revenue and Qapital for
! ) , ,
community célleges, The stater subsidies, local property taxes, and
1 _ A (
-stadent :uiFiéﬁ and fees, that have serv ed as the pipelines for

operating funds to community galleges, have been plagued with stresses

- R - .
brought gﬁ{by’inflaticﬁg recession, and the taxpayer's revolt. The

pressures %tem from fedﬁced calle;ticns of sgggé in#ome and sales
taxes, Eh%'impact’of the disgruntled taxpayer that shifted the
g | .
“funding béfdéﬁ in many cases from local districts to state treasuries,
Vﬂénd the ééfgnig burden of inflation ﬁhat'haé limited the ability of
|

students to pay even Ehé most modest increases in tuition. All of

these féchS’haVE come together in the late 1970's and now present a

rd,.% maAfntgaiminis;;aEgraéiaﬁedbwigh_thahtaskéaﬁzmainéainingTQuaLity — h_;nl —

learning environments in community, colleges. , The ‘old adage "you can't,

get there from here" wce /1 =2em to be a good-extuse to '~ us all

accept the fate of - . with less. Not every c¢~'' o ¢l Josen

: ; .
this "easy way out”, Louwever, since innovative appr. liave “\\
been &akeﬁiby'a few colleges in order to find alternative sources of '\\\ .

revenue that promote quality 1mprcvements in academlc programs. These \\
. \

gclleges are gapping unlque fund;ng oppnftunltles Ehraugh the appllcatlon ;\\;-




of stratégic.planﬁing and mafketingéétechniques chét have been
used successfully in business ard industry. The adoption of this
"busiﬂéssﬁliké" approach demands a wholly new way of looking at a
college's missicﬁ and customers. This approach is chafactgrigéd

in this paper as Strategic Marketing Planning.

]

The purpose of this ‘aper is to describe the application of
.strategic marketing planning to community Eallege‘fuﬁding problems
and to delineate pathways to alternative sources of funding quality

highei education. I attempt to achieve this by answering the following
¥ : o :

four questions:

1. What is marketing?
2. What is strategic markéting_planning?
3. Wﬁat are uﬁiqﬁé f;néing sources for c@mmunié§ colleges?
‘4. What creative ‘techniques can be useﬁ byigplleges'tg tap R

unique fundiug sources?

Eaéh~§f~§hésé'quasﬁians is considered in the cédtext of the .. - L
Eutbuieh; environment present at the dawn of the 1980's: double- -

digit inflation, declining enrollments, federal regulation, fisingrﬁ

competition among :élleges,'and societal demands for accountability.

[N

WHAT IS MARKETING?

The word marketing is often confusgé with terms like sales
?rDﬁDEiPﬁ,,adVéftisiF. RY relations, Marketing 3 n et s
ﬁramaéi@n; aééé%ti*~~ e ‘ic relations., Marketi. the
stuff éhgt ensures that people ave satisfied with the services ..iey o

receive, 'In an effort to heipAygu differentiate between these dimensions -




when a boy first meets a girlt':ifg during the first meeting between
this boy and girl, he tells her how lovely she looks, how much she

means to him and how much he loves her--that's salés promotion. If,

o “ >_iﬁs§ead; he impresseé on hé% hﬁw aﬁﬁééffui he is-- that's aé;éféising; o
" If the girl agrees té go out with him becaﬁ%e she's heard from gtﬁézs
o - , m oLners
how great he is-é;hat’srpubliézrélatioﬁs.ﬁ And finally, if the girl
) -admits in the end that she is fully sa;i%figqiéihat's;markéting_:'Sales,_",, .-

advertising, and public relatijons are important, but they are not the

same as marketing. Without the "satisfaction" comporient in the analogy

3

given above, the boy would have fallen far short of his goal. Likewiés,

in markétgngifthe'gchieVEEEﬁt of customer satisfaction is the true
measure-of pbwer réleased by the applicatianfcfmarketinglﬁéfhniques.

