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A Survey of Practices and Strategies for ' ) v
Marketing Communication Majors

- . ol . ¥

Concern abont'eereer oppontunities and placement of our stndents is clearly

'g;oying in eu;'diSCiéline. Essaye which diseuss,plaCement, curriculum, career
’:eﬁportunities, internships aﬁd“facnlty roles in this effort have‘apneared in
the ACA Bulletin since its ineeption.1 The Speech Communication Association
has charged a Task Force on Career-bpportunities to pursue issues related to

employing our majors.2 This éast summer theHSpeech'Communicationvnssociation
sponsored two summer conferences on the topic.3 These,variqus projects are

‘beginning to generate a peol of ideas and data which is useful in making intel-
ligent decisions.about preparing and marketing students.

!

We applaud; this effort because we believe that successful placement of our
[ % ‘

' students should be facilitated by this sharing of information. Another step in

-

this process is the collection of data about practices and strategies eﬁployed

by departments.

PROCEDURES v i
|

The purpose of this study was to discover what some of the common practices
® i . .
and strategies for ma:ﬁeting'undergraduate speech communication majors might

1

be. To determine what these efforts might be, a survey was conducted in Decem—

ber, 1980, to discover what departments were doing to (1) represent the
; s 0

. depaf%hent'and majors to employers, (2)'céoperate with other colleges and de- -

partments, (3) 'adjust programs to meet student and employment trends and, (4)

/

let business and other employers know what their graduates can do. A random

4

sample of two hundred departments was drawn from those listed in the "Speech

Communication in Higher Education" section of the 1980 Speech Communication

Directory.




THE POPULATION

The population for this study~consisted of four year institutions. The -
‘questionnaire was addressed to the departmental chair in the specific univer-

sities rather than an individual.

THE QUESTIONNAIRE

“

The first set of questions asked for thé departmental name and whether the

L3

name represented a change of name in the past five years. Then the departments

~

were asked for the rationale for any change. It might be that departments

4
)

changed their names to be more reflective of who they are and what they are

doing. 2 .

. . . PR

The éecond set of qﬁestions.examinéd‘relationships with other ééllegeS,
particularly career oriented departménts. Four types of information were £e-
quéstedi a) Depa;tmenﬁiwhich éncoﬁrage/require communication minors; b) Depart-
ments in which communication students minor, primarily; c) Communication
courses most frequently taken by other mafofs; d) Courses in other departments
most -frequently taken by communicatién majors. Although it is not possible to

judge placement success produced by taking the academic advisor's advice or by

the student exercising his other best judgment, ‘it was bélieved that these

’
-

‘answers would produce a consensus about what students are doing‘or being ad-

vised to do to make themselves more marketable. .

-

The third set of questions sought to tap the practices in which depart-

. 4

~

ments engage with respect to business-related courses/programs. It was hoped

that the nature of cooperative programs--department with department, and
service related course offerings by communication departments, including

internships other than student teaching would be discovered. These questions

]

-

were asked with two goals in mind. First, a catalog of programs might be
developed. Second, unusually innovative programs might be unc¢overed.

“ ‘ ‘ \\
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« The foufth set 6} questions were asked to discover the nature of change
in departméntélvemphasis. Changes might be in the direction of increased
eﬁphésis ih ﬁhe study of business ané-organizational emphasis which seemea to
be a recent trend. Areas of declining interest were also polled.
Finally, questions about what kinas of jobs students take and what depart-
ments do to market their students were asked. A list of jobs secured by
graduates would be useful in caunselling students. Unique techniques for let-

ting employers know what recent graduates can do would likewise prove useful.

RESULTS

Of the 200 undergraduate prdgrams polled, 50 usable responses were return-
ed. This represents aﬁoux a 25; response rate. Respondents (identified
themselves by region and department name. The results are displayed in Table I.

Of the fifty departments, sixtsen are from the West, twenty are

west, three are from,the East and eleven are from the South.

