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~ FOUR STRUCTURES FOR MARKETING
. ©IN THE
® . IMERICAN PUBLIC. COMMUNITY~COLLEGE
. - * By Quentin d. Bogart, Ph.D.

)
S1nce the ear]y 1970's American pub11c higher educat1on has faced a "tight"
money- market. The per1od has been'nmrked by leveling and dropp1ng enro]]ments. ny
escalat1ng 1nf1atwon, and a dramatic 1oss in prest1ge 1n the public eye ~
For the first time many colleges and un1ver51t1es, pub11c and private, were .
required tosth1nk in.terms of accountability, nongrowth ma1ntenance,and retrenchment.

But the ear]y 70's a]so,brought some néw, positi?e concepts to higher and adult

education L1felong learning, co]]eges without walls, community-based educat1on.

. Ky
concepts introduced dur1ng ‘the decade.

mastery learning, and education as a marketp]ace were all new or red ve]o1§?
-Near the end of the '70's and even into the early '8Q's, rampant, unmanaged
“inflation formed an unwholesome alliance with insidious recession to wreak havoc

on the entire public sector--not-only cafching up, pub1ic éducation but social,

- commercial and financia] agencies as well. The costs of educatlon SkYFOCketEd' '] ' ";

legislatuyres caught in the "tightest™ of economic squeezes sharply, curta11ed state
funding to publnc higher education “and the number of fu]]-tnme students decreased '
marked]y N o e |

In the summer of 1980 an 1nterest1qg debate was - presented in the pages of -

Change Magaz1ne ] Writing under .the b]anket topic, "Preparing for the 80's," ®
the Ford Foundat1on s Fred Crossland champ1oned the thesis of retrenchment for

igher education, while ACE's .Carol Frances called for asmarketing approach to_gain

‘ ‘suppd}t and studeais for our nation's col]eges'ahd universities. To say that either
L4 ’ . ’ ‘ i - . . . -

»

1Crossland Fred E. and Carol Frances, "Preparing for the 1980's: Learning to
Cope W1tQ a Downward Slope; Apocalyptic vs. Strategic P]ann1ng," ChangeJMaga21ne;
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point of view was "the'right" one is an oversimplification of the dilemna. *
. However, what Frances did was underscore an,important concept—-that marketing '

practices, both formal and informal were in p1ace or be1ng put in place by a:
~

- sign1f1cant segment of - Amer1can higher education--the commun1ty coll

it, but Tt was the community co]]ege that ‘was beg1nn1ng to embrace the concept

.

of marketing with conviction. - , 4 . \
. - ' / SR
. ~ Kotler, Johnsonh Leach, Knight, Sigliano, Kiem, and others wrote about ' t

.the advantages and told of the victorie$ of educatidpal market1ng in the

*

_commun1ty college. However, even though many two-year 1nst1tut1ons were

X
employing activities assocﬁated with the marketing process, theyror their

E4

constituents refused to accept, or failed to acknow]edge, that=they‘were.active1y .
involved in "marketing. " _ | | ‘.
In ®arly 1982, the wr1ter with the encouragement of the staff of the League
. for Innovat1on in the Communlty Co]]ege exam1ned the market1ng practices and .
. structures of four geograph1ca11y separated. pub]lc commun1ty college districts
1n the United States as a sabbat1ca1 ]eave researcher prOJect' The se]ect1on
» 0of the four colleges was based on 1nformat1on about the1r market1ng activities
secured from conmuni ty co]]ege 1eaders - the current 11terature on community
col]ege marketing pract1ces, and each’1nstitution's marketing spokesperson.,
' Upon completion of these case studiea, the writer conckuded that each of the
- community colleges examined had developed a d1st1nct and different structure
with which to carry out -its marketing efforts | .
It is the purpose ofrth1s presentation to discuss these four styuctures for
marketing in the Amer1can public commun1ty co]ﬁege to provide a better under-
!

standing of what is current]y being done 1n the f1eid for those college off1c1als S }
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‘interested 5n_structures”for marketing in the post-secondary educational arena.

