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MACOMB COMMUNITY COLLEGE RECRUITMENT PLAN
Executive Summary

Education observers have projected declines in college and university
enrollments over the next decade based upon the decreasing number of high
school graduates. Colleges that have retained their enrollment levels have
taken a more assertive role in student recruitment, especially among the adult
student market. Community colleges are well positioned to provide convenient
opportunities to these adult students, and to address the needs for retraining
of the workforce.

Student recruitment at MacombL Community College occurs as a charge from the
Board of Trustees, and is designated to be informational .n nature. It is
defined as that part of enrollment management that takes potential students or
clients from an initial awareness of the college to the point of registration
for coursework. Every college employee, student or alumnus has opportunities
to play a role in student recruitment by virtue of their knowledge about the
college. A recruitment plan is therefore useful to provide a framework for
unplanned and spontaneous efforts as well as the activities of those more
deliberately involved in recruitment 2fforts. The plan also accomplishes the
tasks of identifying relevant environmental conditions, explaining the
recruitment capabilities and procedures of the institution, documenting past
recruitment activities, providing direction to future efforts, and setting in
place an evaluation and feedback system for continual assessment and
improvement.

Recruitment activities ars conducted in a decentralized fashion by departments
and groups throughout the college and coordinated by a centralized Recruitment
Committee. The committee has cross~unit representation by individuals who are
both knowledgeable and involved in recruitment. As such, it provides a forum
for discussion and a resource for support. It serves the furction of pulling
together the wide array of isolated recruitment events thet occur throughout
the college into a planned system.

The 1987-88 Recruitment Plan is based upon college advancement goals and the
recruitment goals and objectives of the instructional divisions and those
departments that provide service or information to special populations or
subgroups of potential students. It outlines the specific activities to
accomplish these objectives, along with timelines and budget for the upcoming
year.

Recruitment is to take a deliberate market segmentation approach with three
separate audiences, in priority order, identified as (1) high school students,
(2) community adults and (3) business and industry. There is distinction among
but consistency within these groups with regard to needs, appropriate messages,
and effective media. High school graduates remain as the most viable market
even with declining numbers, due to the traditionally high educational
participation rate and the number of credit hours enrolled. Youth recruitment
is to occur in a progressively more focused manner at each grade level,
starting as early as grade school. Adults are the market growth segment, with
increasing interest in college classes, particularly for career change or
advancement. Business and industrial employers are a unique segment in that
the student is not the recruitment target. The needs of business and industry
center around workforce planning and skill development. Specific strategies
were developed for recruiting from each or these target markets. They are
designed to take potential students or clients through the levels of awareness,
interest, and inquiry about the college's programs and services to encourage
their personal assessment and trial of educational opportunities.
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High school gtrategies:

1.

Enlarge the percentage of youth perceiving themselves as college-bound with
messages that clarify college requirements, access, compatibility with their
lifestyles and aspirations, and career options that they have.

Use personal interaction, high school visitations, high school ambassadors,
small groups, and informal question & answer sessions with role models.
Utilize print media that is more effective with this audience, including
colorful visual and printed materials with less written <opy.

Focus additional communication and interaction with high school faculty,
counselors, and parents to influence those who advise high school students.
Make them aware of scholarships available to them at Macomb.

Determine tactics appropriate for each public high school where

less than 257 of the graduates enroll at Macomb in order to increase market
share.

Determine tactics appropriave for each public high school that

graduates more than 400 students per year in order to increase market
growth.

Strategies for recruiting adults:

Establish a process for recruiting continuing education students into the
degree~credit program by providing information that relates

continuing education courses to degree credit courses.

Concentrate messages oa career benefits, low cost and financial aid, and
convenience/location.

Target specific adults groups, including county adult education graduates,
returning homemakers, professional groups, and alumni.

Target the areas of Sterling Heights, Mt Clemens, Roseville, East
Detroit and St. Clair Shores for presentations to community groups,
emphasizing the value of education and technical opportunities.

Encourage adult groups to become familiar with the campuses by holding their
group activities on site.

Strategies for recruiting from businesses and industry:

Integrate recruitment efforts with existing business & industry linkages.
Establish a communication system to provide program information to business
locations.

Promote the value and meaning of the associate degree tc employers.
Investigate the use of a guarantee/warranty on training.

Continue the current promotion of both degree-~credit and non-degree credit
offerings through the Chambers of Commerce, Small Business Development
Network and the Macomb County Planning Commission brochures and newsletters.




MACOMB COMMUNITY COLLEGE
RECRUITMENT PLAN

Introduction

Many economists, demographers, public policy analysts, and education observers
have projected declines in college and university enrollments (Hossler &
Kemerer, 1986), but many colleges have remained strong in the fare of these
dire projections by taking a more assertive role in their efforts toc attract
and retain students. Despite the differing goals and differing techniques and
methods, there are similarities in terms of the steps that enable institutions
to have a greater impact on their studen. enrolluents. These activities are
increasingly being referred to as enrollment maragement.

Hossler (1985) defines enrollment management as "a process or activity that
infiuences the size, the shape, and the characteristics of a student body by
directing institutional efforts in marketing, recruitment and admissions, as
well as pricing and financial aid. 1In addition, the process exerts a
significant influence on academic advising, the institutional research agenda,
orientation, retention studies, and student services." This concept unifies
preenrollment and pcstenrollment efforts into an organized system. From a
broader organizational perspective, ths process inevitably leads to issues of
mission and goals clarification and budget decision making (Hossler & Kemerer,
1986). It is within the context of enrollment management that we plan
recruitment at Macomb Community Coliege.

Philosophy & Mission

The overall mission of the college is to provide a variety of educational and
other life-enhancing experiences which enable the people it serves to excel in
their search for fulfillment (Board of Trustees, June 18, 1985). At this time,
the many aspects of that mission require addressing the following needs:

- for courses and programs typically producing credits that
transier to other accredited college and universities;

- for iiberal arts and occupational courses and programs leading
to certificates and associate degrees;

~ for assessment, counseling, career guidance, and academic
support services;

- for customized education, training, assessment, and counseling
services that are responsive to business, industry, labor and
government ;

- for courses and programs to foster improved health,
enlightened participation in public affairs, coustructive use
of leisure time, enhanced satisfaction in personal and family
living, growth in cultural experience, and advancement in
career;

-~ for cooperative efforts with groups interested in cultural,
civic, recreational, or other community projects.
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The directional goals laid out by the Board of Trustees (October 20, 1981) for
the achievement of this mission include guidelines to be used for decisions
relative to the short and long range planning of enrollment management. They
state that "enrollment growth is not an objective in itself but the outgrowth
of demand by a community informed about what is available.”" This statement
provides clear directicr for a marketing approach which is centered around the
students and their needs, and for recruitment and promotional activities
designed to inform the community of educational options available at Macomb.

This approach is consistent with the marketing orientaticn as defined by Kotler
and Fo. (1985, p. 10), stating that "the main task of the institution is to
determine the needs and wants of target markets and to satisfy them through the
design, communication, pricing, and delivery of appropriate and competitively
viable programs and services."

The President'é Council of Macomb Community College has adopted this marketing
approacn (July 2, 198:) as an on-gcing organizational pursuit, defined to
include:

- A needs based system

- Image and reputation
Product development
Promotion and awareness
Concern for pricing
Location of offerings

The directional goals from the Board of Trustees further state: "...Actions to
stimulate the continued growth of the College are desirable and encouraged.
Growth must be planned and should be based on prior research and discussion of
how it serves community needs. Areas selected for expansion must be fiscally
feasible and result in the level of quality that our students have the right to
expect.”" These statements confirm that:

- It is appropriate that the College focuses considerable human
end fiscal resources toward recruitment.

- A recruitment plan is essential.

= Recruitment decisions are to be research based, initiated by
identified custcmer need and implemented along with evaluation
procedures.

- Specific programs targeted for recruitment and promotional
emphasis must be strong in curriculum content and presentation,
student benefit and satisfaction, and institutional ability to
deliver.

-~ A college-wide forum for discussion of recruitment plans and
activities is desirable and preferred.

- Recruitment activities should be informational in nature.




Environmental Scan

The environmental scan includes an analysis of the environmental factors that
have made an emphasis on enrollment management necessary and those factors that
influence the effectiveness of recruitment activities. It also presents a
general background on recruitment theory and current practices.

National Trends

The Bureau of the Census, the Bureau of Labor Statistics, and national surveys,
including one directed by Alexander Astin for the Higher Education Research
Institute (HERI) at the University of California, Los Angeles, provide the
following national demographic data:

Enrollment

- Though the number of young adults declined in recent years, there has
been growth in the number of college students since 1975, due to an
increase in the number of students 25 years and over and those attending
part-time.

~ Educational attainment was demonstrated as having a significant effect on
income. Families in which the houreholder completed high school had a
median income of $27,470. Completion of 4 years of college raised this
to $43,190, and 5 or more years of college yielded a median of $50,530.

Career Interests

= According to a 1986 survey, one-~fourth of the college freshmen are
interested in a career in business. Engineering, though down from 127 in
1982, still ranks second (10%) as a career choice.

- There is a smaller but increising interest in education as a profession
(7Z, up from 5% in 1982) and a decreased interest in computer jobs (4%,
down from 97 in 1982), with 127 of college freshman undecided about their
careers.

Student Attitudes

The University of Michigan's 12th annual "Monitoring the Future" survey
(Silverman, 1987) found high school seniors in the Detroit area to be
similar to thei: peers across the country in their concern for the future.

- Seniors' main concerns were the growing use of cocaine, the threat of
nuclezar war, and the uncertainty of job prospects.

= Students felt higher education was necessary, but was no guarantee to
getting a good job.

=~ Young people today expect higher pay on their first job.

The national HERI study reflects a steady increase in students' concern
about being affluent, coupled with a diminution of altruism and social
concern. Several notable experts interpret the information relating to
current trends and attitudes in the following ways:
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~ Wells F. Cook, asscclate dean at CMU: Students are more goal oriented;
they see business education as an economic asset.

- John Kraeer, advisor at MSU: Students are more conservative, looking for
financial security and money.

~ Alexander Astin, education professor at UCLA: The increased interest in
teaching is due to higher starting salaries and job openings.

-~ Kenneth Green, associate director of Higher Educaticn Research Institute,
UCLA: Students are aware that they can effectively use a computer without
being a computer programmer; also, there has been a downturn in the
computer industry.

State Trends

Michigan looks more optimistic economically than it has in the past, especially
in comparison with the depth of the recession in the early 1980's. Michigan's
population now totals 9,144,579 for 1986, after growing for the third year in a
row to reach the largest count since 1981. Michigan currently ranks 8th in the
nation in population. The state's unemployment rate is down to 8.1% as of
October of 1986, with Mscoub County's rate ncw even lower (7.7%), although
unemployment is slightly higher in the City of Warren (MESC, 1937).

The 29 public community and junior colleges in Michigan enrolled 208,760
students in the fall of 1986, representing a 2.27 increase over the previous
year. The 15 public four-year colleges and universities enrolled 236,648 with
a 3.3%7 increase. These increases occurred despite a continued decline in the
number of high school graduates. Ron Root, State Director of Higher Education
Management Services, attributes the increase to "a growing -ecognition of the
need to be retrained to remain competitive in a rapidly char sing job market”
and to the college's response with new programs to meet that need as well as a
better job of marketing educational services to a non-traditional adult student
population (Russel, 1986).

The most recent Michigan State Board of Education survey (Project Outreach,
March 1987) has identified commonly held opinions about community colleges.
These opinions can be transformed into opportunities for :ommunity colleges %o
capitalize on known strengths. Citizens across the state feel that:

-~ A college education is very important today (81%, reflecting an
increasing trend). This attitude is even stronger among women and
minorities.

-~ The primary reasons for adults to return to school are personal
improvement and enrichment (497%), to advance in their present
job/company (42%), and to help get a different job (35%). Only 22%
would go back to school to get an associate's degree.

- The primary reason why community colleges are most likely to Le the kind
of ccllege attended by returning adults is proximity. Even the 277 of
Michigan residents who would prefer a 4-year college would consider
attending a community college first and then transfer.

-~ The roles of the community colleges are seen to be (1) job training and
re~training, (2) career planning and guidance, and (3) remedial
instruction for adults. Four-ycai colleges are viewed to be best suited
to training in the skills of modern technology.