B

Department Names : o -

The most frequent name for the departments responding was Communication
rather than Speech Communication. Five years ago William E. Arnold found that
the opposite of this was true.4 The least ffequent label was Department of
English, preceded by Spee&h or Speéch and Drama/Performing Arts/ and Theatre
Arts. The report of these names are summarizedbin Table II. ' ‘ W

When asked if this name rgpresented a c;ange in the paét five years, 368
(18 departments) responded yes. Naﬁe changes appear to represent a new way of -
thinkiﬁg about the department emphasis both internally (from the perspeétive
of departmental members) and externally (an attempt to change the perspective
of students, col;eagues and the community). When departments were asked to

give their rationale for changing their names, they said they did so to re- ,

present a change in their composition. Seventy-two percent, 13 departments of

3

@
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the 18 who changed, changed to reflect the breadth and/or new thrust of the
department,‘and particularly in media and organizational cqmmdnication. The
next most frequent change,»four‘departments, was made to reflect separation
from theatre. One department changed as a "compromise with other units."
Categorizing this change by regi;n, represenéed by the display in Table III,
shows where the fhange seems most prevélent. There wasono change in the East,
but tLis may ﬁég%be representative of what is happening due to the small num-
ber éf departmeéts, three, responding from that region. The largest perceny‘of
departménmxby region reporting name change was the South with 63.6% responding
name‘changes.b.This was followed by the Midwest with 35% and the West with 25%.

Relationships With Other Colleges/Departments

Four questions were asked to discover what these relationships might be
like. First, respondents were asked to list departments which encourage or
require minors in communication. This dffta might expose some areas which value
communication e#pertise and by inference'miqht relate to careers fot oﬁ? .
majors' skills. The resql;s are displayed in Table 1V. Twenty—threg of the
50 respondents indicated that business-related depagtments require o; encour-
age an emphasis in communicatioh. Nine, about 20%, of those responding
suggested that Engiish departme;ts encouragea an emphasis in communication.
Approximately ten percent of the dgpa:tments reported,départménts of Education;
éamily Service/Home Economics, Jourhalism,S Yequire minor emphasis in.
commukication. ) i
The converse éf this question was asked: What are the departments in
which communication students minor? (In some cases these may not be departments
but diyisionsvﬁithin Communication Departments.) The category mentioned most

. frequently was a business-related minor emphasis, this emphasis being cited

thirty-four times. These minors were in Marketing, Management, General Business

§)




or Administration. The most frequently citéd,single department, however, was
English with 40% (20) of the respondents requiring/encouraging minor emphasis

s

in this, area. Theée minor areas were followed by strong showings in -
Psychology (26%), Politicél Science (24%), and Journalism (22%). Other areas
mentioned were Performing Arts (14%), Sobiology (12%), and History (8%). The
results of fhis question are shown in Table V. , . | .
The last two questions in this category focus on courses taken rather than
N minor emphasis. We asked what éommunication courses were most ftequentl;\\efii’
by other majors. . Responses are displayed in Table VIt~ They suggest that the
most frequent';ourseé are public speakipg, interéerSOnal éommunicétion, funda-
mentals and group discuésion. These scores were nearly identical, howeve:,l
with public speaking 24 (48%), interpersonal 23 (46%) and fundamentals, and
group discussion with 22 each (44%). Others frequently mentioned were business
speech--seventeen times, tadio/telévision/film--eleven times, organizational
communication--eight times, voice and diction, mass éémmunication,
argumentation--seven times each5;and oral inte;pretation, interviewing--six
times each. Also mentioned were nonverbal, contemporary thetoric,,semantic;,
~ children's speech, and comﬁﬁnication theories. Several others were mehtioned
only onée. P
Finally, when asked to indicate what courses in other departments were
most frequently taken by communication majors the following results (see
Table VII) were generated. Courses listed in our data display are basic or
introductory, survey courses if merely listed by depagtment name. Specific,
advancéd courses are listed by course name. Inttoddbtory courses in management,
marketing and public relations claim the top of the list. Each was_selected

elevén times or by 22% of our respondents. Adveftising, Psychology "and

Advanced Writing were selected next, being selected by approximately 16% of the

-
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departments responding. Beyond these léa&ers were courses such as personnel
management, newswriting and economics, mentioned'by approximately 8%. These
were followedvby twenty-three other courses. -

