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ABSTRACT

A practical process for developing or improving
studcnt recru tment programs for Catholic schools is presented in
this handbook Planning for and preparirg the recruitment program is
discussed in the first half of the document. The hooklet reviews the
process of assessing the school, its program, and its image;
identifying the financial, mater1a1 and human resourc=as available to
support recruitment efforts- and e"aluat1ng the audience for the
recruitment effort in terms of its needs and expectat1ons. The
booklet then suggests methods for generating recruitment strategies
appropr1ate for the needs identified. The section ceacludes with a
review of the role of the Director of Admissions, an appreciation of
the value of the "Thank You," and a comment on the importance of
having a written plan. The second half of the booklet discusses
methods for presenting the student recruitment program, inclnding
using brochures and other printed materials, audiovisual
presentations, using the mass media, welcor.ng school visitors,
making recruiting trips to other schools, holding sper houses, ana
establishing connections with feeder schools, parents, and parishes.
Keeping adequate records and evaluating the recruitment effort are
also covered. Appendlxes advise on countering negative images and
using students in recruitment efforts. (PGD)
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nine vears at Merev High School 1n Balumore, MDD Her experiences in the
field include vearh visus o over thirt elementary schools, the coordinauon
of numerous 1n house ~ecrunment actn ities ad the wniting, editing and de-
sign of the school's recruitment hiterature and graphic ads Direcor of Ad-
missions from 1980 10 1985, she recenth was appointed to the position of Di-
rector of Development and Public Refauons Ms Gibson's additional duties at
Merey are teaching English and Laun, coordinaung the performing arts p-o-
gram, moderating the film club and directing the Mentor Program, an inde-
pendent study course 1n career development

Ms Gibson holds a Bachelor of Arts degree 1in English and Music from the
College of Notre Dame of Marvland and a Masters in Educatuonal Administra-
uon from Lovola College 1in Balumore Her presvious teaching posts were
with two Cathol.c elementary schools, St Marv s in Bryantown, MD |, and St
Many s i Balumore Ms Gibson hs served as consultant to Marsland Public
Broadcasting for an educational program on Southern Mar.land and has
published several arucles i Manyiand Magazine

.




Foreword

evelopment, as promoted by the NCEA, 15 not only

the atracrion of more funds to an institution or

program Development 1s a process which calis
the msututon and ali or its members to public accountability
for the goals and purposes of the nstutuuion’s existence In
the case of educatonal programs development focuses on the
recruitment and reiention of students The best programs, in
schools or parishes, have no impact unless they attract the
npe of actve students for which they were designed

Recruitment and reterition are not unmentionable words in
Catholic circles They are words whicii in more religious cir-
cles can be called evangelizauon This “how " book details
the process by which students can be recruited and retained
in Catholic educatuonal programs Recruitment will demand a
price of ume, energy and financial resources However, once
we have built substantial educational programs thev deserve
worthwhile recruitment techniqgues
Ms Amy Gibson jomns our series of “how to” authors with

much experuse n the area about which she writes All of us
who will use this book thank her for a work which shows her
dedicauon to Cathelic educauon

Rev-rend Robert ] Yeager
Vice President/Development
March 12, 1986
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s an Enghsh teacher and devowee of tine wiitmg, 1

- feet T must apologrze tor the contemporan quahin
A of mv prose Inan cttort o hnd the right intormal
pracucal sele Thave dangled a few modiiers and creatneh
arranged asenterce or tvo Lest i eighth grade English
eacher descend upon me wath her eed pen, ©attfirm that T dud
ton purpose, i the good graces of Tom wolte and other har-
bimgers of the decadent tuture

The experrences that T have had as Director o8 Adnnsstons
and school recrutter were under the direction of Sister Carol
E - Wheeler, RSML Princpal at Merav High School., Balumore,
since 1977 and Sister Angela Marie Ebberwemn, RSM, Meray's
Assistant Prmapal for tive vears and now the provical ad-
munstrator of the Sisters ot Merey, Provinge of Batumore OQur
success at Meray has been due i large pattto therr good
heads, kind hearts and hard work in planning a cohesne and
philosophicall sound recrunment proram

Specul thanks go to Sister Carol E Wheeler, kevin W hate-
head and niv husband, Joe B Compton tor assisting wth the
preparaton of this manuscript, ana o Dr Joseph Proccacini
of Tovola Coaege, Batumore tor sharmg the resulis of his re-
search on Catholic schools

Ann R Gibson
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1 tadent recrutment ts a new concep? for most Cathohie
mstitutons Previoush supported by burgeonmg en-
roflments and nominal tuion:, Catholic schools are

now faced with the duai crises of other educauonal groups,
public schools mctuded Huctuating enrollments and spirat-
INg COStS

Recruttment, however need not be viewed as an unpleas-
ant necessity It can be a healthy process that reveals a
school s strengths. bolsters student and faculey pride, and fos-
ters a sense of cooperation and colleagueship among schools
within a community Competiiveness should not be the
watchword of recrunment: Good sense savs thae the success
ot one schoolb hetps all schools Student recruitment at its best
presupposes meeting the needs of the individual student as
wel as those of the school mnan arena of posiive and helpful
assockauon with neighboring educatonal insututons

The whole pornt of student recruiing centers on the word
need—the necd of a student o hind a school that will develop
his or her academie and personal potenuial and the need of
the school to replenish ats ranks with students whe respond
to the kind of msutation it chcoses 0 be The task, taen, for
am schoot or religious education program s w portras 1ts in-
stitution as sincerely as possible: The chaos and unhappimes.,
that result from false expectations creare negatve pubhic re-
faons that mav take vears o recufy

Student recruitment must be viewed within a framework
ot overall public refauons, one that includes the mernat com-
munity of taculny students, parents and alumnae, and the out-
side audience of potentat students and parents The overlap
of PR techniques s considerable, and 1t 1s next o impossible
to achieve a fully develened recrunment program, including
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brochures, AN ads and advertisig, wathout the context thar
pubhic relations can provide Reaartmend and publhic reta-
tons sophsucates have no ditticale placmg recrutment
within a total school marketung plan This business wernnnol-
ogy mav frighten some, but the coneept s thie same, discon-
cong a need and supphang a product Tt 1s to be hoped that
Cathohic schools can serze the best trom our tugh wech world
and put 1t o work within the tradinonal tramework of Chirts-
tan values and pracuces

Thrs handbook 15 a manual of basic steps desigred o pro-
duce a qualts recruttment program which meets the goals of
d particulas mstirution: I s written so as o be casth under-
stood by tose administr ators just beginning to look at re-
cruttment, Loweser, some of s deas witl be usetul wo schools
alreadv engaged i tormal programs

The amm of thrs publication 1s 1o assist elementars and sec-
ondary schools as well as 1ehigrous education piograms An
¢tort has been made to provide retesant examples for atl
three areas The two mam secuon s of the handbook,  Prepar-
mg a Recrument Progrim " and  Presenting a Recrutment
Program * present ar organized plan of actuon which can be
cttected over a meke month pertod Tt s imporant o recog-
nize that recruttment cannot be conducted within a vacuura
{must cheertulh acknow ledge and mvolve the entire schodol
conmumiy lrequires e, energy, creatnats and patience T
15 bestnot o rush mio such aventure: The more ume given
to plannmg, the more successtul o recrurtment campaign
pronuses o be m pracuce and resulis

Po()ling of Cathohic schools are fortunate m beaag protessionath con
Resources hededithroagh cach diocese s Division of Schools and Otice
of Rehigrous Education some thought should be given o a
collectne etfort of schools or religious educaton programs
withm a geograpluce area The ™ Preparauon ™ process would
be handled within cach school with the pooling of iimdings
The resultang wriien plan would encon,ass group goals and
recrutment strateges, such as 1 combmed adverusmg cam-
pargn and a shared open house date
The obvious advantage 1s that the outlay of money and ume
for the mstitutions imvolved would be greath reduced The
project might even be coordinated through the diocesan of-

ERIC 20




fice While this handbook does not speak speciticallh v a
group the steps toward the butkhng of aschool s or rehgious
ceducinion program s recrurrment plan con cassiv be inter-
preted tor a cotlaboraine ettont