" Coastling Community College, a college without walls, Coast Community Co]]ege

* Dominated Structure (Metrobo]itan; (3) the‘Marketing Division Dominated Structure

' (Triton); and (4) the Student Serv1ces Dominated Structure (Pr1nce George sf

e o,
- - 7

™

\

considering the development of such'marketing programs, .as well as others

* The four districts whose marketing structures are presentéﬁ\here includes

L}

» : , _
District, Orange County, ga]ifornda; Metropolitan Community College District a

av

gm]ti-co]]ege district, Kansas City, Missouri; Triton'Col]ege,'a suburban Ch{cago,

single campus community college district.-River Grove, I1linois; and Prince o .

George's Zommunity College District, serving the eastern suburbs of Washington, D.C.

™~
“

at [argoh Maryland. : - .~
The "four types of marketing structures identified were: (1) the Central

Administration Dominated Structure (Coastline)}; (2) the Marketing Committee .

&

C

Before cont1ny1ng further, 1t is abpropr1ate that the term, market1ng, be

defined and the process briefly descr1bed. Marketing, as applied to the conmun1ty

col]eges is best stated us1ng the definition suggested by Ph111p Kotler in

" Marketing f0r Nonproflt 0rgan1zat1ons (Second"td1t1onr'as "the analysis, p]ann1ng,

implementation, and contro] of carefully formulated programs designed to bring.
.. ) . . v

about voluntary exohgnges‘of values with target markets for the'purpose of

“achieving organizational objectives." One might carry this definition a step

further by adding to it the achievement of re1ated community educational” objectives,

-

as well. The process of market1ng, as this wrlter examined it, inc1udes four - ° _(?“_f

,stages (1) market research (2) prograni/product deve]opment (3) promotien, .
and (4) evaluation of the process. It was the purpose of this.research, -then, K i t;:
* - . . . » ) . -_'..
to study the structure used towcarpy out the procesiﬁ 7 1 : ‘ : d{';
. | | R

2 ’ 1)

“Kotler, Phi]ip,'Marketing for Nonprof#% Organizations. "Englewood C]j(f$»-N-J°i
Prentice-Hall, Inc., 1982 (Second Edition), p. 6. - s o
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In reviewing the four struptures for marketing, 1t is he]pful to be aware
.0f some ba51c facts about,. and the setting for, each 1nst1tut1on Studied,,
Let's Took first.at Coastline Community College.which represent§ the

‘Central Administration Marketing Structure.. Coastline was founded in 1976

- : ..

as a third and nontraditional educationa] unit of'Coast Community College
District. .Ih1s college without walls serves a student population of nearly
30,000, 98% of whom are part- t1me, using a v151t1ng faculty of 800. Coast]ine

' offe.s its programs through five area educat1ona1 centers and at numerous
1ndependent class sites and through an act1ve1y programmed educat1ona1 television
station which the Qﬁ]lege operates for the _benefit of its Orange County,
Californja constituents. | - | o R

Because Coast]1ne employs an extremely small number of full-time faculty

’ and adm1n1strators, 1t is not difficult to understand why a Centra] Adm1n1stratlon

Domlnated Market1ng Structure exists there.

What are the characteristics of the Central Adm1nxstrat1on Dom1nated Structure?

As 1ts name implies, th1s structure uses the ch1ef adm1n1strat1ve off1c1als of

the Co]?ege as its marketing group w1th the College Pres1dent as the marketing
1eeder. Study1ng the Co]]ege.s organ1zat1ona7 chart (see Figure 1) one f1nds
that seven adm1n15trators report to the Pres1dent or Chief Execut1ve Off1cer. Three
of these, although act1ve in marketing 11m1ted segments of Coast11ne S operatiop,

such as ‘the “EnEr1tus Inst1tute“ and video course tape sales, are not-1nvolved-1n

L3

planning and execut1ng the total market1ng effort of the 1nst1tut1on The Chief

&

- Fiscal 0ff1cer is 1nc1uded in this group .