)
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- Community colleges are increasingly viewed as excellent in meeting the
educational needs of a community, particularly among those who have
taken courses at a community college. The majority of state residents
think community colleges are as good as four-year colleges, although 24%
did not agree.

- Community colleges are viewed as commvnity resources, so that services
such as tutoring and counseling should be available to community
residents as well as to studenis.

- Courses should be open, even to high school students. Placement
testing, however, is viewed as an appropriate requirement (86%).

- Thirteen percent of the people do not think community college credit
is equivalent to four-year college credit when transferred.

= Tuition at a community college is thought to be "about right," and known
to be less than tuition at 4-year schools. More than 42% of state
residents feel they could not afford tuition without financial aid.

~ There is a split opinion on whether or not recent college cost increases

are reasonable.

Macomb County Trends

Macomb County is a suburban county although it contains the state's third
largest city (Warren). Its 690,000 people are concentrated in the southern
half, with only 57 of the population living north of 26 Mile Road (see

Figure 1). According to SEMCOG, the population distribution is currently
changing, with Macomb Township and Sterling Heights leading in the proportion
of residential building permits for 1985. Clinton, Shelby and Chesterfield
Townships also have experienced substantial levels of residential growth.
Current residential construction and growth in these comsunities are mostly a
result of migration from the southern parts of the county (Wowk, 1987). The
demographic characteristics of the people of Macomb County reveal that 10.77 of
the adults have attained @ 4-year college degree. This is the lowest
percentage of all southeast Michigan counties.

In reviewing the educational attainment level cf Macomb County communities, the
correlation between the percenc of college graduates and the median household
income becomes evident. Table 1 identifies the need to promote the value and
benefits of higher education in Roseville, East Detroit and the south end of
Warren where attainment levels are lowest. Mt. Clemens and Sterling Heights
are areas that are higher than the average in attainment, suggesting a positive
reception for educational opportunities. These areas also have large
populations, making them desirable target markets.




Figure 1

1980 POPULATION DISTRIBUTION
MACOMB COUNTY, MICHIGAN
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Table 1

Demojraphic Characteristics of Maccmb County Communities

Median % of
1P 1980 1980 # of Household College
Code Comuunity Population Households Income Grads
48005 Armada 3,887 1153 24,162 10.2
48015 Centerline 9,293 3581 19,151 6.8
48021 East Detroit 38,280 13,302 21,606 6.9
48026 Fraser 21,520 6,871 25,183 9.9
48043 Mt Clemens 118,414 41,121 22,717 11.7
48045 Mt Clemens 8,479 2,660 24,325 12.0
48047 New Baltimore 18,959 6,095 24,020 12.0
48048 New Haven 3,329 996 19,196 4.0
48062 Richmond 13,874 4,228 21,926 7.9
48065 Romeo 7,332 2,293 25,126 16.5
48066 Roseville 54,311 18,183 21,226 4.9
48077 Sterling Hts 87,837 26,446 28,723 15.0
48078 Sterling its 20,594 7,185 24,524 11.0
48080 St Clair Shores 28,419 10,5384 22,119 11.8
48081 St Clair Shores 26,350 8,952 25,785 9.8
48082 St Clair Shores 21,441 6,863 25,448 8.4
48087 Utica 37,044 11,483 26,986 14.5
48089 Warren 38,264 12,437 19,863 3.5
48091 Warren 36,272 12,825 20,632 6.3
48092 Warren 29,070 9,504 27,681 13.2
48093 Warren 57,528 18,734 27,809 10.8
48094 Washington 13,103 3,839 29,095 17.8

Source: CACI Data Files, U.S Census

The communities within Macomb County are politically fragmented and without a
ctrong central government or core of visible business leaders. Overall, the
voters tend to be conservative and generally suspect of government and public
expenditures. The county is ethnically diverse, with a concentration of first
or second generation Italian and Po.ish heritage. The importance of the family
and the work ethic is strong, but education tende to be less valued than across
the remainder of the state. Crime is the greatest perceived community problem,
significantly above educational conrerns (Center for Conmunity Studies, 1986).

Macomb is traditionilly a blue collar county, with a greater proportion of
people employed in auto manufacturing and related jndustries than the rest of
the state. In fact, more people are employei in the Mound-Van Dyke industrial
corridor of Warren and Sterling Heights than work in the cenrral business
district of dowmtown Detroit (Wowk, 1987). The types of skilis needed in the
manufacturing industry are rapidly changing to work with the new technologies
and computerized processes. Many jobs are shifting to the service sector,
particularly in information and communications, and financial services. Even
in the auto industry, the focus is changing to providing better service as a
response to severe competition. Retail businesses are becoming an economic
boon for the central part of the county, but is creating extensive problems on
major transportation arteries.

12
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Macomb Community College is the =nly public coliege or university in the county.
There seems to be a relationship Letweer unemployment levels (typically driven
by the auto industry) and Macomb Cowaunity Coliege enrollment, although the
effect may be a delayed one (see Table Z).

Table 2
Macuub Coi aty Unemployment and M.i zurollment

Annual
Unemployment Fall

Year Rate Headcount
1976 7.7

1978 5.6 25,032
1980 14.0 30,094
1982 17.6 30,410
1984 11.7 31,082
1986 8.7 30,052

With the recent improvement in the area's eccnomy, migration of families cut of
the county has been reversed. Table 3 shows this ynar's stabilization in the
number of high schocl seniors in the county's public schools. Cohorts compared
by grade level indicate that the attricion of ctudents from one grade to the
next has slowed consideratly. Between 84~85 and 85~86, Macomb County had 995
juniors who did not become seniors, but between 85~86 and 86-87, there was a

|
\
\
i
|
23,593
drop of only 195.

Table 3
Macomb County Public High School Enrollment

Grade 84-85 85-86 86-87

Ninth 11,318 10,071 9,632
Tenth 10,469 10,337 10,232
Eleventh 10,059 9,300 10,262
Twelfth 10,088 9,093 9,104

While Chippewa Valley School District has grown by 217 since 1982, Warren
Consolidated Schools has dropped from 30,000 enrcllment in the early 1970's to
this year's 16,263. Utica School District has lost 7% of its enrollment over
the past five years. County-wide, enrollment counts by grade have started to
reflect the increase in the number of births, starting with the current fourth
grade class. This projects to a positive impact on the college age population
in 1995, but a decreasing pool of high school graduates until then (Wowk,
1987).
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Macomb enrolled 28.87 of the graduating class of 1985. The greatest number of
students have been from Sterling Heights High School and the Utica School
District. The market penetration has been lowest among the high schools in the
northern end of the county and some of the small private schools.

Table 4
High School Graduates, MCC Applications and MCC Enrollments
Macomb County, 1985-1986 Academic Year

7 of % of
+ of 1985 # Applied # Enrolled Graduates Applicants

High School Graduates at Macomb at Macomb Enrolled Enrolled
Anchor Bay 244 65 51 20.97 78.5%
Armada 120 13 11 9.2 84.6
Brablec 193 82 55 28.5 67.1
Calvary Christian* 16 0 0 0.0 0.0
Cardinal Mooney* 58 20 18 31.0 90.0
Center Line 245 96 75 30.6 78.1
Chippewa Valley 470 199 165 35.1 82.9
Clintondale 260 106 73 28.1 68.9
Cousino 550 224 191 34.7 85.3
De LaSalle* 160 5 4 2.5 80.0
East Detroit 460 166 132 28.7 79.5
Eisenhower 656 249 198 30.2 79.5
Fitzgerald 233 72 47 20.2 65.3
Fraser 423 177 140 33.1 79.1
Henry Ford IX 385 172 135 35.1 78.5
Lakeshore 360 123 93 25.8 75.6
Lakeview 300 116 99 33.0 85.3
L'Anse Creuse 254 99 83 32.7 83.8
L'Anse Creuse North 332 104 80 24.1 76.9
Lincoln 233 81 54 23.2 66.7
Lutheran North#* 128 34 30 23.4 88.2
Memphis 74 3 2 2.7 66.7
Mott 444 159 124 27.9 78.0
Mt. Clemens 206 80 51 24.8 63.8
New Haven 80 31 28 35.0 90.3
Richmond 181 43 30 16.6 69.3
Romeo 347 102 80 23.1 78.4
Roseville 200 91 61 30.5 67.0
St. Anne%* 37 7 6 16.2 85.7
St. Clement* 115 39 31 27.0 79.5
South Lake 194 98 66 34.0 67.3
Sterling Heights 700 264 235 33.6 89.0
Stevenson 554 199 175 31.6 87.9
Utica 411 158 120 29.2 75.9
Warren 288 109 83 28.8 76.1
Woods Tower 440 186 159 36.1 85.5
TOTAL 10,351 3,772 2,985 28.8 79.1

*Private Schools
Source: MCC High School Feeder Report, 1985~86
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Recruitment Definition and Theory

Student recruitment is the planning, implemeniation and evaluation of a system
of activities designed to encourage enrollment. These activities include the
phase of enrollment management from first knowledge of the college to the point
of registration. '

The recruitment efforts at Macomb are to be informational in nature. The
effectiveness of the diffusion of information relating to the college's
programs, opportunities, and relationship to target audiences serves as the
foundation for making the decision to attend Macomb.

The key to attracting students is their acceptance of the college mission,
environment, and programs as these relate to their needs; this is accomplished
through the slow but effective and lastinrg process of developing perceptions
and attitudes over time with effective communications. Dick Alfred (1986) has
identified ten attributes of a college or university which enhance effective
communication with its constituencies. They are:

Visibility of programs, services and benefits,
Innovativeness

Ability to attract, develop and keep talented staff
Quality of management

. Management of responsiveness to change

Timeliness of strategic decisions

Expression of community and environmental responsibility
. Quality of programs, services and benefits

. Financial soundness/durability

. Uniqueness of operations

O WAL WN -
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Recruitment strategies and activities should be designed to take potential
students through the following five critical stages to make a final decision
about their education:

1. Awareness: The college must make the public aware that it exists and
is part of their commuaity by exposing them to various promotional
activities, events, and information that will formulate an image of
the college in their minds.

2. Interest: The college must create a desire among the public to seek
more information and develop a curiosity about the college.

3. Assessment: The person makes a mental application of the information
and weighs its merits for his/her own situation.

4., Trial: The person has identified with the college, the information,
or maybe the promotional coordinator, staff or faculty present at a
recruitment activity or event. As a result, he/she decides to
experience the college by visiting the campus on his or her own,
scheduling a tour of the campus, scheduling an appointment with a
counselor, inquiring about classes, financial aid, etc., or taking
some other action toward making the college part of his or her life.

5. Adoption: The person enrolls in classes, and enroliment management
must shift to retention strategies. The student continually evaluates
whether or not the experience is meeting his or her goals.

15
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A recruitment system that moves students through this process should have
several basic elements. Kotler and Fox (1985) list the elements of a core
recruitment strategy to be direct mail, ~dvertising, catalogs and brochures,
publicity and promotion, high school visitations, on-campus activities, off-
campus activities, and alumri support programs. At Macomb, we currently have
resources to conduct strong efforts In most of these areas, but are limited in
on~campus activities/tours and in alumni suppurt programs.

William Ihlanfeldt (in Noel, Levitz, Saluri & Associates, 1986) named several
recruitment strategies effective in penetrating oli as well as new markets.
Those most relevant to community colleges and appropriate for Macomb to pursue
are:

- Focus upon a local primary market area.

- Develop an early contact program to increase awareness and visibility.

- Develop a potential student database.

- Encourage on-campus visits for prospective students and their parents.

- Be aware that every visitor on campus may be either a potential student
or an ambassador of good will.

- Use enrolled students and graduates to talk to prospects.

Competitive Practices

Educational institutions have au.pted to the changing environment in a number
of different ways, but most have become more active in recruiting students.
Breland (1985) conducted a survey to describe trends in selectivity and
admissions standards, admissions policies and practices, requirements and
exceptions to requirements, the importance of various admissions factors,
enrollment, recruiting and marketing activities, and financial aid. Following
are major findings that indicate changing recruitment emphasis in two- and
four-year public and private colleges.

-~ Colleges have increased reciuitment activities of every type in the
past six years. Most dramatic has been the increase in new approaches
such as direct mail, telephone contact, advertising, and inviting
students to visit colleges campuses.