Another ﬁhingryou should know about marketing -is that-ié is no
. panacea. There are many E@%ﬁgs it cannot dg,-aﬁd Gfﬁén'ccllegéskhaﬁe

unrealistic exp

Ly
2]
[
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[
o]
=]
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of what short-term ap?lizationraf marketing-

techniques can achieve. I offer several disclaimers for marketing to.
_temper your expectations: ' o - S :

(1) Marketing cannot cover-up for poor quality programs., These B o
"losers" can't be swept under the rug. Before results can be

expected from marketing activities the quality of programs and

service must be established. ' 5

N

(2) :Marketing cannot be expected to create customers in & burnt-out

or over-harvested market. When an area is over supplied with
college campuses,and too few people to-drive them, warketing will
'do little- to improve the health of the organization. In this

situation prayer may be the best séfategy.

Aruitoxt provided by Eic:
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(3) Marketing alone will not overcome high attrition when students
leave faster than they éan be recruited., Many other f&fﬁés must

be harnessed simultaﬁeéusly as marketing strategies’ are employed.

B Students have to stay in college long ensugh to get rhe benefit

- of things that can satisfy them. ‘We know that many students who

register never get into the classroom, This loss may be avoided

P by developing better-vehicles tharggis;eriﬁg people than presently

exist. Marketing is not the appropriate tool in this case,

,Mafkéting :aﬁfbefénd is effective in getting new customers, but
thére is much more to the concept than th;s utilitarian outcome suggests.

- , ' Through the %étalled use of information in the strategic planning
aspects of mafkgtiﬁg a hcst of other possible effects of good marketiﬁg

can be observed. Many of thése'effacts cenﬁer on thé value of recognizin

' env1rcnmental tbreats to the 2911Ege such as. consume rism, -apathy in the R
e '_:Qmmuglty, :evgltigg taxpayets, redgc;icg:;nigﬁage,fundihg; aﬂ& r;gin N
- Wlth the aid . % an -analysis nf ‘the colleges Wgégpesses,:;

opportunities, threats, and strengths a morerflexiblg and resilient
organization can emerge that will be better able to meet the challenge
of tﬁéigurbulent decades ahead. I will discuss these later in this
;pr€52ntatian.A Marketing?cén éiso he helpfuiviﬁ facilitating ayeqllegé‘s
-éffércé in_exélaiting new programs a and cpgartuniéies, satisfyiﬁg the
- . actual deeds and wants . students, improving the quallty ‘and the mix

- of students, andiiﬁprévixg the quality of re asnﬁably héalthy academ;c

and technical programs.

What are the results you can expect when yéu do an effective job

==~ of marketing? The brief list that follows contains the outcome: to

Aruitoxt provided by Eic:



be expected of properly run marketing operations. The list includes
aspects of the college philosophy toward students, program quality,
and the strategic direction of the college in the future. Marketing s

applied effectively can be expected to:

1. Enable a college staff to make intelligent de@isions_aé@ut

the kind of new courses and programs that students need and

+

£

wiil also support. I ' ' e
2. Help collége personnel understénd.these needs in order to
facilitate reasonable médifications of exi;ting_prggramsg
3. ‘Facilitate the tuning of mission, goals, and objectives

=

4.  Attract new students that the college can best serve with

N f existing resources. B
h 3. Keep current scudeﬁts and satisfy their needs. h

! 6. _Develop a : ' infc. ..d community and student badyziégétaing
- o ijw*;":; ﬁwurexisting-p:agrams; 5érY}E§S,iénd resources. V B

This is by no means an éxhaqstive list, howevéfgit should heip

define the domain of reasonable éxpeetatigns for marketing techniques.

. The list does not include any migaclgs,rm;:gges or quick cures. In
fact ,when marketing is done well it becomes inseparable from ordinary
effective management -or administfatigﬁg When qne.léoks at the éctuai_ -
;,f ' _deplayﬁenﬁ of strategies in the six areas listed above it is eaéy §95 ;'
appreziateAEhe déwn—taieatté néturé af effe:ﬁive marketing pfagticés.
:fhg degrée to which a ;gllege:achieves marketing effe;tiveness'can

i

be assessed through an audit of the marketing process. A comprehensive

audit w7t take Lato acccunt‘the dimerisions mentioned earlier:-college - - ~——

O A
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that expect to harvest the ffuits of unique income sources, and any

philosophy, communication linkages, planning, and strategies. The

Marketing Tndex for Higher Education in Appendix A is an example of a

marketing audit instrument designed specifically for community colleges. )