-~ +

LT . Serving in a“staff re]at1onsh1p to the President is the College's Pub]ic . '

Information Officer. The person occupying thlS pos1t10n is- respons1b1e for

- w-

promoting COast]1ne s progrem in the media and for deve]oping various pub]1catlons‘ f'f;

L

whlch a]so promote the Co]lege and its programjglf R
v o _ ' ) .
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| Figure 1
. COASTLINE COMMUNITY COLLEGE
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market1ng Coastlxne. E,ch is Wn a "11ne" rather than a- “staff". relat1onsh1p - 'h'. --~$34

"'recent1y to “Asso,

~and 1mp1ement1ng

_.The th1rd dean-

4

[

;toithe Chlef executive ,nd all have. the- t1t1e of Dean. The Dean of Adm1ssions,

“dec1slons can- be. basid flow from this off1ce - ‘ ;

"+ Holdipg'.an equzva1ent pos1txon 1n Coast11ne S organwzat1ona1 chart is the

! Dean of Comnuni{y'? rvices and Co]]ege Act1v1t1es. (The t1t1e has been a]tered )

ate Dean" status) This p051tqon is charged w1th deve]op1ng I

1me1y 1ectures, spec1a1 programs, cu]tura] performanCes, short
e.
such act1v1t1es whlch support commun1ty concerns and 1nterests

A
A g/

courses and othe

eve] pos1tlon is that of Dean of Instruct1on It is the duty

~ -

Associate Dea S of Instruction, ho‘oversee the activities carried out at

Coastline's ﬁ ve area e€ducatiopalcenters. These Associate Deans are not only -

>

the daily ?perat1on of the Col]ege s five m1n1 cahLuses but they

also serve af practical” market researchers by reporting on student and community

educational Ipeeds. - e - .

-‘ The'th.ee Deans-~Admissions, Community Services,.and Instruction, pius the

three-Associate Déans of Instnuct1on and the Pub11c Informat1on Officer, meet

Ad

w1th the Pre51dent and form an informal, but non-the-less operat1ona11y
. ~ ’

*

rketing committee. R o .

mﬁﬁuﬂ1

'effective,

It sho d be noted that Coast11ne does not 1ook upon itself as ‘an 1nst1tut1on

‘ pract1c1ng t e princip]es of marketing However, even thoubh the term. marketing.




: Metropoiitan represents a committee dominated structure fbr marketing.

N

is not used at.Coastline, the College is a classic example oflmarketing'in

the nonprofit sector in action! It is quite possibie that‘if Coastline were a

more traditional .community college, its structure for marketing might be quite . -

P

~different.

0

An examoie of a structure ‘designed for.participatory marketing is that in

nlace at Metropolitan Community College District in Kansas® City, Missouri

-Like a handful of urban two-year coiiege districts around the country; v
the Kansas City Junior College District was established during the World War I
era (1915). Over the nearly eight (8) decades of its service, the District-""

registered modést enrollment growth and an acceptable balance of program

offerings. "The early A/960's ushered in 3 "golden age" for the public community"

college beginning th state-level enabling ]egisiation which'fostered the;

D
redevelopment of the two-year college into a network of comprehen51ve, student

and community responsive institutions. .
ihe Metropolitan District was born of this redevelopment--a merger by the‘
voters of- eight urban and suburban schooi-districts in 1964. Five years after
its_estab]ishment in 1969, Metropolitan was operating‘three, traditionally’
compPehensive two-year colleges: Maple Woods on the rural north, serving the
growing rorthern suburbs; Longuiew, performing a similar function on the.south;‘
and Penn Valley, located in central city,-providing new educational opportunities
for urban and "inner city" citizens - One additionai community service focused
institution, Pioneer College, a "codllege without waiis " was founded in 1976
Today Metropoiitan's do]ieges offer 1nstruction and other educaﬁionaiiy reiated