- Recruitment efforts are being directed beyond traditional boundaries,
particularly at adults and part-time students.

- Colleges are making special efforts to recruit academically talented
students. Recruitment efforts aimed toward this group increased more
during the five-year period than for any other subgroup of prosp=cts.

- The use of merit scholarships also increased, with 86 percent of
four~year public and 77 percent of four-year private institutions
offering them.

- Institutional budgets for recruitment increased an average of 637 at
four-year colleges--more than twice the inflation rate during the same
six-year period.

- Between 1980 and 1985, applications to undergraduate institutions
increased, but so did the competition for students.

ERIC 18
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Table 5 and Table 6 summarize and categorize current national higher education
recruitment activities and practices. These lists suggest actions that
individuals and departments at Macomb can initiate and use to strengthen
recruitment in their own area.

Table 5
Recruiting Practices Used Prior
to Students' Expressed Interest in a College

B

Meet with students at professional conferences 79.
Personal contact with schools or colleagues 72.
Mass mailing of flyers/posters for posting 72.
Personal letters to schools or colleagues 61.
Telephone calls to schools or colleagues 48.
Contact alumni to represent the college 46.
Sponsor visits of prospective students 44,
Have faculty make visits to schools 36.
Undergraduate name exchanges with schools 34,
Mass mailing of form letters 33.
Attend Career Day programs at other schools 22.
Provide summer interanships to undergraduates i5.

MO WWLWARA OO WM

Table 6
Recruiting Practices Used After
Students' Expressed Interest in a College

Send letter 95.
Send brochure 94,
Have Acduissions Office send application 67.
Invite siudents to visit campus 63.
Send application directly 55.

Make telephone call to interested student 39.

B
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Environmental Futuring

In a recent article entitled "Top Ten Education Issues for 1987," Bill Banach
of the Macomb Intermediate School District lists the following educational
megatrends:

Schools as parents (child care)

Internationalization (curriculum for global interaction)
Control of special education (state mandates)

Intergenerational conflict (differences in values)
Overspecialized educators (teaching across the curriculum)
Women in administration (differences in management styles)
Battered boards (public pressures)

Diversification of advocacy (multiple special interests groups)
Assessment paralysis (too focused measurements)

The meantime society (coping with frustration)

.

.
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He caucions us against focusing in on educational measurements as isolated
issues rather than parts of an entire system.

Harold Hodgkinson also summarized trends in his demographic report for
education, All One System (1986). He predicts:

- Over the next decade, the only growth area in educaiion will be among
adult learners and workers in job training or re-training, particularly
in settings outside the traditional college or university. By 1992, 50%
of all college students will be over 25, and 207 will be over 35. The
continued drop in the number of high school graduates will be most
heavily concentrated in the Northeast.

— The upcoming groups of children entering the educational system will be
poorer, more ethnically and linguistically diverse, and with more
handicaps that will affect their learning.

— Asian-Americans represent 447 of all immigrants admitted to the U.S.
Over one-third of all Asian-Americans are college graduates; their SAT
verbal scores are far below white averages, and math SAT scores are far
above. They have high levels of competence in math and the physical
sciences.

— Arts and Sciences are expected to experience increased enrollments in
selected courses, but fewer majors. Business majors will continue to
increase.

-~ Colleges and universities will increasingly share the educational arena
with businesses, hospitals, museums, local governments, military,
professional associations, and other private as well as non-profit
organizations.

— Increasing numbers of talented minority youth will choose the military as
an educational option, due to cost and access to high technology.

— There will be grcater numbers of college students who need both financial
aid and academic assistance/counseling.

The most recent Harris Poll predicts that education will be the number one
issue in the 1988 elections, for both the education of the young and re-
@ training of the workforce.
ERIC 18
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Keppel (1987) has presented forecasts on jobs in The Detroit News, noting:

-~ The number of new entry-level jobs in 1990 will be greater than the
number of people age 16-24 seeking employment by abou“ 1 million jobs.
The impact will be most evident in the growing fast-food industry, which
relies heavily on teen workers. The phenomenon is due to the "baby bust"
(the decreased birth rate between the "baby boomers'" and the "echo
hoomers") and the growth of the service industry.

- Employers are expected to respond by hiring more retired people,
handicapped youths, new immigrants, and retarded workers, and to enter
into cooperative arrangements with other organizations to secure groups
of workers. They are also expected to pay higher salaries, and to invest
more resources in training.

Yossler (1986) predicts that additional influential factors on enrollment
maragement will be:

- the changing ethnic and racial composition of the high schools
the stabilization of the number of women seeking a career

- changing public policy on financial aid

-~ the increased emphasis on quality in high school education.

Modest growth of 50,000 people is projected for Macomb County in the next few
years. That growth, however, does nct automatically translate to increased
enrollment at Macomb. Figure 2 shows the changing age distribution of the
County's population. Since different age groups participate in educational
opportunities at different rates, the shifting age distribution would result in
a loss of enrollment under those rates (see Table 7).

Table 7
MCC Attendance by Macomb County Residents 18 or Older

--= Population®* ~--- --- MCC Attendance** —--
Age Group 1985 1990 Change 1985 Rate 1990 Change
18-24 87,659 77,374  -10,285 12,244 13.97Z2 10,809 ~1435
25-34 117,817 131,197 +13,380 5,631 4,78 6,271 + 640
35~44 94,709 108,523 +13,814 2,359 2.49 2,702 + 343
45-54 74,616 81,381 + 6,765 710 .95 773 + 63
55+ 128,462  154,77CG  +2€,308 247 .19 294 + 47
Total 503,263 553,245 +49,982 21,191 4,217 20,849 - 342

*Projections from U.S. Census Bureau
*%Credit enrollment of district residents only

Since younger students (18-24) enroll in an average of 9.5 credit hours while
adult students over 25 enroll in an average of 6, the shifting age distribution
dictates that additional students are necessary for status quo with regard to
the number of credit hours taught. Unless economic development brings a
migration of younger people into the County, we must recruit an additional 2272
adults to maintain the current level of instructional delivery.
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Figure 2

Distribution of Population by Age Bracket

Macomb County
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Organizationzl Assessment

Recruitment efforts at Macomb are conducted in context of other enrollment
management activities and in conjunction with other college functions and
projects. Among these are Student Success Services (retention focus), Public
Relations (image and repatation enhancement) and Research and Evaluation
(program evaluation and market data). Others, including instructional faculty
and counselors, are even more directly involved in recruitment, often
initiating and planning outreach activities. The ideal is for every employee,
student and alumnus to recognize that they have a role in college recruitment.
Through this permeating attlitude, we can maximize both formal and informal
opportunities to increase awareness and understanding of the college and its
programs,

College Recruitment Structure

The basic structure within the college for the planning and implementation of
recruitment is one of decentralized activities and centralized coordination.
Decentralized promotion centers are departments or work groups throughout the
college that focus on distinctive target publics, and often initiate
recruitment activities tailored to that particular market. College Relations
provides direction, print collateral, and suppoit services, and ensures that
the collection of activities is molded iuto a complete recruitment portfolio.
The centralized coordination of these activities is accomplished mainly through
the Recruitment Committee. Table 8 outlines the focus of recruitment
responsibilities among various units, showing the relationships among roles.

Table 8
Recruitment Responsibilities

Department/Group ; Primary Recruitment Responsibility

Recruitment Committee Communication, coordination,
documentation & evaluation
Academic Affairs:

Faculty Knowledge of curriculum; academic advising
Administration Facilitation
Current students Role models; spokespersons

College Relations:

Marketing Market analysis; general direction
Recruitment Services Programming and recruitment support
Information Center Handling of inquiries
Recruitment staff College information dissemination
Communications Services Publications
Advertising Ad copy and ad placement
Public Kelations Press releases

Student and Community Services:

Counseling Career counseling aud information; high
school liaison, industrial liaison
Financial Aid Awareness & understanding of financial aid
Admissions Entry and enrollment communications
Special Services Support services for special populations

21
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The Recruitment Committee is comprised of a wide representation of college
units, and of individuals involved in scme aspect of recruitment as part of
their job. The stated purpose of the Committee is to communicate information
about recruitment efforts, coordinate the implementation of recruitment
activities and events, provide documentation of recruitment activities and
events, and to evaluate the effectiveness of recruitment efforts. Pertinent
information is disseminated to the College units via the committee members and
through meeting minutes. The Committee serves as an open forum for the
discussion of recruitment opportunities and problems, with a standing
invitation for all college staff to participate in discussion. Requests for
recruitment support can be made to the Committee or to the manager of
recruitment services.

Recruitment staffing

Every division of the college participates in activities that recruit students.
Many of these activities occur informally aud spontaneously. When coordinated
efforts are needed, the college has seve:al stzffing resources that are
experienced and available.

All Recruitment Committee members serve as a recruitment resource, both as they
carry out thelr regular responsibilities and as they assist each other on
recruitment projects. Other groups that are specialized in some type of
recruitment are the Industrial Liaison Committee and the High School Liaison
Committee. The Information Center and Promotional Coordinators provide
additional support.

Macomb Community College Recruitment Committee:

Paulette Ccrdida-Bryant, Manager of Enrollment Systems, Center Campus
Evan David, Manager of College Communication Services

Katherine DeTone, Continuing Education Project Manager

Thomas Dixon, Assistant to the Dean; Business, Health, and Public Service
Ray Groesbeck, Assistant to the Dean; Arts and Sciences

Donna Healy, Counselor

Diane LaVeglia, Community Liaison Specialist

Stephany Luszczak, Manager of Enrollment Systems, South Campus

Robert Marrs, Counselor

Don McCoy, Counselor

Denise Menmucci, Manager of Recruitment Services

Vern Moore, Project Coordinator; Special Services

Don Muench, Assistant to the Dean; Technology

Betty Pritchard, Director of Marketing and Communication Services
Dorothy Savage, Associate Dean; Student Development Services

Dick Stevens, Coordinator of Admissions and Job Placement

Industrial Liaison Committee:

Gordon Dahm, Counselor

Bart Fiumano, Counselor

Larry Hackney, Associate Dean; Student Development Services
Donna Healy, Counselor

Susanne Joelson, Counselor

Kathy Larkin, Counselor

Larry Oshkaloff, Counselor

Mary Preda, Coungelor 22




High School Liaison Committee:

Don Capps, Counselor

Gotrdon Dahm, Counselor

Chuck Dennis, Associate Dean; Student Development Services
Larry Hackney, Associate Dean; Student Development Services
Donna Healy, Counselor

Susanne Joelson, Counselor

Steve Markham, Counselor

Bob Marrs, Counselor

Don McCoy, Counselor

Denise Mennucci, Manager of Recruitment Services

Larry Oshkaloff, Counselor

Dick Stevens, Coordinator of Admissions and Job Placement

The Information Center:

The Information Center provides a ringle, recognizable college telephone
number (445-7999) for display in advertisiag and oromctions. The Center
staff (1) provide general information about registration, college
programs, activities, and college farilities; (2) refer callers to other
offices or departments when appropriate; (3) initiate the mailing of
requested publications and information; and (4) accept complaints and
suggestions about the college. The Center is currently staffed by part-
time personnel who handle over 35,500 phone inquiries each year. They
meet with each major department for updates on pertinent information and
to evaluate their services.

Promotional Coordinators:

The promotional coordinators serve as college representatives throughout
the County, providing face-to-face personal contact to answer questions
and disseminate information about the College and its programs and
services. They (1) support other college staff in outreach activities,
coordinating approximately 40 planned outreach events annually; (2) ensure
appropriate and adequate supplies of promotional materials; and (3)
initiate mailings of publications requested at outreach events. ‘hese
part-time personnel are specifically trained to present a positive and
professional first impression of the College, and to adopt a service
attitude in dealing with the public.




Current Activities and Resources

A compilation of recruitment activities and events for the 1986-87 vear and
coordinated through Recruitment Services is included in the appendix. A summary
of those activities is included in Table 9, along with efforts coordinated
through other departments.