Preparing Preparation an ongomg pProcess m am suceesstul recrurt-
A Recruit- Mt program, should pimpomt a school s strengths and

ment
Program

wedhnesses 1 should provide a necessary focus to deat with
both the atlocation of time and money and the demands of
pubhic sciutmy Just how mam recruitment ols are close at
Land witl abso be revealed through preparaton

The magor steps covered n this section begi wath three
tormath conducted assessments—aot the school its e sourees
and its audience —designed o molve every gootp dassocd-
dted with the insamton and the community 1csenes "Gen-
eratng Strategies  atlows tor continued involement of stu-
dents, facultn, parenes and dumni ae m oiscovering creanve
weas o acieve a schoob s goais The deaston as to who will
do all of the work generated by careful planning s discussed
m The Director of Admissions The preparation stage also
mcludes the acknowiedgenent of an mmportant public refa-
tions mainstay, the thank vou Finalh, the written plan even-
wallk devdloped. 1esults from the sifung and ordering of in-
tormation obtauned through previous piannimg sessions

The preparation sectrons m this handbook dre lengthy and
spedh to the mportance of the process Atlow enough time
for preparation, at least several months It might even be nee-
essary 1o plan for ay sar orior o making a magor hirmg; neae
or budgeting a Lirge sum towards recrutment

Assessing Your School

A ddose exammation of vour school —— s pubhic mage. ac-
adenc and co-curnicular offerigs taculty, students, parents,
umnt ae and campus facthives —can vicld a wealth of mior-
mation You need to be on top of what 15 hanpenig in sour
school, where its assets and habthities are, m order o present
the pubhic with the reahity of what vouw are about In addition,
the assessment of students, parents and alumne ae can pro-
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vide vou wath a focus on vour chientele, the kind of mdniduals
who have been attracted o vour school i the past

An assessment of vour public image, what people think
about vour school. 15 a crucnal begmmng While administre.-
tors or pastors mav think they have a handle on therr school's
muage. 1eis important to ask around, to survey a school’s var-
1618 publics People can percenve the exact same thing i dif-
ferent wavs, this phenomenon makes am deatings with the
public a rishy busmess People make judgments out of their
own hkes and dishikes, therr own hie experiences, behefs and
prejudices Find out how vour publics percene vour school
The process will also reveal a lot about those YO L uestion

Listed below are several suggestions for assessing vour
public image

® Assemble groups of parents, alumnvae, taculty and stu-
dents to discuss hetr percepuons of the school Make
the number small enough to encourage meeractuon, be-
tween 10-20 people, and meet with each group sepa-
ratel Farents, for example, might not be forthright of
teachers are present, et¢ Don't just ash parucipants
whom vou know will give favorable responses Be open
«0 the possibility of hearing negetives Choose partici-
pants with a variety of backgrout ds The students in
vour group, for example, should come from different
neighborhoods, academic strengtus and levels of in-
vohlement in the school

® Design a questionnaire to distribute to parents, students
and faculty It can ask for specific responses or can be
open ended Some prepared Guestionnaires are avail-
ble through orgrmizations such as National Study of
Schoot Evaluation (5201 Leesburg Pike, Falls Church, VA
22041)

® Question key people n the community, such as, the pas-
orand.  Hcrates, deacons, parish staff and parish coun-
a1t members, personnel from neighboring parnishes, Di
viston of Schoels admmistrators, city or wown officrals,
community leaders, busines: men and businesswomen,
ete Poast parents are a group that could be included 1n
this survey or n the first survey above You nught want
1o question members of the above groups informally
Use mterested parents and alumnae to help with this

12
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task, espectath it they have connections o a member of
one ot the above groups

compile the results It the image of vour schoot 1s 4 favor-
abiC OHC, NV AL speLiiie iCouns Thcse Can e o dsdiu
vou durig strategy sesstons Later on ror this reason, having
someone act as secretary durimg discusston groups 1s helpful

Negative aspects 1n your image require careful thought
You will need to distinguish between vour school's reahity
and 1ts image If the tmage assessment pornts up difficulues
that are rooted m fact, these must be acknowledged and
steps taken to correct the problems A withingness to be up
front about this, 0 answer questions honestly, to admit
problems are bemg dealt with, usually garrers a favorable
public "esponse

In a recruttment campaign, the public wants the truth
about a school, 1t wants the rel separated from any mvths
or rumors While the expectat on 1« hat vou will put your
best toot forward, 1t ts unethical to misre, ent vour
school to the public Misrepresentation of any kind creates
had public relations, mside and outside of your school
(Further strategies for handling a negative public image
can be touna in Appendin A Y The bad news s that profes-
stonals estimate that 1t takes trom hve to ten vears o
change a negative pubhic image

A school assessment must inchide a close eriticat ook at
vour academic strengths and weaknesses What does your
school do best? Are  adents getung solid training in reh-
gion, reading and wrinng, math, science apd” critical think-
ing skrils? Are there any particularl noteworthy or tnnova-
tinve programs, such as community volunteer services,
computer science or high school/college placement” Do
co-curricular activities develop individual student talents in
arcas such as leadership, sports, the fine arts and journal-
1sny’

Weaknesses i vour curriculum must be addressed if
onh because you with be asked about them Your best bet
1s to acknowledge them and do what you can to meet par-
nicular curricular needs through creatuve methods For ex-
ample, if an art teacher cannot be afforded  feld trips to
museums or volu teer workshops by parents or alumny/ae
might be considered

Often, a school assessment will turn up a number of ex-
isting programs which can be used for recruitment pur-
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poses Why redirect the energy of administrators and tac-
ulty when von might already have scheduled events that
can be opened o the public Sports contests, cuttural per-
formances, special hiturgies or celebranons. Catholie
Schools Week events, bazaars or traditonal hohday occa-
stons—dil can be tatlored tor guests Surves eachers tor
creative classroean projects and consult parents and
alumnrae organizatuons about therr vearh calendars

The next stev 15 1o assess the strengths and weaknes ses
of vour faculty The number of advanced degrees, profes-
stonal associatuons, vears of experience and length of time
at the school are of mterest to potential students and par-
ents Afaculty profile can be extremeh hetpful in a religous
educaton recruitment eftort The traimning, hfe experiences
and personal concerns of the Director of Rehgious Educa-
rion and staff can be a sething pont

Follow vour faculty assessment with one ot vour student
bodv A look atvour students will telt vou what kind of pee-
ple, academicath, soaally and culturall, are atracted o
vour school or religious ¢ fucanon program It will give
vou the geographic areas, senools and parishes troia whech
vou dre drawn ¢ tudents Art exanunation of trends within
vour studenc bodv w1'l reveal amy ecent shifts in enroll-
ment Has the non-Catholic percentage increased- Are mi-
norttes represented” How does the student body cope
with the academic curriculum? Have admissions personnel
noted any changes in the abihties of students making apph-
caton? Are all grades equally enrotled’

Justas vour student bodv can vield informanon about the
direction m which vour school 1s going, so can an a. alvsis
of parents Looking at economic, educational and cultural
orofiles can better direct vour recruntment activities A de-
chne in enrotlment might be caused soleh by tntion 1n-
creases If vour parents cannot afford vour school, efforts
nught be better spent inding wavs to increase scholarships
or financial aid

Data from parents should be obtasnable trom registra-
ton documents f information 1s sketehy, vou might want o
design a detarled questionnarre o Ye completed after stu-
dents are accepted Assure parents that their responses are
conhdential

Look at alumni/ae for similar trends What are therr so-
ao-economic backgrounds and what kinds ot high school,

14
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cotlege a " aareer chowces have they made s Do childien of
dlums tcow i then parents tootsteps by choosmg vour
schiools Alumnt ae are miportant tormal recrurters It they
feel connected to and proud ot cour mstution, they ¢ be
an mvatuable resource Tind out what vour alumnt ae think
and begim a tile = hich mctudes those that nught be ot hetp
o vou i vour recruitment cttort i vour school already has
an alumnt ae othce much ot this ntormanion should be at
nand Rehigious education programs should think seroush
dbout denttving kes alumnt ae because they are such a
valuable resource