\

servicus to approximateiy 15,000 constituents in the Greater Kansas City, Nissouri




regign. About three-fifths'of theé students are part-time . Penn. Valley

. Commun1ty College ‘enrolls the largest number of students, 5 000 to 6, 000

- with Longview running a c]ass second, Maple Woods* registers about ha]f the

number of students as_its two larger s1ster 1nst1tut1ons, while Pioneer:

A

-College enrolls a relatively small numben;-]ess than 1 000

o The District headquarters and P1oneer Co]]ege share a central adm1n1strat1ve '

fac111ty 1ocated approx1mately a mile from ‘the Penn Va]ley campus. Penn Va]]ey
Communlty Co]]ege occupies a 25 acre campus of new, permanent bu11d1ngs to
j house its comprehens1ve currlcu]um while both. Map]e Woods and Longv1ew Communrty
Col]eges are still deve]op1ng~-operat1ng 1n a few- permanent‘structures with )
cont1nued and heavy re11ance on the1r or1g1na1 “1nter1m" fac111t1es ‘
| As in, the case of Coastl1ne Community Co]]ege and the Coast Community
College District, the Metropo] tan Community Colleges are governed by a Board
of Trustees, six in number, re)resent1ng the public interest. Therchzef
execut1ve officer carr1es the title of ‘Chancellor with four campus Presidents
. reportlng dlrectly to him.as shown 1n F1gure 2. Also, as members of the
_Chance]]or S off1ce hierarchy are two Vice Chancellors--one: for adm1n1strat1ve .
‘.(f1sca]) serv1ces and one for educational serv1ces Another officer of the
Chancellor's staff is the D1rector of Market1ng/Student Deve]opment |
' ’ ‘The Marketing Committee Dommated Structure p]a‘ces much of the respons1b1hty

for plann1ng and zmplementatwon of the market1ng program at the 1nd1v1dua1 college

or campus level. In the instance of Metropo11tan, the District's chlef market1ng
'profess1ona1 is the D1rector of Merket1ng/$tudent Development. (The Student .
"Development port1on of the title appears to have 11tt1e, 1f any, re]at1on to -
the market1ng effort.) He, in turn, is supported by 'two med1a production |

iprofessionals,
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: oo The marketing_activjties of the.District are the basic responsibility“

) . of four marketing committees one representing each college. These committees o

are made up of ten faculty and staff menbers appointed by the indiVidual
R

-t college Presidents. Addéf to this is an eleventh member--usually an admini ytrator
- - who chairs. the conmittee.\ It is the marketing committee s respon51bility to

develop an annual marketing plan rela&ﬁd to the indiv1dual college s.goals -~

ObJeCt1VES, and current needs, and to see that the plan is executed according

to its schedule throughout the.year._ A final conmnttee_responsibility 1s_that
of evaluating itsdefforts.toward the achievement of the plan.
' The Directorfof'Marketing at Metropolitan coordinates, advises, and lends
- supportmwhere possible to each College committee s marketing-activigies. He
helps arrange for research and production efforts which support the various projects
résulting from each committee's plan. _Further, as presented in Figure,3, he chairs
the District‘s-marketing committee which is composed of two members from each of
‘the four college marketing committees, the chair ang one other,‘plus the Director
of Production. The District's narketing_qommittee, aside from‘he]ping coordinate
- the individual marketing plans, is charged with brgnging them together to fonn‘« |
the Metropolitan Community Coltege‘District's overall marketing plan. -
" Perhaps the most OOmmonly anticipated marketing structure in the com‘ nity
college is best typified by Triton College. _ 1 ‘ . Bl
Triton was developed at the height of the comm&glty'college explosion of
the mid-1960's. Situated in the northwestern suburbs of Chicago at River Grove, ~§_'
I1linois, Triton grew up rapidly in .a rather confined geographic region of light