(thlet,'l97?) Any college desiring to launch é full scale marketing effort

would be wise to use a questlgnnalre like this to develop a base~line profile

In my rascent research inVulviﬁg three hundred gzmmunity;coilegés,

- I found that the marketin lanning process wvas poorly developed.
g P g poor.y P

GDllEgE administrators rated their efforts in planning "dead last"

in a survey of 15 items that concerned murketing philosophy, research,
communication, resources, planning, and new program development. FPlanning

is so impcrtant to achieving effectiveness tﬁat it is difficult for me

to understand how » collegé could achieve any goal or- ab;eetlve ;ﬁ>é
consistent manner withdut it. The strategic planﬂigg process has beer
slow to develop in community colleges, and much needs to be done in
qfder to bring %gmmunity college practices in line with thos: of
nrganizations in-the privaté and:public sectors €h§t Esyg profited

from the process. Strateg plannlng is a key c0nslderatlgn for zalleges

ot

'Tattempt to generate new sources of revenue must begin with planning.

The future belongs to colleges that learn to use the tools of
planning effectively, for as Guy French (1979) say:, planning is

synonnmaus with the future and EhaE’s whe:e people w;th 1ntelllgence, N

™

skill and p pti@n w111 5pend tha;r time Eﬁd effaft (p 6). Eetér

Drucker, the management consultant-genius, sums it all up this way:




I can do nothing about yesterday, almost nothing about tgﬁay,

i - .but at least a little about tomorrow, more about next week, a
- - lét about next morith aad plenty abaut next year. -
) . The e£§1osive environment of h 1980's causes us- Eggléak a, ihe way ve
',planjin a new light. Peter Dfugkegfé'rgcénﬁ book Eﬁti;léé ﬁéﬁa’in ' i

. -T&gbu;en;,Timas brings this oit 1o oud and clear. The word "strategic!

has become a écnstant comparion of what used to be called just plain
SRS - old ordinary planﬂi%g. Strategic ‘planning,implies long-term as well
as direction and focus of the-entre organization. It sensitizes us

to‘the mortality of even,nur most sacred and cheri- ' _erprises

by fafclng us to can51der survival as a thing to be d.scussed and not

to be taken for graﬁted-

customer or student satisfaction with the act:ons ‘that . insute survlvsl e

] ) +  of calleg25 in the féréseeaQIE'fdtufé. Planning in past 6&:3655 gnulg i
be accamplishéd at leisure in a stable or grDW1ﬁg Fantext, very few f
S pénéiiiés were applled then to thcse Ehat planned paorly or not at all..ﬁ
“In this decade thé'éOﬁsgquénée af!noﬁ plsn;;ng‘st:ateg;caLlyrwil; be - - -
-éwiftly felt. George Stéiﬁer (LE?Q}’givés us a glimpse of the dangers ‘ .
tuat ldrk ahead: ;3  e - N | _ B . Jg"é
- At preaisely D513 or. the mgrn;ng of April 18, 1906, a coiw was
- i standing saﬁewheré Eeﬁﬁeea‘the"ﬁaiﬁ farm and the milking shed
e o the old Shafter-Rsngh on Ehe gutsklrﬁs of San FfSHGLSE;- T

Suddenl; the earth shaak, and thé cow disappeared; a few feat
of tail stiéking up,iﬁ the ajr was all Chét.féméiﬂéng.ThE Shafter

cow symbol;ées*the dan g rs of the turbulent organizational

Aruitoxt provided by Eic:
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) ! -
environm nts ii our times. Suddenly, and wiﬁﬁéut warning, the
forces struck, changiny the ;énféguraéign;of the earth, ) -
. destroying a city, and swallowing a cow, (p.122) o Eﬁggl l N
Will we let our community college; g0 Ehé way of Shafter's cow? W%ll
o i'énly the tail or the tracks remain as a legacy-for the 1990's? Unless:
wé>éi§é tazgrips withf the funding dilemmaj and find ways to- redeilne: )
gufibu51ness to include student satisfact ;pg and 'ang*§§3m4§grvivg;i
;we_may find that 2ven a minor Erémor in the funding pipelines will
I upend the exquisite sysﬁem of people's colleges. )
WHAT ARE THE ;INIQUE.‘FUNEIEQS@RGES? : . .
) The impartanée of finding alternative funding to supplement and
- (
=perha§§‘:gﬁléce the traditional sources of revenues cannot be under-