Your final school assessme mvolves vour plwsical sur-
roundings Are vour butldings myiing to students Are the
grounds well mamtameds Are mamtenance personnel
domng therr obss Are bulletn boards changed seasonath
and 1~ student work i evidence Is vour color scheme a
comtortable. cheertul ones Are the desks all in ught rows
or s vartety evident/ Is there an exaited buzz of learning
discernible through the Hallss

Try to ook« vour butldmgs and groonds crincalh,
through the eves of a prospectine student or parent W hat
do vou seesand what do vou teels Your burlding i~ the ex-
iernal symbol ot vour school Tt represents vou ma specitic
wav Signthcanth, many scnools use a shetdh or phote o
therr buildmgs as an othical fogo or advertising symbol - As
sess what vour butldimg and grounds sav about vou to those
who see i tor the Birscume Assess how i teels o teach or
fearn m vour baillding every dan

Assessing Your Resources

No school shoukd plunge o a recrumment ettort without
thmg stock of 1ts resources Resources, here, reter o three
iems the fmances needed to supportvour program, the nec-
essary people to complete tashs and the wols or equipment
useed i those tashs 1e s surprisig just how mamy resources
e close athana A good copung machme, tor example, can
produce decent recrantment hiterature, and the people al
ready connected with aschoot often do superb recruiung in-
formath Durig this assessneent, keepryour eves open tor the
many difterent people and things which can help mvom
cimpagn

ko 15 7




Recrurtment caiv be done on a large budget or on a
shoestring Professional consultants, the hiring of a tull- or
part-time adnussions director, the equipping of an oftice, the
prinung of brochures, purchasing advertising space, maling
costs—all take monev The auractve shoestring menuoned
above coatans the hidden cost of "ume ™ Someone must do
the mam tasks that a recruitment campatgn necessitates 1If a
staff postion cannot be afforded, administrators and faculty
will have to fill the gap  Professional-looking brochures and
dds can be done m-house, but, once agam, it takes ume

Schools or programs in some peopardy because of dechin-
ing enrollment maght do well 1o take a risk and atlocate funds,
at least enough for a part-tme staff position and an operatng
budget Pasicrs and Boards of Trustees, however, must under-
stand that results cannot be expected overnight They need 10
allow tume and recognize the efforts of the school comnuinity
Some schools conduct a recruitment needs assessment and
present the price tag as a first step The oppostte approach s
te see just how much a school can afford and wador the pro-
gram to fit the budget In anv case, the cost will be in money,
tme or lost opportunities

Recruiing effectvel takes people Many of vour people-re-
sources are tree Students are the number one. most impor-
tant resource a schoot has Thev are 1ts chients, us purposes,
its product What they sav about therr school to friends, therr
appearance m their unrform or school clothes and the way
they behave m public are all observed commentary on vour
school

Students need o be told these things Those whe have
good verbal skills should be tramed o escort visiors through
the school or spesk as school representatives during recrunt-
ment engagements Appendix B discusses student recruit-
ment dssistants 1in greater detaal

Faculty members are resources mn a number of wavs First,
they are conduts in the community between the school and
its publics Therr mformal connections are vitally important
They are more hikelv to be sought out for the “truth™ about a
school than tts adnumistrators Faculues are important formal
recrutters as well Thev can be asked to open therr class-
rooms to ot run programs for prospective sidents Faculty
memb 2rs who are gifted communicators can be wpned for
vistts fo feeder schools, as stand-ins for adnunistrators ac cof-
fees or as spokespersons during public events

ERIC .18
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Catholic schools often have a wonderful resource 1n renired
religious and priests who volunteer ume to the parish or
school These retirees mav have long assoctations with their
schools and mav be themselves venerable msttutions of the
school community An invitation to recruit or accompany d re-
cruiter 1s both an acknowledgment of their place in the tradi-
uon of a4 school and an opportunity to takz a gung-ho sup-
porter to the public

The: people who staff vour school as secretaries, cafeteria
workers, classroom ades and maintenance personnel can-
not be neglected 1 a resource assessment The voice at the
end of the welephone can be the first contact a prospective
parent or student has with your school This 1s true
whether the voice belongs to a principal, secretary or DRE
The tone of vuice over a telephoue can encourage or dis-
courage acaller In arelated example, the maintenance staff
should understand that the phyvsical appearance of the
schout 1s important to recruntment efforts  Ideally, they
<hould feet pride in the building and know that they are a
part of the success of an insutution

The support staff of a school needs to be savvy about the
importance of therr dealings with tie public They should
know when to refer quesuons to the appropriate person
and should have access w printed brochures for distribu-
tuon Therr smules, professional demeancr and pride 1n
their work will go a long wav towards making yvour scheol
a popular place

Parents love to talk about their chiddren’s schools The
parent network on schools 1s a great underground reserve
of mformauon that just about evervone taps mto Parents
are an invaluable resource formalh and mformally They
can host groups of prospective parents in their homes,
spedk at feeder schools, be a part of the program at you
Open House, brainstorm ideas, idenufy potential markets,
and. overall, influence otl.or people m favor of their child's
school

Alumnyzie should be constdered a resource as well They
ca.. do everything n the above parent histing but from a
different perspectve Ther current success, as profession-
als and homemakers, 1s, 1 part, a result of your school Al-
ums have a particular stake  thewr Alrna Mater They tden-
ufy with it and can share it successes While they are
ofien tapped for development acuvites—hnancial contri-
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butions, annual campaign chairpeople. phonothon volun-
teet s—dlumnt ae can be cquath helptul mcorunmient
Cotleges and mdependent schools have been using them
tor vears

Look out for alunmmni a¢ who are parents Parentchild
duos are powertal recruttment combmatons Traditons
are hard to beat vour graduates should be a constant, re-
new able source of students Keep track of the ages ot alum
children and don't hesitate to put them on vour mathing hist
when they come of age for vour school

volunteers can go a long wan owards making a recrutt-
men program tme and cost eftectt ¢ Parents, aiumnrae,
friends, even students can assist with othice tasks such as
batk maitig, tping. collecting and sortung mformation,
taking photographs and making phone calls A regular, de-
peadible volunteer 1s worth her or his weight in gold, with
more and more women entering the workforce, the tradi-
tonal volunteer group, mothers, can no longer be expected
w ftl thrs need It certamn chores are made mto a velunteer

party.” with refreshments and a festive atmosphere, vou
will have better fuck .« getung people o sign up Constder
holding 1t on a week might or a Saturdav to attract those
who work durmg he dav Students can usuath be counted
upon to be eager workers, make the atmosphere in ahich
they work a tun one and thank them tormalh for therr con-
tribution to the school

The hnal assessment i this tred o sesources is vour
cquipment or the tools vou will need to bring vour school
to the public Brochures, black and white and color photo-
graphs, AN materrals, video taping appdratus and com-
putes hard- and soft-w are are atl iems that vou walt wani o
constder

Prospectve parents and students will want something to
rcad about vour school They ma. aatl and request that a
brochure be matled o them or expect to be given printed
materal following a school visit The printed brochure al-
fows vou to send vour sc ool o a person’s home Irs phvs-
wal appearance, the  olor, logo or cover photograph wili
FCHIRACe sty message the corent carrte s, and will
follow through the adverusing or verbl messages previ-
ouh conveved s almost impossible to engage in a re-
crutment program without hiterature about vour school

If vou are already using a brochure, carefrthy assess
whether 1t 1s up-to-date and attractively presented Does 1t

o 18




comes che message that vou want it 1o Is vour school s phi-
IOSOPIV O SSIOIT ACATIV SLEU and are CUrticuidn dein
tes and co-curticuiar actn ties described? Does vour bro-
chure ginve the reader a sense of the atmosphere of vour
school” Is the text easth accessible to students and parents,
or 18 1t targeted tor one or the other grou,

Professiondalh printed brochures can be very expensive
Even a sigle sheet, 3-wav fold with text on both sides can
run into several hundred dotlars 1t s possible to design
brochures inhouse tor conaiderabl less You will need
someone 1o write the et a creamne design arnst to do the
lavout and athy graphics and headhines, and good hard-
ware— an electric npewriter and, perhaps, a xerow for du-
phication A more detaled discussion of tpes of brochures
can be tound in the "Presentation” section