When these courses are grbuped by category business-related courses are
indicated twenty-hine times (58%) andﬁ?ﬁbfications/Advez:ising/Sales/Qonsum-
erism selected twenty-thrée ;imés (46%). "Advanced and specialized writing |
courséé are also taken by many communication majors - chosen fourteen times
(28%). Other totals are: Psychology/Sociology - ten times (20%), computer/

mathematics/economics - eight times (16%) and photography/graphic arts - five

times (10%).

Unusual or Special Cooperative Programs

Data collected about cooperative programs our‘depattments have invented

¥

proved to be interesting. The most frequently mentioned single program was a
cooperative certificatiop\program in public relations. Yet, this was listed

only'four times. What was produced from this stimulus question, however, is a

long list of innovative, cdopérative efforts. Since no particular trend was

suggested from these responses these idq@s were merely listed in Table IX for
R

the data display.

o

Another area of current concern withi#sspect to cooperative programs is

%

the internship. Data were colleqted with respect to numger and types of inter?—
ships beinq.bffered by éﬁr respondents. &he most frequently cited category by .
far was ?he business-related internship, mentioned thirty-five times. Following
this was broadcasting programs (18 times), Community/Urban Ptogréms (8 times),
government programs (3 times), Theatre/internal/Public Uti;ities/Newspapef (2

times each) and Research/Health/Religious Progtams'(l time each). These data,

along with a regional breakdown, are given in Table X.

The final question in this section, related to cooperative efforts of

»

»
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commﬁgication'departments, tapped -the service funct;ohuof business-related commur
v : ' '
nication courses. We found that 56% of our departments offered course work in
organizational communication. The next most frequently mentioned courses were
. ol e

274

business and professional speaking (46%), public ‘relations (22%), interviewing

(168) , and broadcast management/sales (8%). Others are suggesééﬁ.in Table XI.

.
.

Nature of Department Empﬁasis and Enrollments

Several questions were asked to discover what emphasis are currently being
offered in deﬁhrtments and h&w they have been changing. One 'surprising result
from ésking departmeﬁts to reveal their emphasis is that no mere than 40% of our
respondénts named any‘particular emphasis. Tablé XII shows ;hat 4Q\ of the de-
partments have a commhhication studies emphasis, 36% report an education empﬁasis,
368 a general speech emphasis, 36% a broadcasting emphasis and 30% a traditional
_ rhetoric emphasis. (Keep in mind thaﬁ some departments offer more than one
major emphasis.) Mentioned less frequently but quite often were theatre (268%),

.

organizational (ZGQL, public relations (26;2, and masQ comﬁuﬁication (20%)}
p#thoio;y le‘),-6£;iVigtéfg;;;;;I;;w?ig;ij‘Sournaliém (16%) and grdup process/
pre-law (10% eqphl. Oﬁhe;s hentioned are inclﬁded ig Table XII.

Enrollme;t trends in these areas add to our ;ndérstandtng of what is
happening to these emphasis. ”First, respondenté“were asked whefe enrollments: ™
were increasing. These responses were broken down into regions for comparison.v
The results are presented in Table XIII. The data show the greatest increase
in enrollments in these aread: broa&casting (3087 reporting), public relations
(22%), organizational,coﬁmﬁnication (148), theatre/mass communication (12% each),

communication studies/general speééh.(lO\ each). Other increases were reported

as indicated in the table. Conversely, Table XIV reveals declining enrollments

&
E

noted by departments in education (22%), rhetoric (16%), and oral interpreta-

tion (108). Others which decreased are listed in the table. Along with the

L
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increases in enrollments imbreases in institutional support for these areas.
was-observed. Table XV presents that report.