-industry, warehouses, and re51dential communities 1mmediately adjacent to O'Hare. - iy

. International ‘Airport. The College occupies a carefully planned modern campus

enrolling over 20,000 students, three-quarters of whom are part-time. Triton. - _fgg

uy\
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.. - - -
increases. Its enrollment, though large, is attracted to the College because

“training for cal industries and businesses and through its abi]ity to

tethnology generation comprehensivelcommunity celleges.

officer,.he oversees the College's .three prJncipaJ d\yiSions. LEach is headed

-and continuing education schools. are lodged under the DiViSion of Academic1ﬁffairs

" services. ) T ' ' .

‘.-of Human Resources and External, Affairs w1th its offices of deveiopment (fund
;raTSing) public affairs, research and analysis, and marketing | Related to the-

"marketing task, but responsible to thd DiViSion of Aquemic Affairs is the

~ one or more full time, experienced professional.
o T v \"n'._ o , l

&
b 4

— - - e

is "hemmed-in" on all sides by other community college districts. glhe area
. ) 7

it'serves is fully developed, allowing no room for additional population

of its diverse proq;am»se]ection and its close ties;to'providing suppo%E :

<

encourage industriai assoc1ations 1ike the Tool and Die Makers to headquarter " ‘hj}

- on-or near the campus. In many respects, Tqiton toi]ege is typical of the new'

As noted earlier, Triton's marketing;organization is what one might expect”

to find in the community college. . Engloying'the MarketingADivision'Dominated

Structure,cthe College devotes an entire division_ofithe'institution,.staffed

 whth a cadre of'trained professionals.

~ Reporting directly to Triton s board of publicly eiected trustees is its

PreSident.‘ Figure 4 ref]ects this line of authority. As the chief executive -

by a‘Vice-President--a Vice-Presioent‘for Academic Affairs, a'Senior'Vice-President )

for Business Management, and a Senior Vice-President for Human'Resources and

Extérnal Affairs. Student services, univerSity transfer studies, career education,

whiie Business Management carried out thgse functions re]ated to fiscal affairs,

-

maintenance, security, aux111ary services, and the Co]iege S computer information :

The heart of the Triton marketing effort is concentrated under the Divisionr

College's admissions office. Each of" the aforementioned offices is staffed by

- . . * . ]
N R r.
.
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iroviding strong advisory assistance to Triton's marketing program is a

standing committee of the’ College--the Marketing Committee {see Figure 5). \“__\ e
B . BRI . ST
Chaired by the Senior Vice-President for Human Resources and £xte¢ha@ Affairs, '

. - this committee has relatively broad representation, ihbﬂuding.tﬁé Deans of the . :

" School of Transfer Studies,.gareer Education, Continuing Educatioﬁ, Student

Affairs,. Public Affairs,:Reéearch'and Analysis, Deve]opment “and Merketing. 'The

Vice- Pres1dent"?or Ac¢ademic Affhlrs also serves on the. commLttee. Triton's' ‘

’ . oo
Pres1denx 1s aa%omm1tted, support1ve, and act1ve part1c19ant in the Co]lege s T

lh

.
¢

« " marketing program

« - 7 .-

.o 7% " The fourth community college marketing Structure eizeined, the Student i@

g Servjces_bominated Strueture, was }epreseq}ed by Pance.Geprge's Communi ty Co]leée.
. Located approximately 1Q mﬁjes east of ihé-petjon's capgitol in the éu@urban . : "lﬁi?
ango/LnQeover, Maryland area, Prince.¢eo}ge's isa.single.c£ypus,ucomprehensive
public conmunify co]}ege. Founded {n 1958, the College seryééaa medium socio-

economic level residential and businese communfty Prwnce George s enrolls: o
"nearly 14,000 etudents annually. Of these, two-thirds are class1f1ed as part -time. . .