Never hand out ditoed materal’ Ditto 18 hard o read
and looks unprotessional 1tis better 1o have nothing than a
dittoed brochure

It there 15 no development or PR othice 1 vour school,
the admissions othee will most hikelv be asked 1o coordr-
nate brochures, any media contacts and whatever AN pres-
«ntaton will be shown to the public: This requires a cache
of black and white photegraphs and color shdes You are
lueks 1f vour school has a photo archive 1f not. consider
starting one At the 23, 50 and 100 vear marks, the oppor-
tuniny s there for a retrospectne The media may even
come o vou for old photos

The eastest wan 1o get professional-lcoking photographs
15 1o hire o photographer Tins 1s understandabh expensne
Your people-resources can help here Most schools have
sorneone 1 the wings who can take a good 35 mm picture
dtaculty member, parent, student, alumnas‘a Having some-
one on hand mcreases the opportuninv to get vear-round
pictures of sports events, holidavs and seasonal activities

Consider whether or notvou wilt need a shde show [t
vou will be traveling to other schools or talking with
groups about vour school, the shide show 15 essential Pre-
wures chicit an emotionat response trom aviewer and are a
powertul toot tor making vour schoot come alive, the onh
better ahiernative 15 an in-person visit during vour school
dav A shde show requires a projector, sereen and lots of ex-
tension cord for those locations without handsy electrieal
outlets

Q Addional equipment can be considered within a frame-
o 15 ..
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work of vour budget A shide/tape show which presents a
taped accompaniment to a set of automaucatly advancing
shdes 15 helpful 1f you want direct control over what 1s said
Such a route might be considered by religious ed pro-
grams which have less orgamized networks to call on for re-
cruitment assistance Video cassette presentrations, al-
though expensive, are gaining 1n 1mportance 1n
sophisticated markets

For use within vour school, computer software 1s now
available which can simplify the ume consuming task of
juggling names, addresses and staustical data Providing an
admussions office with a computer 1s costly, but that needs
to be compared with the expense of tme and clerical help
necessary to complete the same chores The more success-
ful you are n recruting, the more paperwork will be gen-
erated Admissions personnel should have sufficient assis-
tance so that they do not get bogged down in paperwork
which cuts 1nto the ume necessary tor planning and carry-
g out effective strategies

Further discussion of equipment and the opuons avail-
able for AV presentations are presented in a later section of
thrs handbook

Assessing your Audience

All of the ume and monev vou spend will be for naught 1f
vou do not understand vour audience The business commu-
ity calls this process a market surrey Educators tern, 1t a
heeds dssessment: Whatever yvour termunology, it 1s vital to un-
derstand the community which vou seive This assessment
will cover vour community; parish feeder schools, media out-
lets and potenual target audiences

Studv the demographics of the neighborhood or commu-
niv i wnich vour schook s located Can the people who live
there afford vour school” Will thev respond to vour school's
phitosophy and the type of educaton offered? Is there a
steady supply of school age children? is there competition
from other Catholic or independent schools? What are the
public schools Tike, and do thev offer ¢« mpettion? Are vour
compentor schools experienang similar enroliment trends?
The diocese and local government, including real estate com-
panies, can supply staustical data There 1s nothing wrong
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with calling up another school and politely ask. .g for the
needed intornaton 1f vou do this, expect a return phone call
some day asking for simafar statstics

Visuahzing vour geographic area can be useful Some
schools use an area zip code map to highhght where most
chent famihies hve 1t can be helpful o place colored pins on
a4 mup, especially if more detalled information 1s needed You
might want to determine where vou have the most success
drawing students and what the reasons might be Are famihes
moving to a particular suburb, development or transportation
corridor? If so vou need o know about 1t and may want t
tram cftorts there

Transportaton is, m rtselt, a cructal ssue If vour school
15 accessible 1o public transportatton, how many students
use 1t” Do parents prefer wo transport thew children, and
are there carpools? Ask your otudents how they get to
school If transportation 1s the onh 1ssue heeping a partic-
ular geographic area from vour school, vou might consider
asking parents to pay for private bus service Van pools and
mini-buses are also possibilities

If vour school 15 a partsh school, consult your pastor
about parish demographics Have new famihies been ap-
prodached about the school” What kind ot enrollment
changes have been expentenced withm the parish i the
lastten, twenty vears? Is tartton a problem for some who
have traditionath uthized the school” Does the parish
muke an ettort to provide financal assistance to needy par-
1sh tamilies? Do the pastor and assoctates activeh suppo.t
the school” An obvious guestion s the number of parish-
1oners versus non-parishroners i vour school as well as the
ratio of Catholtes to non-Catholies

Catholic schools not connected with a parish also need
to surveys netghborig parish atutudes and needs 1t vou
dre a private high school ana vour neighboring parssh
schoots end in the 8th grade, they will need vou Assess
whether pastors know about vour school, and are withng to
recommend it With they print vour announcements in therr
bulletins? Are there wans to support them (1 ¢ threugh ad-
vertising i fund rarsmg, brochures and patronizing parish
events) to show that vou are mierested mn thetr good wills

Ateeder school 15 one that tends to funnel stadents mto
vout school as they graduate Elementary schools which
have established kidergartens have found thit most of the
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children enroll mther own first grade: Certan day care fa-
cithies are designed o teea diredtly mio an elementary
school Traditionath, Cathohie parochial - wadents automar-
cath fed mto the adjacent Catho  high school Some pri-
vate Catholic high schools satt have a network of elemen-
tary feeder schools which, by dint of geographic prosimity
or stafhng by the same rehigrous order, regard themseh es
ds connected m some way

Feeder school relatonships must be nurtured  Assess
the schoots which teed o vours Have any of the refaton-
ships changed. subth or overthv/ Have the adnnnsstrators
seen vour school on the inside’ Do thev understand vonr
philosophy and academic program Are they openh sup-
portnve’ What 1s hppening in the classrooms of these
schools—are the teachers supportive Does vour school
have a strong reputation, one way or the other What kinds
of students are vou attractung from the school—are there
4y patterns? When a stuaent s refused admission, does
the school understand why # Is personal contact made with
the principal and the parent in such circumstances?

Addimonalh, vour feeder schools can be a himus test of
enrottment trends It vou know the numbers er-rolled m
cach grade, you will Le able to plot vour available student
pool for cach vear Keeping good statustics may reveal that
while vour raw number of apphicants from a school nught
be down, the actual percentage of students applving might
be up, indrcating that vour recruitment strategies were of-
tectne Your diocesan Office of Planning can be heiptul in
suggestng statistical informanon worth turther considera-
tron

Assess the media in cour arer Most dioceses have a
Cathohic weeklh which can be a tremendous help simce
Carhobre papers aconvely support therr schools they will
printrour news releases, announce upconming events and,
possibh, cover important stories A Catholic Scnools Week
1ssue, a4 Back o School issue and educational supplements
mav also focus the Catholic public s attention on schools
and rehigrous ed programs

Local and neighborhood pepers are the second most im-
portant source of friendh news, thev arc atso read more
dloseh than big city dathies Tt s worth your while to spend
some time with the statf orvour local paper m ordder 1o so-
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hat therr support 1 vou are m or near a4 aty whe ¢ local
papers probferate ask around to determime which are ae
most wideh read and worth some attention

Adverusing costs i the diocesan and Daal papers are
usualh attordable Approxmateh $100 can get vou a de-
cent-sized display ad These papers will usaath be happy
to support vour school because 1t s good busmess for
them to do so You are therr chient by virtue of talling
within therr geographic noundaries or serving students i
their area

The g dathies are a harder nat o crack Usaalh mieer-
ested m breakig news, they mav or may not print vour an-
nouncements It s citheult to ger them to send a photogra-
pher or reporter to vour school unless the event s a big
one with an appeating augle Advertising rates can be
quadruple those ot the smaller papers Ty aned radio are
cquath difficult 1o break into, although, news programs
are tendimg more and more towards soff news or fedture-
npe storres with hagh visual appeal Public service an-
nouncements can be submutted. but vou have no control
over when or how often they will be read on the arr Pur-
chased radio ame s expensine, and TV tume, out of sight