e

Employment of Majors

T™wo kinds of information were sought with respect to employment. ’&rst,

a list of positions and a frequegcy/department was collected to show‘areag of

productive career orientation. ~ Second, a collection of strategies and prograﬁs
with respect tqtdeparﬁmental‘efforts to market graduates was generated. The
data with respect to eﬁployment, Table XVI, reveals the four most frequent
career popitions for our majors are: 1) public information/public relations/
promotional (6§% of our sample reported this category)(;Z) marketin§‘748§),

' 3) teaching (48%), and 4) sales (44%). This group was followed by'careetsr'

) <, ‘
which had substantial hirings. They included: 1) media production (32%), 2)

»

writing (328), 3) personnel (2@ 4) on-air media (24v), 5) advertising (22v),
6) training/programs, directors (20%). Below these, in order of ftequency;
were: graduate school, government sﬁaff, counseling, consulting, community
service, t;search, airlines, and %inistry. Job ®itles for as many of these
career areas as possible are listed in Table XVIi?

The aecoﬁd queaﬁionkyieldeé some interesting results. The department
chairs wer; asked what they do to let employers know about their méjors. Some
respondents‘said that théy do noéhing. On the other hand, the most used
strategies are internships (27%) and personal contacts by faculty (12%). Some
departments uséﬂtheir o&n graduates as contacts (8%) and somé assist mgjors
with resume ptégg;;ﬁion 6%) . St;a;ggies beyond Ehese four were emleZed by
less than five perc¢ent of fhe departments. Although we did not ask why some
, departments did noéhing, we were sometimes given a note that was apologetic
abgut the lack of help. Some did nothing becayse "That's the students’

regponsibility." ‘ -




 DISCUSSION AND CONCLUSIONS

A teviéw of these results tevealslééveral c0nclus}ons which point to
strategies  that departmgnts are using which have.impact on marketing mi)pr;;
Some of the changP@ and dwtivities we have discoveYreg,may serve a ptimaf%,pur-
pose other th;n making it easier for stg’ents to fo%a career position; butn
they do seem to have an impa in this afea also. N R | , -

One such area is thajy of name changg. Names have been changé&’for a
variety of reasons; but, the impact of such changes-mighg'be to suggest to
employers a broader and more inclusive 1list 3f caréez training orientations.
for example, departments which were.called speech departments may have been
thought by business to be ‘primarily concerned with speech-making. A change to
comgunication studies might ;eflect a larger group of skills and therefore
cause the employer to take a closer look at the individual’s‘ credentials.

’

Thirteen of the eighteen name changes we discové?ed were made to tepreéent
breadth and new thrusts of the départment, partiéularly_with respect to media
and organizational co&mqnication. We found that 64} of our tespondenté from
the South and 35% of our respondents from the Midwest have changed their names.
We also note a cor;esponding increase in media, orgaﬂizational communication
and public relation oriented emphasis in these regions. Thus, their reasons
for changing names, increased or new emphasis, seems to be the case.

The questions aboﬁt departments which encourage either-a cross over to
minor in communication a cross over from communication EB minor in another de-

-

partment shows.a strong relationship developed between many business—relatéd

areas and communication departmants.\)Twenty-three, nearly half, of our re-

spondents suggested that business-related departments encourage minor
emphasis by their majors in communication. We also note”that there is a recip-
rocal relation with English departments. Finally, Psych9k§§;j Political

-

Science and Journalism seem to be attractive minor emphasis for some of our

P

1_1 ~ . .
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majors. 3

¥
If departments are encouraging emphasis in our departments, they must
. - \
also be enrolling in our basic courses. Our sample confirms this. Nearly
one-half of our respondenﬁs indicated that public speaking, interpersonal -

communicatfon, fundamentals, and group discussion/theory are frequeﬁtly taken
Business speech, radio/television/film and

S v
‘are allso taken, but less often the four basic

by majors in other departments.
organizational communicatio
courses.

e areas they chose 3as mifor

H

Our majors also take basic courses in

emphasis. Business-related, public ref?tions, advertising, psycRology and

n

advanced writing courses are the most popular course areas. One cannot con-

clude that only formal mhnors are being pursued, but that students are taking

course work here. .