estimated. In my opinion, colleges that do not actively cultivate

;f? o these fundiﬁg ffgnéierg will tuzn ;ut to be more "cow tail" and be

1

e d to use more" policies that "curtall" ptagtess in the _nhext de:ade. -
As Paul Flrstenberggk1979) says: - - o —
Many nonptéfits tend tc miss'révEnQéabuildiné Qppngunities
i because Ehéytdo nnt génsiéer it part of their function to produce
incame; At a'miniﬁum; ainonﬁrofit ought to bé willing to %nvest
!;:,” L _ time and effért.in.evaluating Ehe-pgtegﬁial for gen ratin ng incom2
i through its own iuéinéss effoﬁté (p;ll*! w *
, , . . :
HP _goes on to say that an orggn;; ation that fa;ls prey tm the psyfholagy
of - dependence will miss ‘Gppﬂrtuﬁltles to. affeét ;ﬁsfg;p f?EE;.IhE , i_ ‘; 
s iﬁcrej sin g mandates froé the ‘Federal and, staﬁé ggvernments to callegeg .
i%: ;nd universities have bégun to depleﬁe what 11tkle vapital that doesv
o - .

exist. Slﬁce these mandates have ‘no additional fundlng attached to

PAruntext provided by enic [




~._assure adequate compliance, it is no surprise to any of us that there

is ﬁbthing left over at the end of each year with which to seed new -

&

& . =

programs or “ideas.’

o - 7 Somehow this”tygle must be broken., Some nonprofit :*zanizations

have plowed new ground ifn-search of alternative revenues.. In 1977, the

New YﬂfkiﬂétfﬂpblitaﬁAﬂg§Eg3 9f?A;E made_$1,000,000 by selling art

reproductions, greeting cards, and Qtﬁérypubiiﬂations‘in its shops and

book stores (Firstenberg, 1979). Pérﬁaps EHEklafge!mét?opalitgn
community college districts could géhiévg}thérsémé°:ésulﬁs or better.
B,

Coastline Gommunit? College in California g§955§§g$QQD,DDQ,by opé}ét;ng

its bookstcre in a shopping cedter located in*the district. As a matter .

of fact, the bovkstore of éﬂ§ college may be thé best place to concentrate
iﬂiﬁialiéffd'ts at tapping unique revenue sources. You might t%y

asking questions about the various ways of improving the financial
8 que Lrupro?

results of bookstore operations: o

. Is the campus the best possible location for our bookstore?
’ * What other locations would be feasible? (shopping cénters)?

. " Could we open branch operaticns of our main bookstore thiough-

out the district? What locations do not already have a

3

bookstore?
/ . How can we diversify and intensify our bookstore operation

for raising capital? (calculators, micro computers, software,

x

=
games, cameras, etc.)?
o . What is the best way to restructure the admianistration of

S ) ‘ the bookstore? (Marketing committee iliasom, ficulty input,
S SR EE~ |
T ‘business input, etec.)? Lo

I B o . -

Aruitoxt provided by Eic:
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2 Iam sure yéu can think of many more questions to ask of the bookstore
, n |

operation on your campus. In fért;t3 we should think of éhanﬁing the
7 L]

name of .the college bookstore* to "educational marketplace' or something

L

e like it.

e . )

= e * =
A )
o

S

he bookstore is just the point of departure, All college campuses

other centers where. income is ordinarily ccllected--other marketplaces,

0,
o
o
<
)]

The cafeteria, planetarium, library, photocopy mac..:¢s, computer center -

] the numerous.points of retail sales where dollars flow to tive campus. , -

=43
=]
e Pl

These cculd all hold opportunities for revenue expansion. T

Ancther series of questions come to mind concerning the expansion .

e . ¢f campus operations to provide richer sources of revenue. - These

i : -

questions focus outside.the caripus setting where rich rewards can be

fourd , as well ag constraints, pitfalls; anifhéadaghes. These include: .