It 15 the business of the media, however, o make contacts
with the pubhic You will be surprised at how casy 1t s o
phone 4 an ednor reporier or TV news persondliny with a
story wea Make personal contacts with the educanon and
rehigron reporters ot vour area papers, TV and radio sta-
tons G e them as much lead ume as possible when send-
ing m news releases or story wdeds Follow up written com-
municdtions with a phone call Make sure that they know
who vou are as a contact person The public retations othce
mour schoot will handle the above contacts it vou have
such astatt position

At this pomt vou mught want to step back and assessa
target audtence Wil vou try o reach evervbhodv at onee or
will certam ettorts be targeted tor students or parentss Do
teeder schools or parishes deserve speaiat attentuons Who
mahes the important fial deaision about attendimg vour
school- students or parents Will vou put vour money into
dposter to appaal to stadents or aseries of newspaper ads
amed at dherr parents¢ Look carctully atvour audience w
determine where vour ettorts witl be directed
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Generating Strategies

Strategies should be generated during sdea sessions The
technigues of branstorming can be used to trigger deas, this
process does not allow for immediate feedback by the tacthi-
tator or group but 1s designed to get Jas 11 ny suggestions as
possible on the bl for later refining and consideration
Whether 1deas are generated through the ughtly controlled
format of bramstorming or 1 a looser meeting during which
discussion 1 allowed, every group mn vour school should be
represented, either in one farge sesston or a series of meet-
ings targeting faculty; students, parents, atumnyae and friends
of the school

You will, of course, need  define the goals of vour recrunt-
ment program Sometimes, immediate goals are apparent
after the assessment phase of plarning Strategy sessions can
then be focused on these If goals seem to be many or are ex-
tensive and need to he spaced over several years, vou nught
prefer w keep strategy sessions open ended The process of
strategizing mught suggest an ordering or narrowing of goals
Also, 1t 1s to your benefit to gather 15 many strategies as pos-
sihle even if they are not immediately uthized “Strategy™ or
“idea” files can be perused and updated periodically

Keep ideas flowing from the people assoctated with vour
school Ask people t shp vou 1deas whenever thev get them
Dou't take the attitude, “But who will have the ume © do 12"
Worry about that tater and, perhaps, eventually abandon the
dea as unreahistic If faculw, students and others connected
with vour school feel a part of the recruitment process, they
will irvest more of themecives 1 it

The Director ¢ Admissions

Part of the preparaton phase of your recruitment program
must tvolve a Jook at vour adnussions procedures Who han-
dles admissions and 1s anv recruiting dore currently? In some
schools and school systems, admissions 1s formalhy alipned
with the guidance office: The focus of the job, then, 1s on the
handling and iteerpretation of school records When recruit-
ment becomes a pait of the picture, the job description
changes superior communication skills become a necessity
for an admusions officer Recruiuing 1s synonymaous with
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meeting the public—various publics, both inside and outside
the school The person who stands before vour prospecuve
students and parents will be a visual representaton of vour
school How the person speaks. his or her appearance. the
professtonalium with which the presentatiorn 1s made—ali
credte an mpression abeut your school

Can vour existing staff handle “he demands of » recruit-
ment campaign® If vou do not have a director of admis-
stons, cone ider creaang this postion A tult or part ume di-
rector of adnmusstons can take o tremendous burden trom a
principal Suci a person can conduct systematic prepara-
tion and evaluation, act on format and informa’' recruitment
strategye . , take and m.ke the many phone calls that will re-
sult from vour ca.paign and oversee the process of admat-
tng students A director ¢ admissions can make certan
that students are adnutted with the same personal sensitiv-
ity that 1s accorded thera as prospects Such a person can
centralize the numi rous activities involved in recruitment
and admussions, two areas which are closely related

some schools handle recruitment and admissions
through commuttees The admu: s;ons committee mught -
clude a guidane @ representative, a communicator, one or
more of the school’s admumistrators, key faculty members,
ete A recruitment committee can mvolve a group of faculty
members, parents, alumnrae, even students who are
tramed o make school visits and effectively commun.cate
vour school’s philosophy and progran»s if vou do not have
an admissions director, someone must be appomnted to co-
ordinate ¢ach commiuttee s actvities

Tt e Thank You

Pubhic retations persoanel have long recognized the im-
portance of the thank you In our tast-paced soceety, thank
vou's have become a rarity and thus are espectally apprecr-
ated and remembered by the recerver Courtesy belongs ma
recruitment program because so mam people will be con-
tributing to a school’s eftorts in hundreds of wavs A simple
thank vou note acknowledges then contribution and thar im-
portance 1o the school

The group of parents who share an evenig widh vou, the
faculty member who works up a st of curricular cveats, the
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siudent council president who goes along on a recruttment
appomtment. the parish secretary who provides statistical
data, the alumna who jots down a strategy and mails 1 to vou,
the locat reporter who does a flattering feature on vour
school, the printing company that produces a particatarh ef-
fzctive brochure—atl deserve a phone call or a brief note that
save, L ank you T The good will resulung from a thank vou
note 1s incaleutable: The thank vou s also an owed court sy
that 15 often neglecteti

The Written Plan

No matter now exhaustive vonr gssessments or how much
Intormation vou have mvour head, the finat step of a recrunt-
ment preparation should be a written report or plan that ar-
ticutates «enies of goals and hets the strategies necessary o
meet them A written plan might hst cach feeder school, par-
1sh or geographic area with a hist ot strengths and weak-
nesses It might wrget parent perceptions, ransportaton or
imdage It could contarn stanstical analvses of enrollment
treawds i teeder schoots and how they wili aftect vou for the
nest tew vears

The we «n plan can be helptul m obtaning timancing for
vour rec atment program The more organtzed and profes-
sionala ptan, the more atention it will draw from vour pastor,
board or tunding source It also acknow ledges the tremen-
dous eftort imolved in mounting a protessional campagn and
c qurafy time and cost expended by g school

A written plan can evolve mnto an ongomg, evaluation of
vour program s efforts: Recrument does not mvolve a single
pertod ot planning followed by vear atter vear ot actn e,
olaaning and acuon contnually mteract The turther ahead a
school can plain. the more eftecune 1ts program witl be A
planning ahead period of hve vears 1s often cited as the basts
for a stable, ongomng, ettecnve prog,am

Your recrutment presentation, the strategies that vou select
in order to eifect the goals ot ~our program, should be
viewed within a tal pubhic retauons ettort The hrst Sep st
look at evervthing that goes out of vour school Review s our
schoot logo, your letterhead, address labeds, memos, and
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flvers sent home to parents Lse this opportunity to examine
with a crincal eye what vour pubhic sees

What do vour logo and letterhead convev? Are thev tradi-
tonal or contemporary? What message 1s being silently deliv-
ered by vour school maithings’ 1f vou elect to hire a protes-
stonal agency to consult with vou on vour image or prepare
an adverusing campaign, examining vour current desigs
will be thetr Airst priornn

The strategies which vou have outlimed 1n vour written
plan should work together o form a single impression of vour
school That 1s why vou begm with exisung materials de-
scribed above DRecide what vou want to sav and how you
want 1 av 1t The topics covered in this section outhine major
strategy areas and hst specific choices or activities that vou
might want to consider This 1s by no means a complete histng
but a grouptng ot some that have been etfectively used by
schools mn the past Make sure that your own strategies are
not scatt. shot but organzed wwards vour stated goals The
topres headhined under Presentation are brochures/iera-
ture, AV presentations, publicity visits to vour school, recrunt-
ing at other schools, open house, outreach w teeder schools,
partshes and neighborhoods, records and follow up

Brochures/Literature

You should put mto print onlv what vou need to promote
vour school eftectivel Brochures dre designed to give intor-
mation and create an impression about vour school The de-
sign should avord crowdmg ot text and should use onlv qual-
iy photos and geaphics