If you turn back to Table IX yod‘will discover 'twenty-five different

)
5

cooperative programs - communication departments have been very innovative.

-

~ There is a considerable opportunity for cooperation, given that a department

has the time and. resources to do so. Some of the written comments wé received -

)

_findicate that more of this type of effort would go on_if some depaigments did

not feel understaffed elation to demand. ° -

*

Another finding was that there is considerable internﬁgip activity in

communication rtments. Seventy percent of our respondents reported.

organizatiopnal c ation-related intetriships. 1In addition, thirty-six "

~ -

percent/of the departments have ?roadcast—telated internships’. The only other
frequenflyg%eéﬁrted 1ntetﬂship, 16 percent, was in community/urb;n‘progtamp.
One hmplicaéfon‘gf this finding is that those who wish to establish internships
Qill find thege are most likely areas to begin. There also seems to general
neglect o£'£he area of government sector agencies. Since sixteen percent of

responding departments indicate career placements in government service this

n

-
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might be -an ‘area for increased internship activity.

. .

x
e

The-questions about departmentaivemphasés”séeméito'suggest that'a reI? .
5 i - . B - . . . . , B

o L - . : - ~ o . .
atively large number of departments have progrgmsv1n'organlzatlona11commun1ca— .

tion (26%), public_relations-(zs%)'and,mass communication (20%). These-are
,als% areas Where ihcteasing énrdilments were'indicated by oqr-réspondehtsu_ TheéeA
appear to be fruitful areas fo:'expansiqh'and"thus'éréas where increased @ -~

)  effort will be needed.’ The fact. that some have suggested“;he "tight market"

., _in these areas does not segm to present placement problems; they are the top -
areas for plaéémenb« Sixty-six percent of‘our'depé;tmedts reported placing ’
‘majors in. public relations-related areas. Next to this specialty, careers in

o M

managemént, sales, ?nd personnel were good areas for. student placement.

\
\
\
!
|
\

Al - o

. ) A . . : .
Finally, we conclude that not much is being done to let employers know what
. . ‘ . . . .

our graduates can do. This is an area where our departments need to concentrate

our creative efforts. Nearly) fifty percent of our réspondents said. either that

h 3 . s

-~

they do nothing or chose not to respond to the item. N

v . - ‘ ’
i - ~
a . .
i
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| N TABLE I |
DEPARTMENTAL NAMES BY REGION -
;o
NAMES
‘Reg'io‘n " Communication Speech Commﬁnicaitiog épeech _Other
'West' 5 | o | 8 . | 3 ' 0
. South 9 | ' 2 . 5
Midwest . 8 , 6 0 1
“East . o oA 2 a
. rotals 22 1w 10 2
,




. TABLE II

DEPARTMENT NAMES

q

/

Percent

r~

. Names’ Frequency
Communlcation ' ' -
(Studies 3, Arts 2, and Theatre 3) 22 443
Speech Communication
(and Theatre, or, .and Dramatic Arts 3, ,
, and Human Relations 1) 16 32%
Speech :
(and- Drama, and Performlng Arts, and
Theatre, Arts) 1o 20%
Other (English and . . .) 2 4%




TABLE III

CHANGES DEPARTMENTAL NAMES BY REGION . .

To : To

Region . Communication Speech Communication Speech Other Total
West 2 | |

South "6

Midwest 4

East 0

Totals l?A

.




TABLE IV

DEPARTMENTS ENCOURAGING MINOR "EMPHASES" IN,COMMUNICATION*

N
Degartmente | . ' ‘Frequency
Business-Related departments ' , 23
English R L 9
Radio/TV/Film*+* ) | 6
Educetion (Adult & Elementary) 5
Family Services/Home.Ecohomics 5
Journalism** 4
Agriculture . ’ ' , 3
Sociology, Criminal Justice E 3'
Political Science, Theatre, Music, | ,

and Recreation 2 (each)
Psychology, Nursing, Computer Science,

Art, Dance, Zoology, Physical

Education, Engineering, Visual Design ‘ ~ 1 (each)

*About 25% reported that minors, emphases, et al, are either not
encouraged or not required, thus no information was available.