13

' - . What ‘other nonprofit organizations, like ours, 2izage in - .

- ’ profit seeﬁing-aéﬁivities? (video evangelists, clubs, foundationsd,

EEC&)- ‘

2 . - - = - e

: ; . What assistance can we get ‘to "seed' exploratory ventures in
capital formation? e ) ) o S &

5 , , . , PO TP)
How do we know these alternative funding ideas are legitmate? %

= : . ¥

- 7/ of course these operations must be consistent with the basic educational

- = &

LI E

. " “mission of the college--éither tied to a program interes: (technology or

business), a function (library), or a need for service (cafeteria or

/ .. "bcakstafe). As long as the Board of Trustees and thE'EéllEgewéfpféssiOﬁél

staii-agree on 'the égplarat;ans made in the "profit" raising areas, the
legitimacy is maintained, . Légal advise can be obtained ffomxszaze . L
) - : : RPN S S e

authorfties if questions remain. The recent successes of the Coast, : e

[ERJf:‘ij : j‘dl.‘-s:‘; 1-;:fi o . '-~ :‘;1:3 : ;=¥ ”'. ,; _% .>'j‘>i. fi
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:%VgEhet hlghef edueetion e;f- ing:'lo ﬁee\heve to be 1imited te an .
1net;futlen ] "beek ye;e "
Ttheere;tended 1te eaurseeaté the Far East end ethere are fol”:w1ng —_—
:nVWLth pregrems that - epen thelglebe.‘.TheeeTeurrieulum beeekethroeghe; -

have generated eepltel for ""idea orlented" 1net1tut;ona so that' they
. i . ¥

‘dan invest in their own futuree._ The learning outcomes of these
preduetiene;he?e been eoleeeeome that it~would be ridiculous = to

cx o . Lo 3

QUeetioniEHEir merit*ef 1egitimeey.‘_ . . : _ : SR

‘a‘A;, - h WHAT CREATIVE TECHNIQUES CANTBEVQEUNMBY CDLLEGE; .TO’ IAE‘UNTQUE FUNDING
Ve SOUKCES? 2, e [ LN
; . lqweny eollege, prief ttheginning“thebegplereﬁien ef;eniﬁue‘: @

_f_dnding Souréee;iti is i 'peret;ve thet the thlnking DE tep level

=

%
i

& . T

5 - administration be future pr;ented ‘ Thle is an aspeet of the strategic

AR marketing planning process that demend;EE%ee;Legefgene1der the nature

B

fe S f;m mgﬁ,ite exiet a—-fiv ““ten ‘or’ 15 yeers 1n the iutufe. QuESELOnE thet

e .feeilitete this kind of thiﬁking are:

. ", . Who will be our students in the future? R

I B . . . : . £
. ' :
b : * . . i - 5 - . =1

. What will be their charaztéristics®™

__4;;1wWhere ~will-we edueete‘;hem?'y‘

A T

Yo VNhet:will eef‘eeu:eee’end programs be like? S
. . -What ehengeefﬁill:eecér inVGUfFeempueee?

« " What will the faculty be like? ~ * .. fL’ o e

5 B

RS fWheE will be the eeete-—te etudente .of our meteriele;”