Cover photos and designs are particalariv important—hi ot
mpressions last People proares are genetath more eftective
tan places, however, if vour school his a beautful campus or
histortc butlding, it too can work tor vou 1n a good photo
Photographs ot students are especalhy helptul in giving im-
mediate mmpressions about vour school or program fn att of
vour photos, content and composition are important The
qualin of the tace. the phyvsscal appearance of the student and
the background ttems or activny i which the student 1s en-
gaged can create a strong impression about vour school A
photo n the hbrary or of & student carrving books, for exam-
ple, will mph acadenncs while one of a stedent on a plaving
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tield or musing under a tree will suggest something com-
pletely different A student positioned in front of a bulletin
board or poster with a message can provide its own capuon
or focus

The design of a brochure can affect 1ts success or fatlure
Attention needs to be given to lavout The artisuc, aesthetic
and creauve arrangement of text, photos and graphics on
the page 1s essential 1n order to produce a piece that will
be sausfying to the eve Designs should be carefully
planned to avoid crowding While vou want to make good
use of your space, give the eve a rest with effecuvely placed
white space If you and your staff have little experience in
design, consult some of the sources listed 1n the tack of
this publication or search out materials that will give in
some detail the best way to go about this process

The content of your brochures can vary Consider some
of the following suggestions

School philosophy

»pe and size of school
Locatnon/transporation
Faculty protile
Student/teacher rauo
Admissions policy
Academic program
Co-curricular acuvities
special programs or events

Quotes from pastor, administration, faculty; trustees, stu-
dents, parents, alums, etc

Photographs/graphics

Features or profiles

Reprints from other materals

Decide whether you want an informational brochure or one
that effects a mood, with student protiles, for instance Both
tvpes can be contained 1n a longer piece called a viewhook.

This second list gives some typical formats used i recruit-
ment with an indication of the possible target audience and
cost

® Comprehensive viewbook containing a school protile,
photos, features, etc. This 1s most effective when up-
dated annually with companion pieces containing up-to-
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dar .ntormation on turtion, ¢ culum changes, etc
Target audience Both students and parents Cost Ex-
pensive

® Presentation tolder designed to contam brochures on
difterent aspects ot the school The front of the folder
can have a brief message or the school’s schedule Target
audience Swudents, atthough this 1s appealing to parents
as well Cost Expensive

® A series of stacked, coordmated leaflets or single sheets
on quahtv textured paper on various aspects of the
school These come with a corresponding mini-folder or
holder Target audience Students and parents Cost. Ex-
NS ive

® Acolo- or black and white poster, possthl - contaming -
tormation flvers or a pad of postcards The poster iself
can feature spevific mformaunon on the school Target
audience Students Cost Expensive to moderate

e Companion sets of leaflets, tvpeset Target audience Par-
ents and/or students Cost Moderate

2 Companion sets of leaflets, camera ready, printed or xe-
roxed Target audience Parents and/or students Cost.
Moderate to 'nexpenstve

If vou prepare camera-readv originals, there are a num-
ber of helpful toois avarlable Press-type lettering (trans-
ferrcd to yvour ongmal with a pencil point) tn numerous
styles and sizes can be purchased at mostart supply stores
NCEA puts out a “Cathotic Schools Week Kit™ with superior
graphics, updated annually Its graphics, along with similar
for-sale kuts, can enhiven an in-house publication A combi-
nation of press-tvpe letters, a good electric typewriter with
different type wheels, and attractive graphics can produce &
professional fooking prece at mmimum expense Agam,
never rely on ditto Having access to a reasonably good xe-
rox 1s a must If vou are duphcating many more than a
hundred copres, 1t could be cheaper to take vour origmal
to a priter with an offset press The cost per piece 1s some-
times less than xeroxing

Your brochure should be ready to go m the fall when stu-
dents and parents begm to constder schools Brochures are
usually readied the previous spring or summer Printers
need considerable lead ume dependimg on the size and

o scope of your ptece Your brochures should be matled out
ERIC )
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on request. distributed at recruitment appemtments and
ail school and parish events, made avarlable o faculn, stu-
dents, parents and atuming ae and possibh o real estate,
welcome wagon, doctors and dentists” othces

A/V Presentations

An audiovisual presentation s more personal than a bro-
chure Pretures are abw avs more etfective at creating a mood,
and your narraton will be directed at each audience individ-
ually: Whether or not vou visit other istitutions, 1t 1s a good
ided to have an up-o-date shide show readh This can be used
with visttors and to the delight of vour own students and fac-
ulty oinsome spectat occasions within vour school

Your shde show should feature quahne color photos of cur-
ricular, co-curnicular and soctal events Shides should be kept
current with seasonal varien evident: Close-ups of taces pre-
SCNE 1 nice: contrast 1o lots of action or classroom shots Re-
member that a 1.Yoro of the school prom mas be more mter-
esting to d prospective student than one of the catculus class
It 15 wise to indlude photos that will appeal o both students
and parents. the narrator can change nuances where neces-
sary Twenty o forty shdes 18 a good number to shoot for The
resultng show can be flexible enough to fic 2lmost am given
amount of tume

Shde/tape presentations add the dimens:on of sound to
vour shide show Thev allow vou to control exactly what 1s said
and can feature statements trom representatve students and
Faculty as well as evocative music: Such shows must be profes-
stonallv prepared and are expensive An advantage s the
shdestape show's adaptabihny It comes with a small viewing,
screens for use with a small group and a jack that can convert
the shdes to a arousel projector for full screen viewing

A new concept m audiovisual shows 18 the video cassette.
You can begin a video cassette hbrary by having someone
tpe sigmificant school events, sports, and, possibh, nter-
views, Getting previc isly taped matenial edited into a ughe 15
minutes requires a professional hand and 4 large budget
Professional shooting and editung of a short frrm can cost well
over $10,000 The advantage 1s that you will e ahead of the
game when evervone else goes this route 1n the neat decade

o Videos are a leading technology of the future
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Publicity

You want the most and best publicity vou can recenve trom
the media It tahe s tme, but a steads stream of well-coord:-
nated news releases and story ideas car pav oft by gnong vour
schoot frequent visibihite You have no control, though, over
what the newspapers or TV will run except advertismg which
vou purchase A rule of thumb s to senu only press releases
that have genutae mierest - alue and save possibie feature
story topics for special occasions when they will have the
most opportuta.y of bemg picked up by the press and used
to vour best advantage Learn to disinguish between routine
press refease informaton and the swry that deserves special
attention Listed below are strategies for recening the most fa-
vorable press

® The public relanons director or designated person
should imtroduce her or limself o appropriate media
representatves editors, education and rehigion report-
ers, mfluential front office and secretanal staft, ete

o News releases should he written on special statonery
and should be sent two to four weeks ahead of ume You
nught want to follow up with a phor- call Most schools
could discover several possibilines for releases each
month student awards, sports activities, open house an-
nouncement. science far, etc

® Storv deas can be sent m as well These opics or brief
descriptions of events nught ehicit a visit to vour school
by a photographer or reporter who might do a photo
wirh caption or feature story The ikehhood of this hap-
poning 1s slim unless there s a tentahizing angle © the
sorv The visit of a public official to vour school, the cel-
cbraton marking an arvpical event, a seasonal actnaty, an
unusual academic program or the special achievements
of a student are posstbihines Story deas should be sent
to TV stations and newspapers well in advance and nust
be tollowed up with phone calls

® Plan ahead for snccal newspaper issues such as Catholie
Schools Week or educauon supplements On these oc-
asions papers are looking for stortes and may even <o-
hew vour school for 1deas Seasonal events such as
Christmas activines or Memorial Day programs in social
studtes classes can attract the attention of the media Re-
member to plan ahead
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® Public service anrouncements for radio and TV can be
an effecuve way o get a special event publicized Local
stations should be contacted for informaton

® Radin spots can oe purchased for ads about your school
or program Targct the ad for students or parents and
choose vour staton accordingly It 1s necessary to re-
search the station most listened to by your market

® Newspaper ads 1n educatonal supplements and prior o
open house are becoming more popular Study the ads
placed by other schools If good people pictures are
handy, they are the most eve-catching Newspapers will
design your ads for vou, or you can hire a professional
agercy Ads can be delivered camera-ready after vou
have designed them vourself, or vou can discuss with
vour ad executive a ¢ombination of your own ideas and
thewrs If copv s delnered early enough, vou can get a
proof of vour ud before 1t runs

