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- Marketing Model for Community College . &

b

v I n"t.-fo"an"ct ion ,. . ‘ N

A

In the past 25 years enrollment 4in institutions of higher

education has climbed, to record levelS* héWéVéf— in the late

7‘_ienrollments d1m1n1shed to thé bore f”m,”mgfr;ﬂﬁ

- g

next 10 to 20 years forecast enrollment dec11nes (Bowen Dresch
Freeman~ Froomkln s, Carnegle Counciil, Natlonal Center for

Educatlonal Statlstlcs) Table-l .The»forecast'can be attributed
' -
to the 1ack of populatlon growth and the decreas1ng demand for.

college-graduates Thus it is 1mperat1ve that 1nst1tutlons of
hlgher educatlon especlally commun1¢y colleges place.a,greate%'

‘ ‘,_ emphas1s on the1r marketlng strategies and approaches Th1s 1s

) ; ‘even more 1mportant to- colleges along the border that deal w1th

non- tradltlonal Studefit populatlons isfnce ‘these populations have-'

hlstorlcally been underrepresented 1n 1nst1tutlons of hlgher —

1earn1ngf A - -‘f ? ‘ o Lo . S
- \\' T v s : T )

The communlty college has emerged gg/éiay a very viable

role in providing students with opportunities to increase their

R

) ‘u‘

technical skills and enhance their educational aé"eiapﬁéﬁf;'
‘Nafionai §ﬁ£5é§é indicate that aimost't%ice as ma'y high school =
graduatés were enterlng two -year colleges 1n 1972 (14.’:pérce't§;

as 1n 1961 (7 6 percent) Durlng the same perlod the propoftion

of students enterlng f%’r year colleges {?medlately aﬁter hlgh
school decreased from 33 to 29. percent (Peng, 1977). Furthermore
the open adm1ss1ons concept of communlty colleges and the ' i_.

1ncreased number of financial aid programs have brought about an
‘\l’\' .

o 1ncreas1ng paitlclpatlon by non—traditional student-cllentele,

s - -

'
P4 v . 73 i . »
- . . . - -
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-_student c11entele are reflected 1n the 1ncreas1ng number of

i.e., adultsf-women—‘and-other minorities. Thé aforenfentioned

'more d1rect and personal bas1s In order to do th1s, the-market

- social fesoufcés in ABE cotmuni

!

e - : -

[

» ’ -
\ , - .-

: \
women adults- and other m1nor1t1es (Mexican Amerlcans) attendlng

re

-institutlns along t the Texas- Mex1co border ‘Even though accessi=

.

’1bilityihaseincreased he enrollment of ‘minorities, theyrare7stilli;

underrepresented s1nce the retentlon and completlon rates for,.ff*

1nst1tutlons of hlgher learnlng (Ollvas 1979) ‘uThus ln splte f

of all the'1ﬁ?oads that have been made 1n maklng\hlgher educatlon

-access1ble v1ab1e marketlng and retentlon programs that w1ll

E ]

1ncrease the part1c1patlon and retentlon of non- —tr ditional

students are Stlll a fundamental need
— . < ;,

;

4

& .

and v1able market1d§ act1v1t1es that" deal WIth the student on a

. L S

plan should inciude interaction .with the -different human and
) : ‘ L A J - - - o "

~

The following éntitiés shbuia-

be analyzed to determlne the resources avallable 1n the communIty

»l; School system board members superlntendents, pr1nc1pals
‘and counselors. - g _

2. Top management from business and 1ndustry‘g§%01Vement .
' s .of the

in some of the 1ong—range planning committ

1nst1tut10n Co .

R Community organizations, i.e: churches, Social service

agenciesr adult educatlon centers etc.

-\77 4. _Collégé personnel 1nvolved in communlty act1v1t ies as-
-resource :persons for the marketing plan. N
5.1 Media serv1ces avallable in the community, i:e:; radio,

television, newspapers, and parphlets in English and

Spanish,; as means of infonmatlon dissemination: _ '5

a . T .
. . N - .
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to the 1nst1tut10n ln the serv1ce area

marketxng pian w1th the drtferent ent1t1es mentloned above

to be used in 1nteract1ng w1th the dlfferent entltges in the'l

"communlty

< N -
D - . . ¢

. L \
h

the marketlng team w1th an overview.. of the” resources ava11ab1e

- '('

<

"5‘1nst1tut10n ‘has. to plan the d;fferent approaches that are gorng

- ~

a4

..." -/ -
. . o . L
' - vl ’ E R T
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- The follow1mg steps are to be used by the marketlng team

(c0n31st1ng of counselors) in deallng with the publlc school

system. ..