Table 9
Summary of 1986-87 Coordinated Recruitment Activities

# of estimated direct

events contacts costs¥*

Career awareness grant 59 1,500 $ 4081
High school departmental presentations 15 300 300
High school counseling presentations 194 3,880 -
Special Services presentations 32 1,150 130
Business and industry visitations 31 473 -
Financial aid information sessions 31 1.033 340
College and career fairs 8 700 330
Parents' Night 1 80 270
Mall booths 5 700 1300
Trade shows and expositions 6 800 5800
Campus tours 4 89 -

Information Center - 48,470 8,500
Direct mail pieces:

Occupant Mailer 2 550,000 14,000
Viewbook 1 25,000 10,000
APCE Catalog 2 100,000 26,000
APCE Brochures 20 140,000 15,000
Campus Voice 1 10,000 6,800
USA Today Supplement 1 5,000 2,600
Advertising:
Semester Advertising 40 5,500,000 35,700
Progress Edition Ads 5 610,000 2,100
APCE Ads 11 1,000,000 3,262
CHRD Specialized Ads 35 1,200,000 1,348
Other newspaper advertising 21 3,900,000 5,533
Programs, directories & magazines 10 518,500 3,455
Upgraded program brochures 9 45,000 13,500
Total 544 13,737,675 $ 160,049

*Does not include full-time staff salaries/benefits or nailing costs.

Promotional Materials

Support materials currently available from Communication Services for use in
vecruitment activities include:

=~ promotional communications
slide shows
videotapes
program and area brochures (see complete list in Appendix C)
Q viewbook
24




20 )

- promotional items
. ink pens with logo

bumper stickers
folders
signs

- durable goods for recruitment
a large booth-type display
2 portable table top displays
8 blue table skirts with logo

Additional print collateral designated for other purposes but available for use

J in recruitment are the College Catalog, the Schedule of Classes, the Center for
Performing Arts season brochure and travel series brochure, the Guide to
College Services, onCampus, Macomb Alumni and Quality is Affordable.

Enrollment Patterns

Macomb Community College is the third largest academic institution in Michigan
and the largest community college, based upon the 32,052 state-reimbursable

. enrollment counts for Fall 1986. Over 80% of the student body attends part-
time, enrolling in less than 1Z credit hours. About 6000 of Macomb's students
are attending a college for their first time, while over 3500 of them have
already carned 62 or more credit hours. Approximately 200 high school students
participate in an early-admit prcgram.

An analysis of profiles of student characteristics over the past four years
shows a stable level of enrollment (see Appendix A). The composition of the
student body varies from fall t. spring with attrition of students under 20,
and a slight increase in the proportion of those over 25 years of age ranging
from 43%Z in the fall to 497 in the spring.

One fourth of Macomb's students stated their primary goal in attending MCC was
to earn transfer credit. One-third say they are preparing for a new job; when
combined with those wanting to improve their existing job skills, this
translates to one-half of the students attending for career reasons. Personal
interest is cited as a primary goal by only 57 of the students. Half of the
students are attending Macomb with the objective of gaining a credential; this
includes 47 looking for a certificate, 207 for an associate's degree only, and
13% for both.

The proportion of the student body living in Warren or Centerline has slowly
but steadily declined over the last four years to one-fifth of the enrollment.
Other major areas of residence are Mt. Clemens (16%) and Sterling Heights
(13Z) . These proportions have remained virtually unchanged over this period.
The percentage of students from out of the county has increased from 12% in
1983 to 16% in the fall of 1986.

Typically, one-fifth of these students are undecided in their program of etudy.
The largest area of enrollment is general education (10%); general studies
ranks at 5Z. The most popular occupational enrollments in terms of designated
program are business programs (Computer Information Systems, Accounting,
Business Management, General Business), Auto Body Design, Nursing, Electronic
Engineering Technology, and Graphic and Commercial Art.
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Follow-up studies of occupational graduates one year later have shown those
programs which prepare for the highest paying jobs are manufacturing
technology, fire science, numerical control, and auto body design. The highest
proportion of employment of graduates in their field of study were for the
nursing program, administrative secretary, manufacturing technology, and auto
body design. These programs appear as Macomb's most marketable occupational
programs when using wages and employment as measures of student benefit.

The general education track is alsc strong. The majority of students who
transfer from Macomb to 4~year colleges not only succeed, but maintain a "B" or
better average and typically do better academically than students who begin
their education at the 4~year school.

Organizational Futuring

The enrollment of the college has stabilized after a 20 year period of high
growth, and is not expected to grow at a similar pace again. The organization
is now in a mature market phase, with appropriate organizational practices
beginning to center around qualitative outcomes, resource reallocation, staff
development, strategic planning, curricuiuvm revision, needs-based marketing,
and fuller utilization of the entity.

The major institutional issues for Macomb Community College from 1987 to 1990
have been identified to be:

-~ Leadership and human resource planning

=~ Relevancy and vitality of instruction

=~ Customizing degree credit offerings

-~ Expansion of non-credit offerings

~ Evaluation of alternative delivery systems
~ Strengthening institutional relationships
= Evaluating comprehensiveness and quality
=~ Resource planning and development

~ Enhancing reputation and visibility

= Promoting entrepreneurial initiatives

The issues that most directly affect future recruitment efforts are (1)
strengthening institrtional relationships and (2) enhancing reputation and
visibility. The Presidcnt's Expanded Council identified more specific
"opportunity issues," including a strong commitment to "formalize enrollment
management" and to "expand high school/MCC relationships.” It is expected that
these directives and others will be pursued at a moderate pace, utilizing the
reallocation of resources as monies are freed up.

With signs of an increasing need for training in business and industry, the
college is expected to continue to respond with more flexibility in course
format, schedule, and delivery sites. Two potential academic decisions that
may present attractive recruitment incentives for regular programming on campus
are (1) greater emphasis on student involvement and (2) the granting of credit
for alternative learning experiences.
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assumption is that institutions of higher education can and should exert more
influence and have a "planful effect on their enrollments through systematic
efforts in the areas of organizational operations, marketing, pricing policies,
recruitment, retention activities, institutional research, and strategic
planning.” (Hossler, 1985).

To accomplish this, college-wide recruitment efforts are structured in a tiered
fashion, consistent with the college mission, taking their charge from the
directional goals set forth by the Board of Trustees to satisfy the educational
needs of tne community, and determining strategies within the overall framework
of the college advancement goals for recruitment. Each department sets
recruitment objectives specific to departmental situations, yet consistent with
college advancement goals.

Faculty, students, administrators, alumni and friends of the college are called
upon to assist in recruitment through contact with their counterparts and
relevant interest groups in the region. In this manner, the program will
stimulate greater visibility and interest in the college among the population
of prospective applicants, alumni, the business community and others -
understanding, at the same time, that the benefits which accrue may not be
readily apparent in the short run. It is anticipated that the implementation
of this plan will have consequences wt 'ch go beyond the immediate stimulation
of additional enrollment.

College Advancement Goals for Recruitment

College Relations formulates institutional advancement goales within the
philosoph, . policies, values and mission established by the Board of Trustees.

3
22
Recruitmeun. Goals and Objective. }
|
J
The concepts of marketing, recruitment, and enrollment management are rapidly |
gaining acceptance as a means of insuring institutional vitality. The basic
These advancement goals provide a foundation for all advancement activities.

Recruitment strategies and activities have been identified to relate directly
to the following advancement goals:
1.0 To maximize enrollment, re-enrollment and retention of students in the
College.
2,0 To disseminate information about the College's programs, services and
capabilities to potential students or clients.
3.0 To disseminate information to employees to create an ability and readiness
j to respond to potential students.
Divisional Goals for Recruitment
i In the decentralized system, recruitment goals and objectives are formulated at

the divisional and departmental level and reviewed for consistency with the
institutional advancement goals. The Recruitment Committee monitors the

I implementation and coordination of the activities to achieve those goals. The

d following divisional and department goals are numbered according to the

i advancement goal with which they are associated.
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Technology

1.

1

Enrollment of a greater proportion of the graduating high school

seniors into technology programs.

- Expand high school visitations and presentations to every high
school.

- Develop a promotional package to use with Tech tours/seminars.

- Host a Tech Day for high school students.

Maintenance of strong relationships with business and industry.
Participate in 4 trade shows/expositions.

- Run a series of seminars on campus to reach non-’ zaditional groups.

- Increzase involvement of SME students in trade shouw. and high school
visitations.

- Re-apply for grant funding of faculty summer visitations to smaller
industrial companies in the metro area for Fall 1987.
Continue the grant activities that promote division activities.

Keep students and the community irnformed of educational changes

related to technology.

- Publish the TECHNET newsletter.

~ Continue development of promotional brochures to promote programs
following the format of the Design Tech brochures.

Provide students with timely information on present and emerging

related employment opportunities.

- Secure research on employment trends.

-~ Utilize the Vocational Industrial Clubs of America (VICA) and
troubleshooting contests for recruitment.
Formalize a volunteer on mentorship program to link students with
successful alumni for career information.

Estab.ish linkages between the Division of Technology and other

college areas of Marketing, Counseling and Special Services for

communication of recruitment activities and program information.

- Develop a training manual for college representatives to keep them
informed of tech programs.

Arts and Sciences

Increase recruitment efforts.
- Have faculty presentations on campus and at the high schools.
- Link involvement in recruitment to specific disciplines.

Utilize the Center for Performing Arts as a recruitment tool.
Develop a short- and long-range marketing plan for the disciplines.
Strengthen follow~-up with potential students.

- Cc :tact students who express an interest in any Arts and Science
area on the admissions applicatior.

Develop discipline information sheets/brochures.

Formalize a comprehensive plan for articulation with K-12°s, other
colleges and business and industry.

28




24

Business, Health and Public Service

1.

1.

1.

2.

3.

1

2

1.3

4

1

1

Increase recruitment efforts for Professional Food Service.

- Utilize the Feast of the Month as a recruitment tool.

— Emphasize the availability of luncheon and evening meal service in
the Brass Bell Restaurant.

- Highlight the availability of scholarships through many cf the
professional food organizations.

— Publicize PFS student participation in the Annual Ice Carving
Competition held in Plymouth, MI.

Increase recruitment efforts for t%2 health programs.

- Target efforts in recruiting students for the Dental Assistant,
Optometric and Respiratory Therapy Programs.

- Participate in a Health Expo.

- Purchase and utilize a swall panel display board in area hospitals
and clinics to provide information about health programs.

Increase recruitment efforts in low enrollment business programs.

- Target efforts for Purchasing, Legal Assistant, and
Transportation/Physical Distribution programs.

— Develop special brochures and include class schedules appropriate to
each aimed at sele business/industr!al areas.

- Utilize trade papers, magazines, and/or in-house newsletters as
vehicles for frequent press releases,

Provide additional promotion to other specific programs.

- Promote the new Administrative Assistant Program and recent changes
to existing programs in Office Occupations.

- Highlight the new speedwriting course as well as changes to the Word
Processing Program.

— Publicize the expansion of the Floral Design Program from strictly
an evening offering to both a day and evening schedule.

Review and revise recruitment brochures by Spring 1988 for Law

Enforcemen’, Security Administration, Floral Design, Professional Food

Service, Fire Science, Early Childhood Care, and Administrative

Assistant. ‘

Develop closer working relationships between counseling and Business,

Health and Public Service staff.

- House a counselor in E Building and A Building at Center Campus with
specific program expertise.

Adult and Professional Continuing Education

1.1 Tacget Mt. Clemens General Hospital managers.

~ Research enrollment history of target population.

— Develop a recruitment brochure that relates degree and non-degree
management courses.

- Mail a letter and brochure to target population.

- Evaluate by tracking fall 87 and spring 88 students for cross-
enrollment,
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1.2 Strengthen the 1link between credit and non-credit marketing.

-~ Identify credit courses that pair with APCE seminars or workshops.
Disseminate credit program information to appropriate APCE
participants.

Disseminate APCE program information to graduates of appropriate
programs. .
Present APCE courses as degree curriculum exploration.

Special Services

2.1 Provide infcrmation about Special Services to special populations.
- Make presentations to community programs.
- Provide campus tours if possible.
- Participate in Blind Awareness Week at Macomb County Library.
2.2 Provide information about Special Services to the public.
- Develop a new brochure.
- Work with the Macomb County Community Services Agency to have the
college display and recruiters available at:
Mt. Clemens Action Center
War  en Action Center

Single Parent/Homemaker & Sex Equity Program

2.1 Develop a community awareness of the support network and services

available.

- Represent the program at the College Fair, Resource Expo, Career
Fair, Adult Education meetings and information seminars.

- Present program information to community programs.

- Respond to requests from high school regarding resources available
to non-traditional students.

-~ Disseminate brochures and fliers to appropriate professionals.