Visits to your School

Pruspective students and parents want to see your school
Thev will expect you to send them around on a wur and al-
lor hem to sit1n on classes You need to be flexible enough
to accommodate these requests, you and your faculty will
need to adapt to visitors Actually, the onhv wav a student will
really know if vour school 1s right for him or her 1s by seeing
it during the school day Bringing students and parents into
vour building presents the realiy of vour school in the best
possible way, and you should encourage the pracuce

M.ke a standard school day invitation a part of vour re-
cruttment hiterature You nught even mail copies of the invi-
tat1on to feeder schools 1n case a group would want to visit as
apart of an organized field trip Ask for nouce of a day or two
o that you can arrange for the tour and prepare teachers If
vour visitors want only to walk through the building, no great
disrupton should be caused A few seconds at a classroom
door should ehicie a smile of welcome from the teacher and
< adents

Frequently, students will want 10 <pend all or part of the
dav attending classes Proper aavance nottication and prepa-
rauon should ease anv tensions faculty members might have
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about classroom visits Be selective 1n your choice of class-
room to open to visttors Choose experienced faculty mem-
bers who are in control of their classrooms and are comfort-
able with the 1dea Beginning teachers should not be called
upon unless you are sure of their classroom performance
Teachers should not feel that they have 0 plan special activi-
nies for visttors The usual classroom routine 1s appropriate,
visttors can be made to feel a part of the acuvity by being ori-
ented to the lesson and encouraged to answer along with
everyvone else

Use students as much as possible as tour guides and hosts
and hostesses for students spending the day Using the stu-
dents will take the pressure off admissions personnel and
will give prospective students and parents someone they can
talk 1o easily Your students will be viewed as role models by
the younger students, so 1t 1s important that they know how to
conduct themselves (See Appendix B for further comments
on student recruiters )

There: are numerous special events that can be tatlored
for student and adult visitors A general invitauon can be
matled or an ad placed in the Catholic or local paper an-
nouncing the event and requesung pre-registration In that
way, vou will know how many to expect If there 15 a speci-
tic feeder school vou are interested 1. the invitation might
be sent to those students only

Students can be invited to special events for a whole or
half day with lunch or refreshments provided You will
need to designate a facults member and some of vour stu-
dents to coordinate the visit Teachers and parents might
accompany the student group, and you might make the re-
quest that chaperones are required. although, this 1n-
creases the work of the visiting school You do not want to
discourage the visit by placing too many responsibilities at
the door of your guests

Listed below are some events which night lend them-
selves to such mvitatons Remember to devise a system tor
collecting names, addresses and anv other perunent mfor-
matior during all visits to vour school by prospecuve stu-
dents

® (atholic Schools Week events
® Performing Arts

Plays

Dance
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Concerts
Films
® Liturgies
® Religious or holidav celebrations
® Lectures and workshops
® Sports chinies
o Math or writing chinies
e Computer clinies
® Public speaking contests
® Debates
o Spelling, language and math bees
® Latn, Greek or foreign language dayvs
® Art or science fairs
® Student demonstrations or classroom presentations

Recruiting at Other Schools

Colleges and mdependent schools, particularly boarding
schools, have long been used 0 making formal recruttment
vistts to other schools Going “on the road™ 18 a necesary
strategy 1f vour feeder schools are many and the competition
suff Some schools provide an organized forum, such as a day
or evening when schools are invited o send a representauve,
bring AV shows and share information about themselves For-
mats can vary. however, vou can expect from ten to forty-five
munutes for vour presentation: Sometimes, vou will be asked
to speak for a tew miutes n front of the group as a whole
More often, each visiting school 1s given a class: oom and one
or two sessions with small groups Another option 1s an infor-
mal period of about an hour during which students drop bv
for informatson

Ifa feeder school does not host such an event, you should
write or call and ask to talk to the prospective student group
Even though this does not let vou connect with parents, its ad-
vantage 1s that you get o make vour pitch an tront of a whole
class whether they are acuvely interested in vour schr ol or
not Once again, vou need to be flexible and go when 1t 1s
conventent for the host school

Make sure that the person you send on recrutiment visits
knows how to handle the AV equipment  Host schools often

O
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can provide screens but chedk about therr avalabilin ahead
of tme Carry extra projector bulhs and a good length of ex-
tension cord Have sutticient brochures and some kind of re-
sponse aard that asks for the names, addresses and school of
mnterested students Allow enough time tor students 1o gne
vou this information

Alwans take along students with vou. possibh those who
have graduated trom the school vou are visiting, Students are
vour most eftectne ambassadors Afier vou have shown vour
shides. conduct a question and answer pertod and give out
vour brochures Allow for some informal ume durig which
vou and vour students move among the group and tatk with
students individuallv There are alwavs those who cannot
bring themselves to ask a queston i front of a group of thewr
classmates

The appearance of vour representative, whether the direc-
tor of admissions, a faculty member or someone celse, should
be given somie thought Exen a daytame appomntment catls for
professiondl dure. a cat above what one would wear on a reg-
ular work dav Students should wear their unitorms, of vour
school requires theni, and should spiff themselves up for the
occaston

Alwavs thank a school tor mviting vou and thank stdents,
accompam ing, parents or dlums and faculty for assising vou
Informal thank vou notes are abwavs appreaated and mav as-
SUFC VOU & return Vs

It vour band, drama or glee club has an appealing produc-
tion or performance, vou might consider sending it on the
road as a traveling show These events are troublesome to ar-
range but are usualh enthusiasticathy recenved at the host
school It 1s an excetlent opportunits to grab some attention
tor vour schoot Indimidual service activities can also be ad-
vertised o mterested schools A student or taculny speahers’
burea 1 can ofter specthic fectures or workshops on a vanien
of topies Tutormg services udges tor science farrs and assis-
tance with atter school clubs or speaal actvities can also be
oftered

Open House

Because of s central importance m anv recruitment pro-
gram, an entire pamphlet could be writen on the Open
House tselt Tt ss trachuonal tor schools to hold Open House
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for prospective students Since so many schools o it as a
matter of course, there are numerous organizauonal exam-
ples and individual approaches As a general rule the full fac-
ulty should be in attendance along with some students, par-
ents and alumnvae Open House should showcare your
school at s very best. physically spotless, with, stucent work,
classrcoms, club and sports areas on display

An Open House takes the same kind of planning as a for-
mal dinner party for several hundred Visttors will expect you
0 run an orgamzed program and show yourself to your best
advantage Planning an Open House might include

® Mailed invitations to evervone on vour matling list

® Display ads and press releases in the Catholic, local and
major papers, along with notices to feeder schools, par-
1sh bulleuns and, possibly; radio and TV statons’ public
Service announcements

® Rerminder phone calls—student o student—tc, those on

vour matling list
® Speaific instructions to student assistants

® Possible formats and acuvities

" An informat format with visitors traveling through
vour school with a map

I A formal format with organize.d wurs and student
guides

T A formal session with speakers, possibly the principal,
students. parents and alumniae Consider an A/V
presentation

I A combinaton of school tours with a formal speaker
SCSSION

T Registrauon and the filling out of a brief informaton
card or questonnaire

" Hand-outs, brochures or special publication:

' Departmental or classroom presentations

P Sports and club demonstritons or displays

' Displays of vearbooks. school newspapers literary
magazines

I Informal encounters with adnumistrauon, faculty; stu-
fents, parents and alumnyace

! Refreshments

e Follow-up
I Letters or brochures to students.
T Letters or brochures to parents
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T Letters or postcards to student relatives of alumnyae
or to the alums themselves

Hohidav cards to students

Scholarship or financial aid informanon

Thank you's for attending

Invitations to subsequent student events

— — 4

A necessary in-house follow-up 1s the thank you to every-
one who participated From maintenance workers who
doubled efforts 1n getung the building and grounds in
shape to parents and alumni/ae who volunteered their ser-
vices, personal Thank You's are 1n order It 1s probably un-
realistic to thank that you can actually hand write each per-
son 1n the above group a thanik vou Consider purchasing
thank vou cards or designing an artracuive flver that can be
xeroxed A personal signature can be added even on a xe-
roxed flver