& . . ‘~ <,

¥

ER] _ ﬂ;;l'l‘i_f’;’£1 Ei"“:'?" S ‘; l;zé;yé;ﬂﬂ;ig;ixéga;;;;; N
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‘ computer f’fsnéhises o ;;'ﬂ . - A
Aftér these qués ons ré cons .d ed the callege cén begln piannlng p—
for desirablé futures;-ltsgstarf can feel confldeﬁt that at least a
B ‘ 7—;_ - WL].]. ‘tO WEiEfl;Vl\ ‘e exis tS’V 1;IA trhE égii&ééﬁ.“— o R » N
" After déiidiﬂg to lmpiement a matketing prggrayfié gcllege may o
:waﬁt to consider the develapment of a Quallty CDHE£91 erartment to
R ' monmitor the planning pIGQESS"End ‘marketing~ oge;aélcn, TRIS agency T
!x could di the fDllOWlﬂg as Div;ta (1978) suggests: ‘ | _
il “» ~ 1. Se£ and,anfarge.standééés of reééansivé-éé%kétiﬁg Eeﬁavia£;
R 'Zg Gandu;ﬁ conéumer Eééeagch, | | ! y
- —3+ :;Géﬁdu§§%ﬁ5ﬁ¥uﬁ§rfféléﬁ¥ﬂﬁ§}: B e ) -
. . ’ '*éig -ﬁ%ﬁage ghé ééﬁéling?gfrégmpiaiﬁts, -
. ’ 7 + 5. Act as a ;egéiéihfy‘énﬂ-Eegisla;ive liaéaﬁ (acgreﬁitinéﬂ
- o ,. agencies, Stéte and-fédgral governments ), © ' L .
’ The Quality Gantrol Déga'tment :Duld alsa'act o student cgnsumei —p e

? S“rea;h the ¢ammunity_

i;"“ o appeals, caardlnaLe adverthing, and scréenﬁacadem;c publications that

-is the cement that knits together planning 'and.marketing activities.

13

Ancther necessary component in-the development of a’creative,

ce
&

\)‘ : . - ) -‘ L

ERIC 7

Aruitoxt provided by Eic:

L

Titself w;th the strateg;c planning pracess. Theastrategig marketing'

”planning PfQCESS musﬁ be caordinated by the. chief exe;utlve offieer_

fra T—

aﬁd hiS*erfhe% staff; The biEliagfaphy attached to Eﬂ;a paper gaﬂ;ains

T . ﬂumergus sugﬁestlons "for melementing the pracess,;and Appendix B

“The ggn;e;nifér.quality in all ;Qllege pperaticns‘;i

ffépﬁfcaeh to fdtufé funding sources 1s a college-wide agency that concerns

1




provides three key f§rmats=fgf:starEing the planning process, These:
are:. . S R : e

-]

. .. _The structure of the marketing plan

ST TheTéeven'basié questions in:stéétegic plahging -
fawm::ga_i The. WDTS UP Plauning Issuea Fgrm . ‘;_4 S - e e
;' Thé flrst two. 1tems suggest ingrediénts tt re essential for attain-
;j e ing . ,—Opportunities,
; Threats, ;;d StrengthSEUﬂderly 1aﬂniﬁg) gaﬁ be uSEé to scan tha :
- -environment in order to develap issues. and problems Egr the content . e

Y 2 T plam{SEi‘nér,——lQ?S)_ 4"The WOTS-UP -analysis shnuld

pa:tigipatian from the Entife college,gseveral hundred indiv;dual

fq:ms may be necessatv to guver_adequatély;all_sttsteg&a—isgues—aﬂd«—ff"*%:**Zf’

prablems. T refer you ta the references 1istéd in- the bibliagraphy ,

far more’ details abaut the éntire pro:ess T suggest chaﬁ you cﬁngentrate

.?  L heavily dn the gppgrEUEitiéa present in your locale in order to- exploit

1 have spent a lot’ of time here discussing threats, dangers,

i

and problems -- some mention has also been given to the positive

ffk‘ . .aspects of the fht;fé1 ‘The planning‘pracesé and the a?pligatioﬁ of

;;:!;. o a‘féw:key techniquep under the rubric of- marketing have bEEﬂ giveh '

:abshgfe of the tim here;itco, I wau;d_like to leavé yQu?Dp a

ey e

pasiﬁive note ,however,-and focus your attention beyond this Eime;

. ' this place and thism;opie and by so ‘doing set yaur?mind on.richeri

i

brighter and more promising prospects. What I've tr;ed to say 'is bost L.