. The Co]]ege s 700'facu1ty are spllt between 225 fu]] t1me 1nstructors and 475

visiting staff. Prlnce George's broad 1nstruct1ona] program offers its Heterogeneous{
> .‘ \ ) -

- student body a W1de range of‘educat1ona] options. ' R

~ ) \

GoVerned by an eight nenﬁef board of trustees, -including student representation,
the College is administered by a President and five Deans. Prince .George's

administrative ‘organization is pictured in Figure 6. Three Deans supervise the
. . . . h‘

“instructional divisions of Career Education, Art} and Sciences, and Evening and

LY

I o P E T

L . Community Education. _The'twp_remain{ng Deans are the Deaﬁ of Business Affaits |
. and the Dedn of Student 'Affaws'._ s : o

. As the desighation Student_Services DOmiqated'Structgge‘imp1jes, the Dean "ti
‘of Student Affairs 1s:charged with organizing and 1eadiﬁg.hrince_éeorge's'; 3%

~ .
R} . N . - - N . .
B S S e BTN B I T E TR ORI N P Y £ T T T meiee el AT, { ERS T \_' P
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college-wide marketiing program. .The rationale for tﬁis arrangement stems from

- ‘the fact that Admisisions with its emphasis Qn student ‘recruitment, and,College

. . '.. . !. : ,@ . . - .
Publications and waormation, which emphasizes promotion and market research,

are major functions under the immediate direction of this officer. A broad
1nst1tut1ona1 commrtment to marketing 1s *ostered through the creation, .and

activity of a Maert1ng Task Force*whose principal function is' to ‘develop and

S -

implement the Co]]%ge_s annual marketing plan. The Task Force,shoqp in Figure 7;. -

_is co-chaired by the Dean. of Student.Afyairs'and'thempean of Evening and Community.

Education. Membershipiis co]]egé-wide with key facu]ty, staff, and students ‘85
act1ve1y 1nvo]ved in such marketing re]ated act1v1t1es as adm1ss1ons, cont1nu1ng
échat1on, student retent1on and public relat1ons |

These, then, are the four 1nst1tut1ona1«market1ng structures‘exaoined.
Each is organized somewhat differen&Jy°from the other. It would be imoossibie
to label any one of these'four structures as being more successful or effecttve_
than the others. “Each-inztgtutton has Been ‘recognized in its\marketing eiﬁprt
in the literature and by leaders 1n the commun1ty col]ege marketing f1e1d.. I
However, one can point out some of the pros and cons of each structure.

A major advantage of,the Central Administration Marketing Structure is

~that it fosters broad_administratiue conmitment to the.marketing effort. Each .
officer is responsib1e for a specific part of the marketing activity. :Because
Coastline has-so few fu11-time admihistratorsmand faculty, almost everyone is .
involved in shapin§ tbe‘marketiog ﬁro;ram. "Perhaps its\coief drawback  is that
eaqh“member'of'the structure has other nonmarketﬁng responsibi]ities competing

\ R R ,

for his/her time. A]so th1s structure assumes some: professional market1ng

skills are possessed by those persons hold1ng adm1n1strat1ve app01ntments )

- ' - w
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The Market1ngﬁComm1ttee Dom1nated Structure shares s1milar strengths :. :
and weaknesses Of the Central Adm1ni$trat1on Dmﬁ1nated Structure except that

broad representat1on on each comm1ttee pract1ca11y assumes widespread commitment

: _to the marketing activities at the "grass roots" operational level.. - Conversely,

-

1ts weakness lies in.the “fact that t/e pr1nc1pa1 assxgnment of each comlmttee
member is teaching or some other act1v1ty wh1ch is generally not cons1dered to.
.be directly marketing related. Marketing plans and the resulting prOJgfts are

’ usually realistic and positive when developed unde;/a/cﬁmmitteé structure, At

LS

the same time, 1evels of marketing expertise are limited in a committee. The

make-up of the comm1ttee and the understandlng and skills represented probab]y )
2 |