— Develop a direct mailing cf brochures and fliers to targeted
populations.

- Cosponsor a Young Parents' Conference held at MCC.

- Provide a career awareness workshop focusing on vocational training
and non-traditional careers.

- Provide campus tours for support class students.

- Advertise in newspapers and the cable Community Billboard.

Financial Aid

1.1 Use financial aid information in recruitment.

- Sponsor Community Financial Aid Workshops.

- Co-sponscr; with a local bank, programs on how to finance a college
education.

- Represent financial aid at the Coilege Fair, Job Clubs, and Adult
Education meetings.

- Promote and award Edward L. Ebert Adult Scholarships amcng Adult Ed
personnel.

- Co~-spoasor High School Counseiors' Financial Aid Workshops with the
State of Michigan.

- Present financial aid program information at area high schools when
level of staffing permits.

- Disseminate Quality is Affordable, MCC's financial aid handbook, to
high school counselors and adult education directors.
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Counseling

1.1 Promote MCC in area high schools.
- Participate in the College Fair and college nights.
- Establish annual policy for high school visitations.
1.2 Increase activities in industrial liaison.
Participate in educational fairs.
- Provide on-site registration assistance.
- Work with industry training coordinators.
- Host an adult education night
2.1 1Increase the network with area high schools.
- Plan a musical, a luncheon and an information in-service day.
- Have counselors assigned to every high school.
- Encourage membership in Macomb County Personrnel and Guidance
Association.

Marketing

1.1 Increase the perceived value of an education.
- Publicize the results of successful educational experiences.
- Include MCC students in high school recruitment.
- Feature common but successful graduates in advertising.
1.2 Develop an appropriate marketing strategy for the more sparsely
populated northern half of the county.
1.3 Increase recruitment efforts toward those who have expressed an
interest in Macomb.
- Establish a database from Information Center inquiries.
- Implement a recruitment communications mail system.
2.1 Establish criteria for the content and format of recruitment
publications.
3.1 Increase involvement in recruitment activities and events.
- Increase the number of faculty directly involved in events.
Use internal communications to inform staff of upcoming recruitment
events.
- Route recruitment-oriented publications to all interested staff.
Establish an electronic bulletin board of recruitment events.

Admissicns

1.1 Increase recruitment efforts toward those who have taken the ACT/SAT
tests.
- Define an appropriate range of scores to target.
- Provide information about Macomb to those who have expressed an
interest in Macomb on their test.
1.2 Continue the promotion of Early Admission Programs with high schocl
students.
2.1 Enhance post admission, pre-registration communications systems with
prospective students.
- Coordinate the system of letters currently going to admitted
students from a variety of offices.
- Update the International student admissions system.
- Develop computerized processing of selective admissions requests.
- Improve the Student Success exemption request process.
- Streamline and enhance evaluation process of transfer credit
rejuests.
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1987-88 Recruitment Action Plan

Recruitment strategies are more effective as they become more targeted to the
specific needs and interests of individuals. General activities tend to reach
large numbers of people, but have less impact on each individual. The concept
of this plan is based on the premise that market segments often differ in ways
which affect not only their potential for greater yield but also the type of
promotional strategies which will be most successful in achieving that end. If
this assumption is correct, then it makes good sensz to evaluate the potential
of each market in some comprehensive and systematic way and, to the extent that
it is practicable, to formulate differential promotional strategies to achieve
the maximum return on invested resources. This market segmentation approach
also presents an opportunity to experiment with innovative promotional
activities, and to assess the notion that promotional activities which are
selected to suit the unique characteristics of a market will have a cumulative
impact which is far greater than that which would have been achieved with a
generalized effort.

The basic approach of this recruitment plan is to separately define three
distinct audiences within our service district and develop strategies targeted
toward their unique needs, reaching them where they are and addressing their
more specific interests. %Tv using three segments, it combines the more
effective approach with a wanageable number of primary targets. More
sophistication can be added to the market segmentation at a later point in
time, once procedures and mechanisms are established and refined.

Designation of Target Audiences

In reviewing historical enrollment data, it becomes evident that the most
discriminating factor in the probability of individuals enrolling at Macomb is
age. It provides a general measure of a person's life phase, typically
differentiating between youth, who are initially preparing for a career or are
still undecided as to their future goals, and adults, who have family
responsibilities and have work and life experience. Recruitment activities
should focus upon these groups prior to times when educational decisions are
made, suggesting high school graduation as a natural and practical break
between youth and adults narkets. TYouth remains as the highest priority
segment due to its traditicnally high educational participation rate and number
of credit hours taken, but adults provide a greater potential for market
growth.

A relatively new and growing factor is the support of business and industry for
the education and training of their current or laid off workforce. The
phenomenon has been brought about in part by rapid technological changes and
intense competition, particularly in maiufacturing. This is a unique market
segment in the sense that recruitment activities would be directed toward the
employer rather than the potential student.

These factors provide the basis for the designation of the following three
primary market segments, in priority order:

1. High School Students

2. Community Adults

3. Business and Industry




High School Students

Without migration into the district, the status quo projections for college
enrollment are declining until 1995, when the increase in births will reach
college age. Table 3 (on page 8 of this plan) shows this year's stabilization
in the number of high school seniors in the county and an increase of almost
1000 eleventh grade students due to in-migration. But increases in college
enrollment are proportionally very small. If 707 of these additional juniors
graduate, 507 of the high school graduates go on to college, and 56% of the
college-bound graduates attend Macomb, that population increase translates to
only 188 additional students at Macomb in the fall of 1988. To ircrease
Macomb's enrollment of high school graduates by a greater amount, marketing
strategies should include (1) incrzasing the size of the market (the proportion
of high school graduates who attend college) and (2) increasing Macomb's market
share (the proportion of college~bound graduates who attend Macomb.)

The marketing approach dictates that the way to increase the size of the market
is to match the product with the needs of the consumer. In other words, to get
more high school students to apply for college, we must help them view
themselves as college material, show them the link between the college
experience and tiaeir own needs and aspirations, and show them the path (the
procedural steps) to make the transition. According to Zemsky & Oedel (1983),
the needs of youth relative to college choice tend to center around career
information, peer opinion, and the need to maintain a sense of socizl

bel nging. They go on to note that parents' choices are more likely to reflect
family income and distance constraints. The Recruitment Committee identified
the educaticnal needs of youth to include:

—~ Financial aid

-~ Career information

- Job credentials

-~ Employment skills

- Transfer credit

- Basic skills development
- Goal setting assistance

In recruiting high school students, it is as important to reach those who
influence the students' opinions as it is to communicate directly with the
students. This secondary audience includes their teachers, counselors, parents
znd peers.

Direct communication with high school students can best be accomplished through
current college students. They have "a lot of energy and credibility" with the
high school students, serving as role models they can identify with, and as
personal contacts to answer their questions honestly (Hardwick, 1987).

MCC strategies for recruiting youth in the high schools are:
1. Enlarge the percentage of youth perceiving themselves as college-bound with
messages that clarify college requirements, access, compatibility with their

lifestyles and aspirations, and career options that they have.

2. Use personal interaction, high school visitations, high school ambassadors,
small groups, and informal question & answer sessions with role models.
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3. Utilize print media that is more effective with this audience, including
colorful visual and printed materials with less written copy.

4. Focus additional communication and interaction with high school faculty,
counselors, and parents to influence those who advise high school students.

5. Make them aware of scholarships available to them at Macomb.

6. Determine specific tactics appropriate for each public high school where
less than 257 of the graduates enroll at Macomb in order to increase market
share.

7. Determine specific tactics appropriate for each public high school that
graduates more than 400 students per year in order to increase market
growth.

New communications for high school students to be developed in 1987-88 are:
- a recruitment video tape to be used in Student Success Orientations,
with copies for placement in high school libraries and counseling

offices.

- a poster suita*le for display on the inside of high school locker doors.

- revision of the Viewbook

Recruitment occurs in a progressively more focused manner at each grade level.
Visibility and name recognition is encouraged prior to the high school years
through community service participation and college involvement in such
projects as the Science Olympiads and the Sunshine Series at the Center for the
Performing Arts.
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High School Student Communications

Behavior

Messages

Vehicles

Activities

9TH GRADE HIGH SCHOOL STUDENTS

Awareness Careers Packets for
Benefit of college Career Ed
Image of MCC
10TH GRADE HIGH SCHOOL STUDENTS
Awareness Image of MCC Posters H.S. Career day
Careers Bumper Stickers
Benefit of college
Interest/ MCC Advantages Discussions Career Awareness
Inquiry presentations

11TH GRADE HIGH SCHOOL STUDENTS

Awareness Image of MCC MCC students High school visitations
Careers Posters College fairs
Benefit of college Video Career fairs
Viewbook Direct mail
Campus Voice
Interest/ Program Info MCC students Career Awareness
Inquiry MCC advantages Brochures High school visitations
Financial aid Counselors/ Financial aid workshops
Teachers Meeting with counselors
12TH GRADE HIGH SCHOOL STUDENTS
Awareness Image of MCC Speakers High school visitations
Careers Video College fairs
Benefit of college MCC students Career fairs
USA Today H.S. career days
VICA meetings Health Concepts course
Interest/ Program Info MCC students Campus tours
Inquiry MCC advantages Catalog High school visitations
Financial aid Brochures Financial aid workshops
Counselors/ Meeting with counselors
Teachers
Info Center
Follow~up Individual caring Letters Study skills workshops
Goals setting Telephone calls Visions project
assistance Schedule cf H.S. Scholarship awards
Admissions Classes Early Admit program
procedures
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1987-88 RECRUITMENT ACTIVITY TIMELINES

HIGH SCHOOLS

JAY AU GEPT OCT MOV DEC JAN FEB MR APR MY  JUNE

RECRUITYMENT EVENTS
Information Center Hotline
Beach Booth

Career fuareness Presentations
Campus Tours

Career Day

College Fairs

High School Visitations

Career Fair

High School Faculty in-Service
Financial Aid Workshops

Tech Day

SAT/ACT Follow-up

High School Luncheon

High School Musical

DIRECT MAIL
Info Certer Follow-up Letters
Viewbook
Letters to Parents

PUBLICITY
Locker Posters
Orientation Video

Campus Voice
U5A Today
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Community Adults

Adults form the market segment with the most potential for growth. This is in
part due to technolog’~al changes in their jobs, multiple career changes, and
the influx of.women into the workforce. A study by Aslanian and Brickell
(1980) found that more than half of all the adult learners studied to cope with
career transitions. Adults undergoing 2 particular transition usually studied
a topic specifically related to that transition.

In A Survey of the Adult Learners of Macomb County (1985), adults' interests in
education tended toward general education courses, business management, and
computer classes, though not necessarily to get an associates degree.

Their barriers to taking classes were financial, convenience, work schedules,
child care problems and family commitments.

The Recruitment Committee has expanded this list to include:
- Professional enhancement
~ Licensing/credentials
- Job skills upgrade/retraining
~ Basic skills development/ remediation
- Personal enrichment
~ Flexible programs/ class schedules
- Convenience and easy access
- Support groups/ on-campus involvement
- Career information
- Day care information
- Financial aid

MCC strategies for recruiting adults within the community:

1. Establish a process for recruiting continuing education students into the
degree-credit program by providing specific information that relates
continuing education courses “o degree credit courses.

2. Concentrate messages on career benefits, low cost and financial aid, and
convenience/location.

3. Target specific adults groups, including county adult education graduates,
returning homemakers, professional groups, and alumni for non-degree
coursework.

4. Target the specific areas of Sterling Heights, Mt. Clemens, Roseville, East
Detroit and Su. Clair Shores for presentations to community groups,
emphasizing thie value of education and technical opportunities.

5. Encourage adult groups to become familiar with the campuses by holding their
group activities on site.
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Community Adult Communications

Behavior Messages Vehicles Activities
Awareness Convenience Advertising Campus visits
Lecation Direct mail Presentations
Benefit of college Professional Mall Booths
Caree~ advancement groups Performing Arts events
opportunities Radio/TV Speakers Bureau

Press releases

Interest/ Program Info Info Center Counseling
Inquiry MCC Quality Brochures Support groups
Financial aid Catalog Financial aid workshops
Schedule of
Classes

APCE Catalog

Follcw-up Individual caring Personalized Ebert scholarship award
Letters
Telephone calls

Communications projects for 1987-88 for the adult market are:
-~ Evaluate the effectiveness anu. options for the occupant mailer.