A: Make a formal presentatlon ‘to the suoerxntendent or

school board concerning the services. that the 1nst1—‘."

tutlon has available for hlgh school students

AN

B. -After formal authorlzatlon from the superlntendent

is received,; arrange a meeting with the high school.

principal, and counsellng,department to explaln the

~institution's outreach services. - Make sure you -~ -

explain that the primary rofe’ is to serve as a

Kresource person to them and the students

C. Prov1de them w1th copies of dlfferent types of college

as finaneial a1d forms; adm1$31ons appllcatlons match—

book transfer data degree plans and term1na1 degree

programs

'

‘make yourself ava11ab1e on request. Plan meetings
with groups of students. or 1nd1v1dua1 students as.
~ requested Ry hlgh school counsélors. .Organize meet-

D. Designate date for weekly or b1week1y7y1s1ts, also,

ings with ‘parents from that specific high school; use

_the college” and to dlssemlnate 1nformat10n

this as a foﬁnm to present the different programs of

and*® programs available at. the institution. Texas

Southmost College sponsors 1nserv1ce training sessions

-for, area counseiors : . L

P Y \v

In order to 1mp1ement a

the

Inv1te publlc schooP counselurs to: visit your campus so-
that they <can becorie_ better acquainted with. facilities

-7\‘,.



F L. . e e O g ey S
v . . . z . -/ . - )
P RO . ol ; N oI / 4 . / Ny ¥,
: . . Pt ¥ - : .
4 . . . ) \ - . . LR . A

% . P v ;o . T FLoTar R

v N - - . }?/ £ » I& ‘ » . P
AT B At ‘end of the sehgsl year senﬁ every hlgh schpol S
R - ,_7graduate a congra tu&atory letter from thé institu= - -

G.,Tlmplement a concurrent enrollment rogram to enable
. : ... - ° talefited high school seniors ‘to earn. coIlege credit:
— . .- This-serves:-asj an inc tlve to students and a feeder :
- o IR to the 1nst1tut10n %%i\ j\, S , T
oo :,’ﬁ,,,‘,”,” . ' :. . { i ' ) L S .: :., ”’_‘ B R ° ' ,.,' ., . ) T .. e
“””fff“*”““‘”Each member of thﬁrlnstltutlon s méfﬁétfﬁgﬁtéam:(ébuneelorsywo“"

-

calendar that speclflcally delIneateswr-"

" has. to be’ prov1dedafi @
. . .- . . ] . ;
'/.7 hthe tlhetable for the act1v1t1es'memt10ned above One member’ of

-

e T . the. counselang department is asslgned for every. 350 senlor students

p)
~
L ‘ -

» . : A
'senlor class durlng tﬂe school year It is very 1mportant that
4 y R

'personnal 1nvolved in thls-”utreach act1v1ty be resourceful

'active 1n the community” genulnely.lnterested 1n,ﬁelping people ;5;-

~ I
ﬁenroll 1n hlgher,educatlon, and hlghly.motlvated

; .

Bus1ness and Industry ’ - f,'!_ e .

-

o T f Another potentlal source of students exrsts through bus1 1€SS

-

oo ;f'-?and 1ndustry Needless to say;,tho”é resources prov1de JOb
;J; opPortunltwes for the graduates of the 1nst1tutlon th”W it is L
o o ‘S R i"_:;
A _ imperatlve that channels of communlcatlon w1th buSIness and in=. -

e ' dustry be maIntained contlnuously The follow1ng steps are

- »

: recommended for nurturxng a- worklng relationshlp w1th the

¢ . : N T2

[y

b” ;”é s and 1ndustr1al communlty

9l

A Top management from bu51ness and 1ndustry should-serve

-

haQé Input ‘for the plannlng of programs L o ;
S B. _In purchas1ng goods and materxals the 1nst1tut10n should
. . 1.+« . try to do.business with the local business establishment
L "whenever: economlcally feaslble and:ihus develop positive:
"’ rela¢1onsh1ps' R : :
¢ o : S .
V-";\I : ) -
e —
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<. Members of the 1nst1tutlon should meet wzth bysiness

and industry. representatlves to determine if spec1f1c

services or training might, be provided by the institui-
“stion to upgrade the skllls of the employees. -

admissions forms, and f1nanc1a1 aid applications to

& . the different bu51nesses and industries on a semester

D. The institution should disseminate course schedules_

el

o ﬂ;ﬂ—j_fr;;—;r_-;,basm. to-assure that employees ‘have -a- convenlentfr—rf;_,—_;_———rw -