‘ W111,determ1ne, in.large measure, the committee’ s success in its market1ng o
activities. ¢ o | ) o '"4/_14

-

The' Marketing Division Dominated Structure .tends to provide an'effective (ﬁ;f/ *f;;

balance between the use of experienced profess1ona1 marketers in. the day-to-day
market1ng activities coupled with : the broad participation of profess1onai
educators - through their advisory efforts in-the marketing comm1tteg. A real -
strength of this structure appears to be the concentration of expertise'tn

',executing the institution's marketing plan. On the other hand, having a team

» [

of marketing experts does. not guarantee the broad commitment on the part of all .

elements within the institution'wh{ch the Titerature reports to.be-essential foru
the continuing success of a marheting program A]so changes in 1nst1tut1ona1

\\ leadership can sudden]y reallocate those resources ded1cated td marketing dea11ng
a cr1t1ca1, if not fatal, hlow to the program Even S0, there 1s.mtih\tb favor S' )/fi

IR

_ the Market1ng D1v1s1on Dom1nated Structure -

The Student Serv1ces Dom1nated Structure is another practica] way of organ1;1ng 'hﬁi

-

for marketing. Many of the regular act1v1t1es of th1s d1v1s1on are aimed at ga1n1ng

s o ! . 0_0

.
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,
and retaining students~-both natural goals of a marketing program Institutional
. and studeht‘records and the accompanying research act1v1ty which suppOrt SO well‘ "_:
| “sthe‘lhrketing process are often assigned as a responsibi]ity of this division. |
..it - One . drawback of ‘this structure is, again the matter of 1nst1tutiona1 commitment*.-m_h‘-.:."."'~

tq the. marketing program carr1ed out pr1nc1pa11y by one div1sion Of course, the

i [

T marketfng task force or‘c0mm1ttee is one way to broaden the participat1on in the . ;sg
-market1ng effort Aoother problem 11es in the degree of : 1nterest. sktll, and

commlmnent of the persan destgnated as the 1nstrtutlon s marketing leader. In- the

L 4 e, 8 -

. case examined in this research the 1nd1v1dua1 50 changedswas extreme]y taiented

ancd‘well organized for*achleVIng the tasks re§u1red b\t‘ given, another 1nd1v1dua1

-

LI

“in another 51tuat1on, the result might be dlsastrous

4

In sum the- effbctlveness of the market1ng program well may depend on two
- e
conditions: (1) the ab1]1ty of 1nst1tut1ona1 1eadersh1p to modi fy 1ts exist1ng '

/
organizational structure to take fu]] advahtage of the market1ng re1ated strengths =
of current members of the staff while adding the needed expertise of market1ng ¢
profess1onals and (2) its ab1]1ty to@ga1n broad comm1tment from the lnst1tut10n S

internal publtcs from the: trdstees to the faculty and students to the need for and

. S
importance of marketing. . - . . T
X : . . A

The structures presented here have been tried and represent legitimate - o .h':s

organ1zat10na1 forms through wh1ch the 1nst1tut1on $ marketing programs can be ‘-

N
L] )

¢
effect1ve1y executed
The more c]osely one follows the practlce of market1ng in the communi ty col]ege.
today, the more conv1nced one becones that the consistent app]icatlon of sound

4

market ,Planning and pract1ces using a sultable markettng structure can make a real

. d1fference in gaining the Support--both 1n terms of dollars and stud!hts--which -
America‘s comprehen51ve communvﬁy college must have if it is to survive as an-

1nst1tution in this critical -era of‘h1gh techno]ogy serving the publtc good for

the benefit of an enriched: societyl L T ERIC Clearinahouse for Jumiar cotlgges
-. | | | 8118 Math-Sciences Building = - :
| University of California. W\R 97 1q35_,_.
Los Angeles, Cahforma 90024. - ...