- Special Services brochure.
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1987-88 RECRUITMENT ACTIVITY TIMELINES

COMMUNITY ADULTS

JWY AB SEPT OCT MW  DEC  JAN FEB  MAR  APR  MAY  JINE

RECRUTTMENT EVENTS

Information Center Hotline
Carcer Awareness Workshops
Special Servicis Presentations
Campus Tours

Mall Booth

Performing firts Events

Blind fwareness Heek

fiction Center Presentations
Financial Aid/Bank Sesinar
Financial Rid/State Seminar
Community Financial fid Workshops
Young Parents Conference
Single Parent Presentations
Adult Education Mestings

DIRECT WAl

Info Center Follow-up Letters
ACPE Catalog

Occupant Mailer

APCE Wellness Training Brochure
M. Clemens Hospital Letter

AIVERTISING

APCE Ads
Sowester Ads
Radio Ads
Progress Editions

PUBLICITY

Press Releases
Talk Shows/ Radio/ TV
Ebert Scholarship Prosotion
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Business & Industry

The educational needs of business and industry are centered around their need
to maintain a competitive marketplace advantage through the skills of their
workforce and the integration of technology into production processes.

The flexibility of community colleges alleviates some of the problems that
arise for businesses in working with more traditional types of educational
providers. In particular, companies need:

- quick start-up of training programs

- flexibility in registration, scheduling, and payment processes
- on-site delivery

-~ assurance of results

- content applicability to the company's work

- articulation of course credit

MCC strategies for recruiting from businesses are:

1. Integrate recruitment efforts with existing business & industry linkages.
-~ Utilize personal contact with business executives.
- Strengthen union liaisons.

2. Establish a communication system to provide program information to business
locations.
- Seek opportunities for in-plant presentations/visitationms.
- Develop posters/flyers/brochures specific for in-plant distribution.
- Use regular newsletters to businesses.

3. Promote the value and meaning of the associate degree to employers.
- Develop an appropriate set of messages to use in targeted promotions.
- Investigate the use of a guarantez/warranty on training for graduates.

4. Encourage Recruitment Committee participation by contract training
personnel.

5. Continue the current promotion of both degree-credit and non-degree credit

offerings through the Chambers of Commerce, Small Business Development
Network and the Macomb County Planning Commission brochures and newsletters.

Business & Industry Communications

Behavior Messages Vehicles Activities
Avareness Convenience Advertising Company displays
Location Direct mail Business expos
Quality & updated Professional Trade shows
information groups Personal contact
Benefits of worktorce Radio/TV
training Press releases
Interest/ Program Info Catalog Business & industry
Inquiry MCC Quality Brochures counseling liaison
Diverse and Schedule of
current info Classes
Follow-up Attention to Personalized Personal contact

company Letters
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1987-88 RECRUITMENT ACTIVITY TIMELINES

BUSINESS AND INDUSTRY

JUY A6 SEPT OCT NV DEC JAN FEB MAR  APR MY JINE

RECRUITMENT EVENTS
Educational Fairs {Industrial)
Chamber of Comserce Trade Show
Tech Day at KL
Trade fisi.~1ations
Industrial Business Expo (Southfield)
Health Exrn (Cobo)
Vision Expo (Cobo)
futofart {Cobo)

DIRECT MAIL
TECHNET Newsletter
APCE Brochures
CHRD Brochures
Co-op Newsletter

NEWSPAPER ADVERTISING
Sesester Ads
CHRD/ Specialized Ads
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College-Wide Expenditure Plan
1987-88 Recruitment Activities
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COST
CENTER DESCRIPTION AMOUNT TOTALS
16321-2159 PART-TIME RECRUITMENT STAFF $ 33,800
Info Ctr Supervisor 20 hr@ 4.50 4,680
Information Center 80 hr@ 4.00 16,640
Promotional Reps 60 hr@ 4.00 12,480
16321-~2317 GRAPHICS 4,060
7¢521-2355 PRINTING & DUPLICATING 3,000
16321-2517 MILEAGE 300
16321-2521 SEMINAR SUPPORT 1,500
TRADE SHOWS 11,500
16321~2988 Chamber of Commerce 1.500
16321-2988 Autofact 3,000
16321-2988 Industrial Business Expo 2,000
14430 Vision Expo {(Cobo) 3,000
14440 Health Expo (Cobo) 2,000
EXTERNAL PRINTING 48,310
16320-2356 Viewbook 20,000
16320-2356 Posters 3,000
16320-2356 Fall Occupant Mailer 7,500
16320~2356 Spring Occupant Mailer 7,500
16320-2356 Bumper stic™ers 1,000
15130-2531 Campus Voice 6,800
15130-2531 USA Today 2,510
16320-2522 COMMITTEES 300
ADVERTISING 55,610
16320-2535 Fall Semester 20,000
16320-~2535 Spring Semester 15,000
16320-2535 Summer Semester 3,210
16320~-2535 Applied Tech 1,200
16320-2535 Progress Editions 3,000
16320~2535 Directories, Misc. 4,000
35331 CHRD 1,200
15131-2535 APCE 8,000
PERICDICALS & SUBSCRIPTIONS 408
16321-~2322 Recruitment and Retention 149
16321-2322 Student Re-~—itment Marketing 25
16320-2322 Marketing tor Higher Education 34
16320-2322 Admissions Marketing Report 95
16320~2322 College Marketing Alert 40
16320-2322 Enrollment Action Report 65
RECRUITMENT BRNCHURES 10 @ $1,500 15,000
11331-2317 Plastics
i1331-2317 Metallurgy
11331-2317 Fluid Power
353%23-2317 Special Servires
14440-2317 Purchasing
14440-2317 Fashion
14440-2317 Legal Assistant
14440-2317 Transportation/Phys Dist
15131-2317 APCE Management
16320-2317 Discipline Information Sheets
CAREER AWARENESS GRANT 14,000

TOTAL

$189,228
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Evaluation

The evaluation component of the 1587-1988 recruitment plan is designed in the
context that recruitment is a going concern. Evaluation then plays a vital

roll in directing and adjusting the ongoing and future recruitment activities
of Macomb. The intent of this evaluation is formative rather than summative.

Research summarized by Volkmann (1986) in CASE Currents identified the most
effective methods of recruitment, in priority order, to be:

one-to-one, face~to~face conversation

a small group discussion or meeting

a person speaking before a large group

a telephone conversation between two people

a handwritten, personal note

a typed, personal latter not generated by computer
a

a

a

computer generated "personalized" letter
mass-produced, nonpersonal letter
brochuze sent out as a direct mail piece
an article in an institational newsletter or magazine
11. news carried by the mass media
12. advertising in newspapers, radio, television, magazines, posters, etc.
13. other nonpersonal forms of communication (billboards, etc.)

WOONAAWVEEWN -
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The recruitment plan for Macomb calls for the use of a complete array of these
communication channels. This approach balances the amount of available human
and fiscal resources against reach and impact, and provides multiple
opportunities for contact. Evaluation measures will be combined and weighted
for each component and compared to total cost of that component to assess its
cost effectiveness. Components will also be assessed according to their role
in the overall recruitment and promotional program. Recommendations will then
be made for the use of resources for the following year.

To implement this evaluation, the following new procedures are undeirway:

~ Designation of evaluation project coordinators for communications and
recruitment services

~ Development and implementation of evaluation forms

~ Split run printing of the Occupant Mailer to test messages

- Telephone surveys for benchmark data; pretest & posttest of the Mailer

= Addition of 2 telephone lines in the Information Center for testing

- Organization of student panels at each campus to participate in focus

groups and other research
=~ Implementation of readability software for copy assessment

Evaluation of the recruitment program will occur at three levels:
(1) preparation, (2) implementation and (3) impact.

Preparation evaluation attempts to assess the adequacy of the information
gathering and planning and how well the program matches the demands of the
situation. Implementation deals with how effectively the program is carried
out and how well communications are d’.sseminaied. Impact measurement documents
the extent to which the goals and objectives stated in the plan are achieved.
Cutlip, Center and Broom (1985) caution against substituting measures made at
ove level of evaluation as assessment of another level. The number of contacts
made, for example, should not be used as an assessment of impact.
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Levels of Recruitment Program Evaluation

Attitude change

Behavior change

Recognition of message content
Comparisons of message recall

Perceived value of education
Image of MCC
Reputation of MCC

Achic¢ vement of objectiv=zs

Criteria Measures Methods
PREPARATION
Background Adequacy of the research Committee review
Accuracy of audience identification
Adequacy of the plan
Messages Appropriate content for the audience Focus groups
Message platform credibility
Timeliness
Presentation Style and format Professional awards
Consistency Component comparisons
Readability Computerized tests
Accuracy of content Committee review
Compliance with identity program Color, typeface, logo
Position of advertising Page & placement
Development costs Supplies, mileage,
stari, & printing
IMPLEMENTATION ~
Distribution Appropriatenese of medium Secondary research
Reception cf activity/event Participant evaluation
Quantity of message deliveries # of activities
#f of publications
# of ads
Distribution costs Mailing .sts
Ad costs
Exposure Size of the delivered audience Readership reports
Event attendance
Contacts made
Completeness Follow througk o° planned activities Comparison to plan
IMPACT
Awareness Recognition of Macomb Telephone surveys;

Blind storyboards

Telephone suiveys
Focus groups

Department judgement
Info Center calls
Coupon returns
Registration counts
Penetration ratios
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MCC STUDENT PROFILES

Tab

le 1

MCC Student Headcount by Age

Under 20
20 - 24
25 - 50
49 - 50

TOTAL

Fall
1983

Spring
1983

Spring
1984

Fall
1984

Spring
1985

Fall
1985

Spring
1986

3,289
11,045
12,169

6,047
8,199
13,252

1

2,882
9,459
0,650

5,611
7,792
10,054

2,712
8,910
10,206

672 542 543 531 458

27,224 25,090 23,588 24,042 22,343 23

5,251
7,675
9,861
447

»306

2,625
8,855
10,372
616

22,474

Table 2
Distribution of MCC Student Body by Age

Under 20
20 - 24
25 - 50
Over 50

Average Age

Fall
1983

Fall
1984

Spring
1983

Spring
1984

Spring
1985

Falil
1985

Fall
1986

Spring
1986

127 247 127 237%
41 33 40 32 40
45 41 45 42 46

2 2 2 2 2

127

27.0 26.1 27.0 26.3 27.0

237

33

42
2

26.3

127 217
39 34

46 43
3 3

27.6 26.8

Table 3

Primary Goal of Macomb Students

Improve existing job skills
Prepare for new job
University transfer credit

Fall
1983

Spring Fall
1984 1984

Spring
1985

Fall
1985

Spring Fali
1986 1986

137%
26
16

147
29
17

167
32
20

167
33
22

Personal interest 4 4 4 5

Other
Not designated

1 1 2 2
40 35 26 22

177% 177%

34 33
22 24
5 5
3 3

19 18
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Table 4
Educational QObjective

N
l

Spring Fall Spring Fall Spring Fall Spring Fall
1983 1983 1984 1984 1985 1985 1986 1986

(NA)
Associate Degree only 247, 267 307 307 327% 307 307%
Certificate only 3 4 4 4 4 4 4
Apprenticeship 2 2 2 3 3 3 3
Certificate and A.D. 11 12 13 14 15 14 13
Selected courses only 15 17 18 19 19 19 19
Other 42 35 27 24 21 22 22
Not designated 3 4 6 6 6 8 9

Table 5
Location of Residence

Spring Fall Spring Fall Spring Fall Spring Fall
1983 1983 1984 1984 1985 1985 1986 1986

Warren/Centerline 237 247 237 227 227 217 21% 207%
Mt. Clemens 16 15 16 15 15 16 15 16
Sterling Heights 14 15 14 15 15 15 15 13
Roseville/Fraser/ED 14 14 13 14 14 13 13 13
St. Clair Shores 10 9 9 9 9 9 9 9
Washington/Utica 6 7 7 7 7 7 7 7
Romeo to New Haven 3 3 3 3 3 3 3 3
New Baltimore 2 2 2 2 2 2 2 2
Detroit 5 5 5 b 6 5 6 6
Grosse Pointes 2 2 2 2 Z 2 2 2
Other out-district 5 5 6 5 6 6 7 8
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Curriculum Choices of MCC Students