Outreach to Feeder Schools, Parents and
Parishes

If connectons do not already exast, 1t 1s important to forge
them with feeder schools, neighbors and parishes You will
need to make overtures to people to come to your school,
and vou wul need to devise wavs 1or vour faculty, students,
parents and alumny/ae to get the word out about your school
Listed below dre some strategies which can assist thus effort

® Coffees or cocktails at the homes of parents 1o which
prospective parents are invited

® Coffees at vour school o which current parents are 1n-
vited and asked to bring a friend

® Individual or group lunches for feeder school principals,
followed by a tour of vour school This can be especally
helpful for new principals

® Individual or group lunches for pastors and assoctates

® Cocktails and/or dinner for feeder school facutues or

pastors and associates (Keep these occasions free from

proselvtizing about your school Information should be

presented 1n a forthright, professional manner It is help-

ful o have faculty present for mnformal encounters with

Q YOUr guests ) 3 7

e }
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® Letters written trom current students to therr former
princtpals, teachers or pastors

® Informal student or parent contact with former schools
or parishes

® Hohday greetng cards to feeder schools or parishes

® Information packets or brochures mailed to feeder
school principals, kev taculty members and pastors

Records and Follow-up

There are many wavs that an inttial encounter with a pro-
spective stukent or parent can be followed up The hist in the
Open Hot © section enumerates strategies for following up
the Open House, but any of the recommended activities can
be used for anv group of students If special brochures are
printed for Open House, for example, vou nught want to mal
them to all of the students on your hst who did ot atend If
parent names and addreases are available, they could receive
vour school bulletin, parent newsletter or development office
publication

Keeping accurate records of the prospectve students vou
encounter will enable you to do all sorts of analvas and fol-
low-up Devise some svstem for getting the names, addresses,
schools and other pertinent information from those students
who visit your school, phone for brochures, etc These stu-
dents can be put on your “special events” mailing hists for
drama club presentauons, concerns or regularly scheduled
sports competitions

A computer 18 an extraordinary help with data analysis.
Transferrtng names and addresses onto mailing labels and
cross checking for duplicates can be an enormous task if
done by hand Computerized an adnmussions oftice 18 a furre
necessity Computers can produce graphs, tlow charts, per-
Centages, and detailed comparisons of data It could be help-
ful t look at some of the mformation college admissions ot-
hices have been able to obtain using computers

Evaluation

The tinal process of vour recruttment plan 1s the evaluation
of vour efforts Go back 1 your written plan and the strategies
that were added. Which ideas were acted upons Which were
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most successful The simple task of taking note of all the work
vour school community or religious education program has
completed should be a saustving acuvity Write down the ef-
forts you hav. made and distribute the report 1 adminstra-
tors, faculty, pastor, parish council or board of trustees

The final evaluauon comes when students apply and regis-
ter Did effort 1n a parucular feeder school pay off? Is enroll-
ment up 1n a target neighborhood? Have the desired changes
ir: your student body been eftected? Keep 1n mind that it may
take several years for a particular strategy to produce an ef-
iect Printing a brochure and insututing a student visitor pro-
gram may not affect enrollment the subsequent vear It does,
however, plant tne seed, and a good recruitment program
should eventually meet vour goals

Begin to scrutinize enrollment data each vear so that vou
can look back at trends over a five or ten vear period Keep
track of feeder school enrollments so that you can factor 1n a
vear when the student pool from which vou draw 1s smaller
than usual Elicit formal and informal feedback from admin-
1srators, faculty. students, parents and alumnvae on the prog-
ress and effectiveness of particular acuvites. Don't keep peo-
ple 1in the dark about your progress, cushion bad news by
emphasizing positive developments

Student recrustment contatns both a danger and a blessing
The danger 1s that 1n these unsteady umes for educauon, 1t 1s
all 1o easy 1o use sophisticated recruttment techniques to be
selective 1n the kind of students we recrunt We have the abil-
1ty to direct our efforts 1 the uaellectually gifted and the fi-
nancially secure In the language of our brochures, the stats-
tics we collect and the papers 1n which we choose o
advertse, we can eliminate a large chunk of our populauon

The blessing 1n recruttment 1s that at 1ts best, 1t requires a
certain attude, one that welcomes questions and appreciates
the questoner It 15 an attude that necessitates throwing
open the door and saying, “Come 1n, experience our school
from the inside! Recrusting allows an nstituton o do much
more than replenish people The constant state of readiness
and the influx of ideas can be a breach of fresh air For all the
fancy talk, 1t is sull the connections among people that pro-
vide the essence of educauon That s a comforung thought
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The Negative Image

It 1s preferable t deal with a negatve public image head
on First, separate truths from rumors and decide what steps
you will take to correct problems within the school Whatever
incidents, problems or policies may be 1+ plica.2d, don’t be
afraid to discuss them when asked Don't be cau tht off guard:
prepare what vou will say ahead of ume, don't be defensive
and be prepared o say what you are going o do to recufy the
sttuation. If the problem 15 a major one, 1t someumes helps ©
tke the offensive Bring up the situation and place it within
your Hwn context Needless to say, individuals deserve a cer-
tain confident:ality In the case of students, you might discuss
policy rather than people All negative situations need to be
hindled with sensiuvity and some measure of firesse

When negaty e aspects arise out of misperceptions, it i. o
your advantage to get them out into the open Laugh at outra-
geous rumors rather than taking offense, this will diffuse the
situation Be open and put the questioner at ease Thank her
or him for asking about the situauon rather than contributing
to the problem by perpetuatng the rumor Tell key people at
vour school, and perhaps some of your responsible students,
about the rumor and mstruct them on how o respond  Fac-
ulty, students and parents should not keep such rumors under
wraps, vou can onlv act on those things you know about
Openness mnaself s 4 valuable strategy
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Student Recruitment Assistants

In many ways students are your most effecuve recruiters.
They can respond from experience when questioned about
what it is like to be a student at your school. Students unu
stand the kinds of concerns their peers have and can usuali
engage prospective students in conversauon more easily than
adults

Consider orgamz ng selected students intc a group whose
specific responsibility 1s 1o assist with recruitment activities.
The students recerve training 1n public relations techniques:
public speaking skills, the importance of their appearance
and demeanor, the nuances involved 1n discussing their
school with various publics, etc They scon develop an aw-
tude of awareness about public relatuons that allows them to
fill any recruitment need at any time Most students enjoy and
appreciate the opportunities to speak in public and develop
professional communications skills The fact that they are 1n-
vited 10 join the group adds prestige You might even want to
list 1t on their permanent records

There are two pre-requisites for an invitauon a positive,
acuively supportive attitude about the school and the abihty to
communicate to others their positive feelings This does not
mean that only highly verbal students should be asked Your
groe 'l benefit from the inclusion of a variety of students,
not just the smartest and most accommodating Sonie tasks
will be behind the scenes, you might even want to ask certain
students to be responsible for certain tasks, like thank you
notes and letters to the editor

Since these students are vocal supporters of vour school,
they must be cautioned against saying anything negative
about another school While the school down the street might
be a number one rival, the spirit of collegiality requires that
only kind things be said about 1t while recruiting and 1n pub-
lic situanons Students are capable of going overboard in
their likes and dislikes and need to be reminded penodically
of appropriate behavior 1n this area You will find that your
older students who have had several years of expertence n a
recruttment group will be as sophisticated as vou are 1n their
understanding of behavior in public They are particularly
good at training new members 1 the group
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Listed below are a number of acuvities particularly suited

to student recruiters

® Representing the school at recrintment engagements
® Acung as ushers, hosts or Lostesses at school events

® Guiding tours at Open House and ror prospecuve stu-
dent visitors

® Making and returning selected phone calls

® Providing refreshments and stafing the refreshment
table

Assisting with bulk mailings, business office acuvities
and clerical rasks

Instructing other students on public relations and re-
cruitment

Planning and helping coordiate recruitment events
Evaluating recruntment events
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