**Any frequencies reported for these departments are misleading
here and elsewhere throughout this report as many departments ‘
include Journalism, Radio/TV/Film, Advertising, Public Relations,

etc., in the department structure.

?,




TABLE V -

DEPARTMENTS IN WHICH SPEECH MAJORS PURSUE MINOR "EMPHASES"

Departments : ) Frequency

Business-related = | 34
Marketing - 10
Management - =10 , :
General Business - 8 : _ . ) _ -
Administration - 6 '
English N o 20
g ?sycholoéy . ' 13
Political Science 12
Journalism¥ ‘ | 11

- Performing Arts —‘ : : ' -
(Theatre, Dance, Music) : 7

Sociology a 6

History“ , ' 4

Advertising, Public Relatiobns,
. Economics* ‘

N

(eachxl.

Adult Education, Foreign
Languages, International
Studies

-

(each)

*See notes . in Table 1IV.




TABLE V1

COURSES IN SPEECH MOST FREQUENTLY TAKEN BY OTHER MAJORS:

Caurses Frequency Courses K Frequency
Public Speaking . 24 » Argumentation ' 7
Interpersonal 23 Oral Interpretation 6
‘andamentals , 22 ) Interviewing 6
Group Discussion/ , ' ' Nonverbal 4
-~ & Theory . C22 ‘ :
& ?Busiﬁess Speech ° 17 chntemporary Rhetoric 3
b ‘Radio/TV/Film* = T 11 Semantics o 2,
T S : : :
Organizational . : S
%?% Communicatlon - 8 Children's Speech 2
E:» Oral/Voice and Diction .1 Communication Theories 2
MasaﬁCQmmuhication 7
* \>Technica1 Speech, Advertising*, Parliamentary Procedure, Research
Y Methods, Communication Consulting, Speech for Classroom Teachers, Sex
£ Roles 'in Communication, Family Com@unication, Public Address (topics),
faslgn'ianguage, Freedom of Speech -- 1 (each) ®
*See notes in Table IV.
o ‘ ’ | | 2() } ,




TABLE VIT

BY

%

SPEECH MAJORS**

COURSES IN OTHER DEPARTMENTS MOST FREQUENTLY TAKEN
24
Courses Frequency Courses Frequency
Management 11 . History :
Marketing 13 Accounting 2
Public Relations®* 11 Sociology 2
Advertising* 8 Consumerism 2
Psychology 8 Graphic Arts 2
Advanced Writing 7 Sales 2
Personnel Management 5 Mathematics 1
Newswriting 4 Foreign Languages -1
.  Economics 4 Bookkeeping 1
- Photography 3 Statistics : 1
Business Writing 3 Research Methods 1 .
Political Science 3 Human Relations 1
Computer Science 3 Public Opinion 1
- Philosephy 3 Theatre 1
- Literature 3 Grammer 1
Real Estate 1

*See nctes_in”fablé\rv.

**When identified only by department,

a basic or introductory course.

the reference is usually to.




' TABLE VIII

COURSES IN OTHER DEPARTMENTS MOST FREQUENTLY .
TAKEN BY SPEECH MAJORS, BY CATEGORY

Course ‘ Frequency
-Business-relatfed Courses , ' 29
Public Relations/Advertising, o 23
Sales, Consumer ;
Writing Course ‘ 14
Psychology/Sociology | 10
Computei/Math, Economics - 8
‘Photography/Graphic Arts , 5
4

«




TABLE IX

UNUSUAL 'OR SPECIAL COOPERATIVE PROGRAMS OTHER THAN

THE USUAL SERVICE COURSE OFFERINGS

Program

' Frequency

Cooperative Certification Program in Public Relations

Organizational Communication Program (Journalismr, Speech,
English, Psychology, Management)

Cooperative Certification Program in Human Services

Applied Communication (English and Speech)

Cooperative Communication Skills Program

Speech Communication for Business and the Professions

Communication Arts Emphases in Home Economics

Sports Communication Emphases in Physical Education

Executive Development for Public Service (offered oh
U.S. military bases)