Ta

ble 6

(percent of student body)
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Spring Fall

Curriculum 1

983

1983

Spring Fal

198

4 198

1 Spring
4 1985

Fal
198

1 Spring Fall

S 198

6 1936

Undecided
Undecided -~ Business
Undecided ~ Other
General Education
General Studies
BDP/CIS

Accounting

Business Mgmt
General Business
Auto Body Design
Nursing

Electronic Eng Tech
Graphic/Comm Art
Word Processing
Marketing

Robotics

Adm Secretary

Law Enforcement
Legal Assistant

CCT

287
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APPENDIX B

1986-87 RECRUITMENT ACTIVITIES
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RECRUITMENT ACTIVITIES/EVENTS
01-01-80 AT 3:20 a.m. Page 1

ACTIVITY BEGIN  END CONTAC APPLG  APPLR  ICARDG 1CARDR

'Vision Expo 06-09-87 06-11-87 45
Presentation-Lakeshore High School 05-27-87 05-27-87
Presentation-Eisenhower High School 05-21-87 05-21-87
Presentation-Lincoln High School 05-20~87 05-20-87
Presentation-East Detroit High School 05-20-87 05-20-87
Presentation-#t, Clewens 05-19-87 05-19-87
Presentation-Eisenhower High School 05-19-87 05-19-87
Presentation-Lincoln High School 05-18-87 05-18-87
Metro Beach Sesquicentennial 05-16-87 05-16-87
Presentation-Lakeview High School 05-15-87 05-15-87
Health Expo 05-15-87 05-16-87
Presentation—£ast Detroit High School 05-15-87 05-15-87
Fitzgerald High School 05-14-87 05-14-87
Warren Consolidated High School Campus Visitation 05-14-87 05-14-87
Oakland University Career Fair 05-13-87 05~-13-67
Dsborn Career Fair 05-13-67 05-13-87
Presentation-Mt. Clesens High School 05-13-b7 05-13-87
Oakland University 05-13-87 0-13-87
Warren High School 05-13-87 05-13-87
Presentation-East Detroit High School 05-13-87 05-13-87
- ‘SR East Detroit High School College Fair 05-12-87 05-12-87
i Conner Stamp Plant Jobs Day 05-12-87 05-12-87
' Prescnta’ ion-Fitagerald High School 05-12-87 05-12-87
* @RPresentation-Mt. Clemens High School 05-12-87 05-12-87
Presentation-Mt. Ciesens High School 05-08-87 05-08-87
Saginaw Detroit Educational Fair 05-07-87 05-07-87
Presentation-Mi. Clesens High School 05-07-87 05-07-87
Presentation-Lincoln High School 05-06-87 05-06-87
Samaritan Health Center 05-05-87 05-05-87
Presentation East Detroit High School 05-02-87 05-02-87
Presentation-Lakeview High Schcol 05-01-87 05-01-87
Presentation-Lincoln High School 04-29-87 04-29-87
Presertation-Lincoln High School 04-26-87 04-26-87
Presentation-Mt. Clesens High School 04-24-87 04-24-87
Presentation-Mt, Clesens 04-23-87 04-23-87
Presentation-Mt.Clemens High School 04-23-87 04-23-87
Industrial Expo 04-21-87 04-22-87
Southfield Civic Center-Industrial 04-21-87 O4-22-87
Presentation-t, Clenens High School 04-14-87 04-14-87
Presentation-Lakeview High School 04-09-87 04-03-87
Nacost Community College Fair 04-08-87 04-08-87
Macont Commnity College Career Fair 04-08-87 04-06-87
Presentation—Lakeview High School 04-08-87 04-08-87
Presentation-Lakeview High School 04-03-87 04-03-87
Presentation-Lakeview High School 04~03-87 04-03-87
Presentation-finchor Bay High School 04-03-87 04-03-87
Macowh Comeunity College Fair 04-02-87 04-02-87
Young Par~nts Conference-,.l 04-02-87 04-02-87
Presentation-fnchor Bay High School 04-02-87 04-02-87
Presentation-Lakeview High School 04-01-87 04-01-87

o]
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34
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34
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37
37
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ml-’-Ol-SO AT 3:30 a.m.
ITY

RECRUITMENT ACTIVITIES/EVENTS

BEGIN  EMD

CONTAC QOpLE  (DDLR

Page 2

ICARDE  ICARDR

h Tech Center-CPC Engineering
ation-finchor Bay High School
Presentation-East Detroit High School

mnim
ation-5t. Clesents High School
Presentation St. Clements High School

tation-St.Ciesents High School
&:mwﬁt. Clements High School

ation-Southlake High School
Presentation-Fitzgerald Hiph School

ation-Eisenhower High School
tationEisenhower High School

Wan. in Non-trad. Careers Class, Born School, 5t.Cl. Shores
tinuing Education for Youth Program, Heid inter. School
tation-Sterling Heights High School

Presentation-Cousino High School

b
&tatim—ﬁ. Clements High School

County Inter-figency Council's Womsen's Issues Conf.

sino High School Tech Presentation (2)
Harren Woods High School Tech Presentation (2)

‘WF leetwood Plant

3 tation-5t. Clewents High School

< 8t. Clair County Vocational Tech.

' ation-Career Prep

Prep Center Tech presentation (2)

Butcher Community Education Center’s Job Club

03-31-87 03-31-87
03-27-87 03-27-87
03-26-87 03-26-87
03-26-87 03-26-87
03-25-87 03-25-87
03-20-87 03-20-87
03-20-87 03-2¢-67
03-20-87 03-20-87
03-20-87 03-20-87
03-19-87 03-19-87
03-19-87 03-19-87
03-18-87 03-18-87
03-17-87 03-17-87
03-16-87 03-16-87
03-13-87 03-13-87
03-11-87 03-11-87
03-11-87 03-11-87
03-11-87 03-11-87
03-11-87 03-11-87
03-09-87 03-03-87
03-06-87 03-06-87
03-06-87 03-06-87
03-05-87 03-05-87
03-04-87 03-04-87
03-04-87 03-04-87
03-03-87 03-03-87

St. Cl. Shores Schools Post-Second. Ed. Oppr. for Special Ed 02-26-87 02-26-87

tation-Mott High School
tation-Lincoln High School

Butcher Coms, Education Center’s Job Club

t High School Tech Presentation (2)
ation-Warren Woods High School
Warren Head Start Parent Meeting

ntation-Sterling Heights High School
tation-Chippewa Valley High School

ter)iag Heights High School Tech Presentation (2)

Macoch Community College Expo
amatic Education Fair
r Bay High School
Macomb County Inter-figency Council
*‘anse Cruise Yocational Tech

thany East St. Margaret's Church St. Clair Shores

Jeanette Junior High School Career Night

aift. Clemens High School Catapult Program
County Inter-figency Council Meeting

ica Head Start Parent Meeting
Eaton Acadesy, Birmingham College Fair
rren Woods Enterprise Highschool

ankow Career Center-L'anse Cruese Oppor. to change Program

Coca-Cola Career Day

02-25-87 02-25-87
02-25-87 02-25-87
02-25-87 02-25-87
02-25-87 02-25-87
02-23-87 02-23-87
02-19-87 02-19-87
02-18-87 02-18-87
02-168-87 02-18-87
02-18-87 02-18-87
02-16-87 02-17-87
02-12-87 O2-12-87
02-11-87 02-11-87
02-11-87 02-11-87
01-22-87 01-22-87
01-16-87 01-16-87
01-15-87 01-15-87
01-15-87 01-15-87
01-14-87 01-14-87
01-13-87 01-13-87
01-12-87 01-12-87
01-09-87 01-09-87
01-08-87 01-08-87
10-04-86 10-04-86
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RECRUITMENT ACTIVITIES/EVENTS

54

rl-OI-BO AT 3:30 a.m, Page 3
RCTIVITY BEGIN  END CONTAC APPLG  APPLR  ICARDG ICARDR
kﬁh—ﬁm County Community College-Northesst Center 12-04-86 12-04-85
ROA-Hayne Courty Community College-Downtown Cawpus 12-03-86 12-04-86
MACROR-Wayne County Community College 12-02-86 12-03-86 280 7 3 %
keview Automotive Activity 11-21-86 11-21-86
ord Rouge Plant 11-18-86 11-18-86 25 6 0 i 0
Dearborn Assembly Plant Education Fair 11-18-86 11-18-86 25 6 1
Cons, Schools Teacher Consultants-Tour S.C. 11-14-86 11-14-86
inancial Rid Seminar 11-11-86 11-11-86
Ford Trim Plant 11-05-86 11-05-86 200 12 12 6 6
Ford Utica Trim Plant Education Fair 11-05-86 11-05-86 200 12 12 6 6
11lwood Public Scheol - Career Day 11-04-86 11-04-86 15 4 4
b County Acticn Center 11-03-86 11-14-86 180 25 i 90 40
Macomb County Comm. Service Action Center 11~03-36 11-14-86
ob Club Campus Tour (South) 10-23-86 10-23-86
College Fair 10-23-86 10~23-86
Mi. Rssoc. of Learning Disabilities Educators Conference 10-17-86 10-17-86
Macosb County Community Services Agency - Open House 10-14-86 10-14-86
Macomb Inter-Agency Council Meeting-Mt. Clesens 10-08-86 10-08-86 100 0 0 3 3
The Macomb County Chamber of Commerce Business Expo 10-07-86 10-08-86 350 3 0 5 3
Brace Hospital Coms. Outreach on Aging 09-29-86 09-23-86 0 0 0 0
Blind Awareness 09-23-86 09-25-86 5] 3 5 10 6
Macoub Inter Agency Open House-Septemberfest (9-09-86 09~09-86 100 0 3 3 3
Macomb Mall 08-24-86 08-29-86 330 50 5 0 0
Roseville Plaza Mall 08-05-86 08-25-86
ygrotropolitan Beach 06-30~86 08-01-86
fiction Commuriication/Stud. Success Srvs. Training Sessions 0R-07-86 (8-23-86
Tour MCC South Caspus 06-05-86 06-05-86
Mary Lange, Teacher 06-02-85 06-02-86
rn School 05-23-86 05-23-86
Campus Tour-Born School 05-23-86 05-23-86
our NCC South Campus/Displaced Homemaker/Burn Center 05-23-86 05-23-86
Fitzgerald H.5. Fair-"Learning Together for the Future" 05-22-86 (5-22-86
Tour MCC South Campus/Romeo High School 05-15-86 05-15-86
Macomb Inter-Agercy Council 05-14-8€ 05~-14-86
lJob Club 05-13-86 05-13-86
Tour MCC South Campus/Butcher Job Club 05-12-86 05-12-86
Stroh Employee Transition Center 05-03-85 05-09-86
.Tour MCC Center Campus/Henry Ford 11 High School 05-08-86 05-08-86
Wendy Caldwell, Non-Trad. Careers for Women 05-01-86 05-01-86
Career Awareness Workshop 04-29-86 04-29-86
Butcher Job Club 04-29-86 04-29-86
Fluid Power/Cobo Hall 04-29-86 04-25-86
Butcher Job Club 04-28-86 04-28-86
Tour NCC Center Campus/Senior Citizens 04-24-86 04-24-86
Career Fair 04-23-86 04-23-86
luccaro's Country House - Office Expo 04-20-86 04-20-86
Clinton Valley Mall 04-20-86 04-20-86
Health, Health, “ooray 04-19-86 04-20-86
Rrt Careers Seminar 04-08-86 04-08-86
Job Placement Center Workshop 04-03-86 05-30-86
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™

*. Blue Cross/Blue Shield

; nt Clesens Action Center
- 2Frost Job Club

PR

Y

terfield Ma’)
Ec: “arvice fgency
nt Clewens Job Club
Mount Clemens fiction Center
={¥arren Action Center
t«tiu Parts Plant

Ford Lcoal #00/Education Fair

B o Mall
linton Valley Mall
. Universal Mall

v

T

73

Presentation - Lincoln High £:%~0)

.rm ALS

A 5, 715.00
L6 411,00
APPLR 49,00

166,00

ICARDG
':?RDR 167.09
. inted 180 of the 180 records.