I

I ”*-'Personnei from busaness and 1ndustry that have expertll

- "in certa1n areas shonld be 1nv1ted as guest speakers
- atb the 1nst1tut10n B N

F. . The anstltutlon s job placement\offlcegshoﬂid meet with

~_.the personnel mapagers of the. dlfféréhtrcompanles on a .
continuous: basis throughout the year “ThHis activity will

-vprov1de the institution witk a picture of the employment

'-,-' »" marketxalong w1th feedback on graduates placed on the

“job.

- C s ~ .-
LA -t ) ‘

Soc1a1 Service Organlzatlons Lo oo

The marketing team at the 1nst1tut10n has -to’ estab11sh 1nter—
Lo ﬁ
}\\ .

" linkages with..t egglfﬁ\rent soc1a1 service organlzatlons through—‘:

e i . R
out the se§v1ce;areas;  Organizations rn the-communlty usually
o S0 S I e S
‘help specific constituenices, .such as, senior citizens, the

, ‘ ; ! )

handicapped;, "battered woren, éétérans, migrants, and.other social :

B N -

'groups ¥ Slnce these organizations are usaaiiy involved in pro-=
,motlng social caSuesfand fund- ralslng,'it is imperative to
Identify and communlcate w1th the key 1eaders In order for the

marketlng team to estabitsh the communlcatlon 11nkages with soc1a1
serv1ce organlzatlons the followzng act1v1t1es are recommended
R
A." Make formal presentatlons to the membership of the social

service organlzatlons concerning the different programs
-and services available at the 1nst1tutlon '

B. Arrangefon s;te7v1s1tatlons for these groups so that they
" can become better acquainted with the campus and the new
proerams _ E -

C. . Dlssemlnate 1eaf1ets and brochures at the dIfferent

3

|
|

<
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in ‘the communlty organlzatlons =

E. Request scholarshlp donatlons from sof;al service or—
° ganizations 1nterested in a particulay area of study.
For example, the.Jaycees or the Rotary could Sponsor-

-“artrip to Washington for ‘students to study the Y

Pre51dency . S : e ,,"”%;

P G VU U D

v ‘ R

‘F,‘ Organlze ‘a yearly conference‘mn campus for a11 of theSQ

community. organlzatlons to discuss and plan activities
that can be. of mutal 1nterest to the dlfferent organlza—

Communlty 1nvolvement by coIlege personnel can be very

(

-

_,hénef1c1a1 to the'1nst1tut10n In addltlon to the satlsfled_

L

_Eaﬁéﬁaéf; the greatest promoter of an instltutlon can be its

L \
. personnel. themseiveS' An InStItUtIOH ‘has a vast amount of

(

. _e—— L

'knowledge .and expertlse that is usually not shared outstide the

'T‘

c}assroom or the 1nst1tut10n; th Y ; re; 1t:1s imperative for
L .

Eﬁé institution to formuldte ways in which the human resSources
- . . : : o . e

available at the institution can be Shared with the community.

\

“The follow1ng act1v1t1es are récomﬁén?ed-as ﬁais thé'ﬁhstitutioﬁ

- < ; . - \
personnel Lo
‘\ > ~

_A. Develop a handbook 11st1ng the names:of faculty and

professional staff and their areas of expertise. The

* handbook.can, be disseminated throughout the communlty
- ~

B: Establish a communlty educatlon coun011 to d1scuss

“the Quallty of life:

C. Profess1ona1 staff and faculty can organlze on-campus

~ seminars in the1r areas of expertlse ‘and invite the
oommunlty at 1arge to attend

*

1nvolvement in the community

?

o
1
Sl

..J” PR
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' The media, an-absolute recessity in contemporary life, can

be véry inetruméntal 1n conveylng 1nformation to the pubilc :

.