Overseas Program in Speech Communication (undergraduate)

Speech Communication Emphases in English

Communication "Track" in Conservation (Zoology Depart—
ment)

Broadcasting for Meteorology Majors

Communica€tion "Track" in Family Services

" Communication "PTrack" in Nursing

"Internal" Program (permitting special curricular
combinations such as Education of the Deaf and Theatre)

5 Year MA/BA in cooperation with the Graduate School of
Management

Rhetorical Study of Film (English and Speech)

On-Air Broadcast Program (Journalism and Speech)’

Marketing Communication Program (Marketing, Public
Relations, Personnel, and Speech)

International Communication Program (Political Science,
Foreign Languages, Marketing, Management, Speech,
and International Affairs)-

Interdepartmental Major in Speech Communication (50/50
credit hour requirements divided between: speech and
another department such as Business, Art, Industrial
Technology) )

Interdisciplinary Film Program (Art, Foreign Languages,
Speech)

Public and Corporate Communication Program (Speech,
English, Radio and Television, and cognate areas)

¢
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- TABLE X

INTERNSHIP PROGRAMS BY REGION

West South Midwest .East | Total

Programs
Business/Public re-, :
lations/Advertising 10 8 16 1 35
Broa&gasting' ‘ 4 | 6 | 7 1 18
Community/Urban 1 1 5 1 8
rGévefnmént 1 1 1 3
Theatre 2 2
‘Internal Programs 2 -2
Public Utilities 2 o 2
Negigiggziions 1 1 2
. “\
Health 1 1
Religioﬁs 1 - S . 1
| erotals

22 16 | 33 4 .75

,.,_
Crepngal
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v/y TABLE XI

BUSINESS:-RELATED COURSES IN JCOMMUNICATION DEPARTMENTS

- .

’

Courses Frequency Courses Frequency
| - : ;
Organizational Communication 28 Personal Communication
Business & Professional ' in Organizations ~ 1
Speech ‘ 23 Multi-national '
Public Relations . 11 . Organizations 1
Interviewing 8 Business and Economic
Broadcast Management/ " Journalism 1
*Sales , 4 Interpersonal Communication
Advertising 2 for Business &
- Human Relations in Professions
Organizations Graphics

Diffusion of Information
Publicity Writing
Meeting Management
Communication Consultiﬂg

Media Planning & Buying

Program Evaluation

Data Analysis -

Communication Skills for
Health Professions

N L )
S e el ol

Comments: One .department! reported that they had a minor in Technical
and Business Communication (including courses in semantics, technical ,
and business writing, advanced writing, speech, and oral communication
in business).

Five departmegﬁg reported that they were limited in ability to offer
such courses business because of understaffing and enrollment '
demands. -

D U e e trm e =
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. . TABLE XII . =
-~ . DEPARTMENTAL EMPHASES FOR DEGREE PROGRAMS
. .
- L. . . .
- Emphgses ¢ Frequency
) Communication Studies (including interpersoqal)— 20
Lo Education | : | 18
General Speech 18 -
. Broadcasting - | . 18
Rhetoric (traditional) ' ] . 15 )
‘ Theatre 13
] Organizational Communication | 13 R ’
Public Relations | o 13 "
Pathology ' . v . . -9
Oral &nterpre;ation : l ' 9 )
ﬁ Journalism ‘ 8
. GriFE\?rocesaee s "
~ Pre-Law | . _— C s
'Business - -t | 3 ,
Communication Consulting . . 2
' Political Communication - 2
Instructional Media }

Film, Technical Communication, Linguistics,
Guidance, Visual Media, Media Performance,
Media Management, Intérviewing, Research, <
Persuasion 1 (each) |

,

o &




f . TABLE XIII
‘"EMPHASES" WITH.iNcﬁEASING ENROLLMENTS BY REGION

g

Total

r

Emphases V - West South" Midwest East,

. Broadcasting - 2

“ Public Relations o o
Organizational Comm. * 3
Theatre »