5

“summarized in t
. L
I sure spoke in this very city on numerous occasions:

-1 an
.....Only an effort of towering dimensiéné can iﬁéure fulfiliménﬁ
. 'rfag our plan for a decade of progress. As we move foreward,

-certainty that-we are united

let us take heart ffoﬁ fﬁe

s well--we should not let our fears hold g% back from

=

- pursuing our hopes.
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' _LEASE MAF(!{ QNLY QNE BOX FDH EACH DUFSTIDN

)lete this quesnanarre mark w:th an (X) the respanse bax far each quesuan that mcstspprgpriétely fits yaﬁc@sﬁtitgtiané

oate oo

' ln:!lluﬂnn 16 serve the needs and.wants of chosen markets?

- Admimsl;anon primarily thinksin lEfms lesemng current and new
programs to whoever will buy them.. '

) Admnms!rshnn thinks in terms of sé iﬂng & wide range ui marke!s §nd

itile ] .
O Some allort. B co

or Ao effort,

“Substantial effort,

. neads wuh ‘equalelfedtiveness

Administration thinks, in terms of s g the needs and. wants of well-
defined markets chcsen for their long-run gruwlh and incorfie pulen!.al
for tne insmminn -

ditferent segments of |he markets?.
Mo, ’
Someawhat. L

. Toa goad axtent.

2. Dows admlm;lra"un develgp different allerlngs aﬂd r.-arke"ﬁg plans lur

3. Does admlnlsirallan lake a whole markeling sysiem vlgw (suppllérs

.pragr!l‘ﬂl? .
No, Administration. :an;en!ra!es on selhng and Eer\m:mg tls immediate:
students, - .

although the bulk r.ni Its effort goes to selling the immediate sluﬂenls

- Yes, At:lmuﬂs!rsuan takes a whnle markelmg systems view recognizing
the |hrea|s and apparlunmes :realed forthe lnsmullan by changes inany
part of |he systenm.

~' Administration does lillle or no formal markeling planning.

(m]
O Administration develops an annual markehng plan
u]

Administration develops a ‘detajled aﬁnual markehng p;an and a careful
Inng range plan that. IS updaled annuany

o 1. Whal Is the quality ‘of Liie eurrent mnrkullnﬁ ;!rn!egy?

The eurrent stralegy is notglear. -

5lvalegy e
o The :urvenl slraleqy is clear, |npuvanve dali—based and wellereasaneﬂ

dellvery systems, mmpemgri. :usmmers. envlmnmen!) in ﬁlannlng Its -

- 4.'ls there hlgh Ievel marke!lnq Imegrahan and Ea;ﬂrﬁl al |he ma]ar
markeling funelions?

ENQ Recruiting and other marketing luru;llans are not mlegraled at |he top '
_and there is- g unproductive :on"l:t‘_,. -

" Somewhal. THere is fm‘rnal integration andgammlnllhemamrmarkehng

anti

R -.*:‘ wna. -mlhe extant ul

0o Adminstration does NﬂE‘El’ no soﬁhngenty |h|nk|ng

E ] g sﬁmewhat—édmrnus!ralluwtakes'ilang viewof Hs delrery syslems —.l_0O :,_._Aﬂmmish:ahan doss-some :unhngency thinking anhaugh lmle IQUﬁd o

v:nnhngsncy planning.

: 2 O ° Administration lﬁrmally u:lenhhes the mast 1ﬁ1partsn| contingencies aii .

ﬂevalgps canlingenr.y plans : P e e

13 Haw \vell Ts the murk;llng |hlnhlﬂg al iha lnp :ummunl:a!ad and -
Implemented down the line?
;F‘aﬂrly

Fairly

IZ Suctessluhy -

e makeling fesources? .

1A mmlnmrgnm ﬁalﬁﬁ #n a"e:!lva m with

lum:hnﬁs bul lgs »han s tisfactary coordination.and-cooperation.

-Yes. Tﬁe major markehng lum:hnns are éﬂecnvely mlegmh‘:d

Dﬁ o~ Na~ThE marketing fesources are madequate for the job ta be dane

.-Dﬁ those Individuals re;pnn:lble lnr |he msrkallng tfunction wark well
wlm ‘ciher. :ailegu personnsl In research, prugnm develﬂprﬁem
pur:hulng. :nd {inance?

g - No.There are complaints |ha| markeling 15 unreasanable in |he demands
. and q:gs!s it places on other departmants.