'are going to reach out to the Spanlsh speaklng communltv In :

addition to‘word of mouth* most' Spanish-speaking communltles
. ' aiong the border have three baelc formal modes of communlcatlon
= ‘1.e.,‘Spanlsh newspapers,_radlo statlonsi and television statlon
progr_amih'g. En’stitﬁtibr{s have to use the channels of communica-

tioﬁ@%ﬁat'are used by the community in order to\reach out effectlve—
s _ 1y to the communlty, espec1a11y the MexicansAmerican’ cdmmunlﬂy

The follow1ng are some recommend act1v1t1es for u31ng the medla

’,

A De31gn a calendar of events dellneatlng campus 'specific
activities and dlssemlnate it to the media on a monthly
: ba81s o X ; _ )

) ‘ B. Advertlée, in both Spanish and English newspapers, the
7 _ _ . services available at the institution,; such as scheduies
-~ the Counseling. €enter f1nanc1a1 ald etc i

. ;C; Members of the marketlng team should seek opportUnltles
to participate in radio and television’ pr)Qrams as a
- means of’advertlslng the serv1ces ava11ab1e at the .

v "N institution. ° - _ Sl : R
. L ,;, . K . . ' ‘ -
’ D Mahe brochrues, 1e3f1ets-and catafqgs avaliable in -~ $
. Spanlsh to the publac:o* : ) SN n
: r - E. Inv1te‘the med1a to the dlfferent profe881ona1 semlnars
and act1v1t1es conducted on campus -
_Ff;'Prepare a v1deotape narrative of the. ﬁnstitution in . -
. I Englxsh and. Spaoish to use in- presentat‘an to the
- B : communxty grouPS* o Cae . :

"G. . Inv1te the med1a to present a career workshop to the
s ’-3ournallsm stﬁdénts at- the- 1nst1tut10n A

1\
\




Conelusion A R
o Needless .to say, the key element .of the marketing approaehcs

T~ mentioned above is the effective éommunfeatibn that has to exist
within - the 1nst1€utlon¥before it ‘can ‘be carrled out to the

. different - segments:of the: commun1t5 Dl@cusslng*fﬁé: i Ssues with

members of the marketlng team is absolutely necessar; 1f ‘'you' are
¥

;0 .g01ng to bé effective in dealing with the publlc sector* While

H-r

3 effective communicatlon mlght be one of thq most nebulous things

- we, as admlnlstrators face, it is also one of 'the most difficult
and costiy effects to achieve. But it is So necessary that it
'l

_‘J-muSt'be aéhiévéé at any cost: Upon effectlve communlcation

-

s hlnges practically every facet of the admlnlstrator )ob from

: ‘the development of human resourées the actual completlon of the

jbb which hé O?éhé iS assigned;,
Marketing an institution is a péopié pfoéééé-that requires

‘ éommunlcatlon Commnniéétion however is sometlmes thouwht of‘

(

i -

“only in terms of formally spoken or wrltten words In essence

we are 1n611ned or tempted to ook at communlcatlon as soleiy a
1anguage prooess: Howeve;, when dlrect 1nteract1ng withgpeople
K is Bfoﬁght into the definitlon;communlcatlon becomes more of a

people process than a 1anguage process. -In éSSénoéf oommuniéétion

- Ships that exzst émoné?ind1v1duals thus promoting a greatér sense
f ’ -

of understandlng thrdUghout the 1nst1tutlon and the eommunity
L.

' that één alter enrollment prOJeCtlonS the most fe851b1e way for.
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Do . N , ‘ o . /’*j Lo
marketlng programe\that adhere to the necds of thelr qludent :
_.constituency Aithough enroiiment uncertalntles arc bcund to 7

-

515§aé role, it is 1mperat1ve that institutions 1mplemcnt

marketlng systems on a contlnuous blanned and predzetab}e

A¢¥~‘_»m~~basxsm~1n~order togmaEe~the'1nst1tutrons.qore access&ble to”tﬁu****
their changlng student populations. ," i.t*n u, -
Ve o .o . P

Once the 1nst1tut10n has creaf d 1t§ p031tlon in the communlty

magget— 1t has to evaluate contlnuousiy its internal mechanisms

. 3

in érder to matntain 'change or delete spec1f1c markétiﬁg act1v1* -

ties; The product of successfuI marketlndVact1v1t1es 1s 1o have

E]

the proper 1nterna1 supportive servzces that w111 enhance the

probablilties ‘or retaxninﬂii.i-tEiditlonai students attendwxbe

communlty colleges Perhuaps we can conclude by Saying that
: marketlng is dependent not only on the image of “hat 3our

¥
1nst1tutlon can do but ultimately bn the quallty of vour product;
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