Mass Communication
Communication Studies

General Speech 2
Pathology . *
Interpersonal
Journalism _
Business Communication 1
Oral Interpretation .
Advertising ‘ -1
Pre-Law o -
Interdepartmental '
Intructional Media \ 1

N

W
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, U ey
- . EMPHASES WITH DECLINING SUPPORT/ENROLLMENTS BY REGION {

. o’ .
[

Emphases ..   “ West __ South 4;{Midwe5t" East _ Total

¥

S UEdwdabton o2 Lo

‘Rhetoric 3 | 8

w

_ ' 3
'Oral.Iﬁtefpretation : 2
1

Communication/General

H N N

Theatre
Interpersonal .

Mass Communication .

R I R T
H OH R W oW ow
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TABLE XV

"EMPHASES" WIZH INCREASING INSTITUTIONAL SUPPORT BY REGION

: S
Emphases West South - Midwest

East

Broadcasting .

Public Relations/ . v
.Advertising v ‘ ’ 1 4

Mass Media 2 ’

Interpersonal _ v

Organizational Comm. : '

Pathology R -1

Theatre '

Pre-Law "

Oral Interpretation

General -Speech ‘

" Business

Communication Studies

Journalism

Human Resource Development

Instructional Media

2 -3 ' 2 1
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" ‘ ) EMPLOYMENT OF MAJORS - BY CATEGORY

Category : S Frequency

Public Information, Public Relations, Promotional 33
Management (business, medical, utllltles) , . 24 ' ‘
Teaching- . . A - 24 ’
Sales - " ’ . 22

Media Production . L , 16

"Writing : ' 16

Personnel , : , : 14

On-Aixr Med 12
Advertising ‘ . - - 11

Training Programs/Directors 10

Graduate School/Law ' : 9

Government Staff - 8
Counselling 7

Consulting ' ' : 7 )
Community Service ' ‘ ~ 4 >

Research - 3

Airlines 2 v
‘Ministry 2

graduates are employed., One commented that such a process "defies

Comments: Many of respondents don't keep “track“‘of where and how I
analysis. L JI'




TABLE XVII

WHAT IS DONE TO. LET EMPLOYERS KNOW WHAT GRADUATES CAN DO*

Category of Effort"' x : - Frequency

Use intern progr@ms o T 12
Personal contacts by faculty : , 6
" Use own aduates '
Assist wi resume preparation

Mail vitas and program descriptions
Attend employer association meetings

er Days/Seminars
Support professional associations
iason committees with local businesses

HEMNDNDDND WR

Q ]

SN— i v

*Other than use institutional placement services

CommentsS: Approximately 50% of the respondents reported that they
do nothing! Many were apologetic about the fact. A few reported
that they did nothinyg; ‘claiming that "That's the student's. .
responsibility." . :
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POSITIONSVTAKEN BY RECENT GRADUATES*

-~

TABLE XVIII:

-
©

Career Category v Position/Title.
. ~ . i . " :
" Management _ : trainee
business analyst.
branch manager
~_property manager

Sales ¢ ' . marketing/sales
. buyer

. _ ‘ , - insurance underwriter
sales promotion & public

relations
sales representative
realtor :
account representative

Personnel : A . director .
‘ ’ L customer'servic% representative (
‘ trainihg director
coordinator-labor relations

Public Relations . field representative/fund raiser
untern in public relations,
communications director
industrial relations
public relations
director

.Media ) advertising
repor ter-photographer
broadcaster
news director
producer
executive trainee-media dept.
copy editor
" copywriter -
account executive
researcher

AN

Research research associate M
procedure analyst , ‘
budget advisor
development and social research
assistant director of market

: T research

Counseling v : : dounselor
: director
crisis service
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- - TABLE XVIII |
| POSITIONS TAKEN BY RECENT GRADUATES*, page 2.
Career Category . __Position/Title
Education - 'AEéaChér : e

‘teacher/coach |
'asSistantgto dean

*Some departments provided list of specific positions/jobs taken
by recent graduates. This listing represents a compilation of the
information. : ;
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