0
1 g Sﬂmewhm The relations are amicable allhﬁugh each deaartmem prel!y
E mueh acts 1o serve ns own power-inlerests.

- 2 O - Yes The depanmems cooperats e"echvely and resalve issues in the best
L innras! ul |h&msmulu§n as a whale,

. 2 o "Yes, The mavkelmg resources are adequale and ara deployed emclemly

B

1o Somewhat. The marketing resources are aﬂ_,equam but they are nu!

- employed optimally. .

.2 o “Yes, Admmrs!ralmn has mslaneﬂ 5y5|ams yleldung hlghly \:urrem

) i ng w:ll ﬂfilﬂl!!ﬂ Il the new program devalapmenl §ra 157
"FEJ “The sys!erﬂ is lll dehﬁad and poarly handlad.

" The sys!em formally. exists but lacks saphlsllcahan
The syslem is well- slruﬂured anﬂ @ralessianally slslleﬂ

!
B

7. When ware the l;le:l markeﬂnn rneareh l|udln of lludem: ml!lnn.
ﬂ-llnry systems, and compelitors conducted? .

Several years ago (5 years or more) :

A few years ago. (110 4 years) =~ -

Re:emlyx(wnhin the ﬁas! year)

~ B8, How wall does Adminisiration knuw me nlgl mﬂ:nllal aﬁdﬁfallmblmy

PAruntext provided by enic JIKIRH

. n!d!ﬂnrin!rﬂ!rhliigmiml lludin!n.hrrllurlu.pmgr:minndd:livsw ’ }

15. Ddes adminl;ira!lan show a hlgh l;!pa:lly to imcl qul:kly and -
e"e:!l\rely 1o o= |he-npe| development?.

O No. Sales and-market mlurma!mn is not vary currant hnd the
-administration reaction tim: 5le

O, Somewhal. Administration receives lairly up-to-date sales and market

. mfnrmanan. reacncn hme varies.

informalmn and fast reaction time.

‘Thls survey is adapted fram Phullp Hmler 5 audu apﬁearing‘
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A,BACKGRDUND INFORMATLON S Dbtalnéd through research. A ER

ASSUHPTIONS . About the conditions under whick. ;
o R f:~mm-our marketing-activities will - -~~~ o =i
unfold. . (State subsidies, local e

~ employment, cost of energy.) e
. s ook . . . &, .
) ‘Stated in detail and in pricrity
~order.  These will form the’ . ‘ .
o e standards to _judg ”prpgrasse S
’”Lf“f:m'**;’f’wwf'f T “(Enrollment fgrecasts,;eta ) :

- For ach;ev1ng the ab

Tl : caurse of acc;on )"' T

:f‘RATTDNAiES 3 o -  ’fa%¢;§_f go alsi ob;egtives,ahdisérséegiesfi e

- e

' JAEKETIVG R §WpRCES o N3§Essary to" implement QBJEEEIVES R ;;vwf
: o - . . . using specified =trategleg (pramotioni s
et :':_7,' T e persannel and funds ) : Co T e

", TARGET DAIESW?QE,CQMPLETIDE .
_ OF ACTIVITIES RELATED TO .+ : o S ,
‘§E§é§§§£§§ R o Pert chart gf Gantt chart;_iuJ_w

_ MONITORING MECHANISMS = = To
i L ' e tgward gcals (instruménts ) ;

e CONIINGE C ANS. ‘ R Alternat1vez when th;ngs ga wrang
) 175;"’ . ‘ R (Murphy s aﬁd D TDQLe s 'laws. ) ’

e : S e e v redirectiﬂg actlvitiés when pérformance o
. ' is unsatisfactgry.“‘_ A . S

L 7 S L : = - -

CDNTRDLIACTIViTiES > ] ’; Policy changes cnnsistent with '”ii_ R
B déflaiencieg.r’ - e
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WHAT W WILL BE? ... -f’ ' 'DEJECTIVES

f'HQW? o ': e STRATEGIES PDLILIES RDLES RESGURCEST

WHO WILL7 o T toE CDNTRDL (STANDARDS NONITOR - ADAPT)

»»WHERE TO- NEXI7 e ADJUSTMENTS A
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