- *Music Man" Performing Arts/Droject

31,756
2,283
0.272
0.%22
0.328

1-12-8' 1e-1:+65
12-10-8517 &
12-04-80 12-04-85
11-13-85 11-13-85
11-04-85 11-18-85
10-23-85 10-23-65
10-14-85 10-14-85
16-01-85 10~1.-85
09-03-85 09-13-85
08-14-85 08-15-85
07-30-85 07-31-85
07-22-85 07-28-85
07-08-85 07-08-85
07-01-85 07-02-85
04-1-87 04~1-87

53323

'1-01-80 AT 3:30 a.m, Page &
- ACTIVITY BEGIN B0 CORTRC ~Pi6  &PPLR  ICARDG  ICARDR
[&mb Mall 04-02-85 04-14-86

;. Iraining for new Business Owners 04-02-86 04-02-86

- _ Mental Health Careers Sesinar 03-25-86 03-75-86

'gthly Tour/MCC South Campus 03-19-86 03-19-86

) South Campus Tour/Boy Scouts 02-26-86 (2-26-86

- Careers in Drafting Sewinar 02-25-86 02-25-86

- ifCapital Punisheent® Panel 02-24-86 02-24-86

;.—lmthly Tour/MCC South Campus 02-19-86 02-19-86

¢ Carser Changes - Retiresont Workshop 02-19-86 03-26-86

; guiollege Expo - Lansing 02-19-86 02-19-86

- fiButcher Job Club (2-12-86 02-12-86

: WFinancial Ric Sessions for Students and Parents 0c-08~86 02-08-86

. Clinton Yalley Mall 02-03-86 02-P4-86

:;Jlour South Campus/Oxford Schools 01-29-86 01-29-86

‘WBTour MCC/So.’ .; Campus 01-08-86 01-08-t6
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PUBLICATIONS LO6

01-01-80 AT 7120 a.m. Page |
Nawe Departaen Purpose Audience Description Contact Name Phone fev D O
Mediccl Asat. W 8 1.5 Mecreit Stedents  fed and whita trifold brochere listing curviculum and cox ses; also

other Health and Hesan Services cowses S. 0'Brien 2097 1788

WL Softhall  Phy, £d. Sched. Studerts brey and blus, four-fold pamphlet listing the women's 1386 softball
schedule, cosching staff, media guide, and individual records. E. Stamton 7119 1986

Men's Intr. Ath Phy, E4. Info  Comnity  Deige and blwe, fow-fold namphlet describing the wer's athletic
pegras, eligibility rules, Hall of Athletic Excellence, and an overview of
the Physice] Education Canter/Services. E. Stanton n9

College Catalog Acad.Sery Info  Students Blue and white 300 page catalog listing Board of Trestees, MCC

educetional philocoghy, degrees/certificates requirewents, variows services,

assistance directory, and faclty inforsation. D, Wing 7807 Bi-an
S'thing Special Agmission Mecruit High School Pink flysr describing scholarship awerds. D. Stevens 2%

Sel Adwis Proc Adwission Mecruit Students Blwe trifold brochwre listing inforsation on Associate Degree
Nersing, Physical Therapist Aesistant, Respiratory Therapy (2 yr) and

Accowting Dusiness  Mecreit Students Beige trifold brochere listing curriculw and cowrses; also other
Business prograss. T. Dixon 215% v/

Veterinary Techincian programs. D. Stevens 724 86788
g

fpplics Admiss Admission Adwit  Students fipplication fore for admission to the college, D. Stevens 724 1/87
Early Admission Adaission Rec-uit High School Dlee and white pamphlet outlining procederes for sarly admt Migh :

school students, D. Stevers 726% !
[ ] Dusiness  Mwcreit ALL Blusduhite trifold listing cerriculw and cowrses; also other

business pregrass. T. Dixon 21% 1706
Purchesing Dusinees Mecruit Stedents Sroen trifold listing cerricelem and cowrses. T, Dixon 21% /81
Legal Secretory Business Macruit Students Yellow trifel -..zhere listing cwrricslus and corrses; also other

Business progri ... T. Dixon 215% 1786
Nenageuent Dusiness  Mecruit Stederds Light purpl crifold brochwre listing curriculw and cowses; also X

other Desines: prograss. T, Dixon 21% V8
Yorhetirg Business fucruit Studemts Gold trifold brochere listing curriculu and courses; also other

Desinees prograss. 7o Divon 215 12/81

!

Comp Infn Syste Busisess fecruit Stedents Dlueluhite tri’old brochwre listing curriculws and courses; also
other business prograss. T. Dixon 215% 7786

Crdit & Finance Dusiness fecruit Stwients Green trifold brochare *isting cerriculw and cowrses; also other
Businers prograss. . T, Dizon 2156 10781

Cosmetology Mgt Dusiness fecruit Stedemts Light perple trifold brochere iisting curriculus and cowses; also
other Business programs. T. Dinon 21%

S'7
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PURLICATIONS LOG
01-01-80 AT 7520 a.m. Page 2
Nome Degertuen Purpose Audience Bescription Contact Nawe Phone fev B Ck
fdsin Secretary Dusiress facruit Students Dlusbihite trifold drocherw listing bes. /sec’y cerriculum and
Cowses. T. Dizon 21% 7/86
Logal fusisiant Pusiness Mmcrwit Students Dlvebwhite trifold brechure listing cerricelum and cowrses; also
other Business programs. T, Dinca 21%
Co-op Concapt  Dusiness fecruit Rudent Beige and brown brochere describing the Co-op Concept. J. Varty 2959,
Industrial Coop Co-ep  Mecruit Commwnity  Grey fow-fold brochwre listing information abowt the co-op
expscionca, cwrriculw, and information. J. Thospson %9
Eaghasis +i1 fel Info  Staff Beige and black trifold (colors subject to change) describing
“ihat's Happening at the College®. A Sisonson 7063

Ocowpant Meiler Coll. Mel Ascruit Commmity  Four-pete tableid, quarter folded. Color and forset va (s,
Mailed to postal patrons in Macomb Cownty prior to mail registration. Contains
a1l cowse of farings. Mailed spring and fall. K Sisomson 7063

UGA Today Swppl Coll. Mel Sscruit Stedemts  20-pege, fowr color tableid with full page MCC ad on back. Special
careers supplement uith regular edition of USA Today for use by teachers as
claserocs project for high school students. N Simorgon 7063

Caspes Yoice  Coll. Mel Mecruit Students 50 pege, high ssality segazine distributed to Mecomb Cownty high
schoole senfors. Containg four-page special section with photos on MCC, Other

WL info and beziness reply card is inclw’ 4. K Simonson 7063
Class Schedule Collsge  Megiste Stwdents  Swdie-bound nemsprist. Incledes forms, class information and

college services. Mailsd thwee times a yeur, P. Condida-8/S. Leszczak 2207 7184
College Folder College Promo Conf Attende ihite foller with college logo. Has pockets for varied use. L. Wrray 9
Gen. Desiness  Business fecruit Students Blee and white trifold brochwre listing curriculem and courses;

also other busiress prograss T, Dison 215 7786
Viewbook College  Mecruit High School 4-color brochwre that describes the college. Uses

testimonials. Brief descriptions of prograes. 8. Bolda 7406

Selcome/MC (C College Image Comminity Grey and blwe fowr-fold brochwre including a college. Periodicilly
wdated. 8 folda T406 4787

Selcome/MC SC College Issge Commwnity Beige four-fold (vochwe incleding college map. Periodically
vpdated. 8. Bolda 7406 4767

Thirtieth Anniv College Isage Commwmity 8 1/2 by 11 Sooklet describing the past and presemt of the college
and pokactial fetwre for Mecomb. 8. Bolds 7406

Geo Mkt Map College Info  Cosmwnity Light blee and white partial market map of Michigan. Periodically
wpdated.

People § Pride College fMecog Staff Blwe and white booklet describing staff accomplishssnts.

Q 58
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. PUBLICRTIONS LDG
01-01-80 AT 7:20 a.@. Page 3

N Departaen Purpose Audience  Description Cont. >t Name Phone fav D Ck

Periodically wpdated. (Title chasass) £ Breen a5

Cosmmcommnt  College  fecog  tudents Booklet 1isting Certificste and Mssociste Degree gradustes. Semi
finnaal.  (Coler and design changes) A.Hazeka({SC) /L. Riley(DD) 7456 2080

TranatPh Dist Dusiness Macruit Studemts Dlualdhite trifold listing cwriculwm and cowsers; also other

Susiness pregrass. T, Dixon 21% 7786
Inet Emphasis College Info  Comm/Staff Blue and white booklet listing aspects of imstitetional smphasis,

sducations] and orgenizational pursuits, and valees. 3. Bolda 7006
Roport to Com College Info  Commenity  Booklet idressing comswmity romcerns and describing vas ‘ous key

iscuss for that yser. Armully wpdated. B. bolda 7806
Bus/Mget Guide Cot E4  Recruit Dus. Pecple Grey bookiet, cowrse inforestion for professional contimving

education, rvgistration forms and informetion. 1. Lattanzio N7
Cort £4 Catalog Cont €4 Mecrwit Comswnity  Booklet with cowrse offerings descriptions, registration info, .

sailing posel. Sesi Awmal. 1. Lattenzio 047 Bi-an
Uellress Cont €4 Mecreit Commwnity  Trifold with description of classes, registration fors, mail

parel. (three times a yeur, 1. Lattanzio M7 127886
Sk Upgrd HIt Pr Cont E4  Rcoreit Inactive LPM White trifold brochwre listing of cwricules, requirssents and job

opportenities. 1. Lattanzio oy
Cowrt feporting Cont E4 Meguire Comwnity  Beige trifold brochwre listing cwricules and information. 1. Lattenzio 417
Micro Classes Cost E0  Mecrvit Comswnity  Glowsy fewr-fold brochere explaining the classes and procedwres.

Updated bi-armaally, 1. tattamzio /e
Prof Mgt Dev Cr Comt €4 Mecruit Comwnity  Booklet describing the Professiona]l Mansgement D~elopsent Coures

and procederes. Updated bi-amwally. 1. Lattanzio 417 1786
Net Pro Cont 6 Mecruit Commnity  Orange, blwe and grey trifold brochure listing co e schecules

and other information. Updated di-anmwally. 1. tattanzio (OYE-Y
Haz Comm Sewin Cost E6 Mecruit Comwnity  Grey and blwe trifold listing information relating to the

sewinar. Updated as needed. 1. Lattanzi0 iy
AIBS Cort £ Info Comswnity Deige and blue trifold brochere listirq inforsation on the

RI0S sewinar. Updated ac reeded. 1. Lattanzio N5
Smell Dusiress Cont E4  Mucrcit Comswnity  Four-fold Srochwre, Megistration and sessions Zescription are

incleded, Updated di-amnsally, 1. Lattanzio 417 5/67
Discover Counselng fecruit Commwnity  Yellow trifold trochere. L. Hackney 208 /87

2¢2) 4 Counselng Info  Stedents Small Cerquoise and grey booklet; it 13 an objective evalwation of
the factors that you should consider before you decid? vhether or rot to enroll

59
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PUBLICATIONS LOR
01-01-80 AT 7:20 a.n.

Nase Departuen Perpose Audience Descrip Contact Nase

in a fowr—year tollege or wmiversity or at MCC. E Corr

Sché/fey Matrls Esrollst Schedele of Classes and Megistration saterials. S. Leszczak

Ropl/Fed St Rid Fin Rid Fors for NC stuleni< to appy for all finamcial aid. Mevised
anvwally by the US Departaent of Education, K. Rexin or F. Dest-ls 73R

St F/P Wulletin Fin Aid Groen and beige trifold brochere descrioing the college's finamcal
aid opportwmities, K. Rexin or F. Dest-dims 7332

- R Look M F Rid Fin Aid Baoklet descriding finanical aid opportunmity. K. Rexin
f fid Fora(FiF) Fin Rid Forws $0 & 'y for all finascial aid. Aevised annuaily by
College Scholarship Service. Also vsed for state scholarship appli-
cants or for other schools.

Fin'l Aid Ckist Fin Rid Info  “ludents 8 1/2 asnila ewvelope/packet which inclwdes 1 financial infor-
mition and forws.

S/P/Ma/Sex Eq P /P Grant flacryit Sp. Populatn Black, white, ad yellos trochere descriding progras, services,
costs, and eligibility.

Qée/Vet Ed Denf Fin Aid  Info  Veterans  Light greem trifold brochwre describing benetits for veteran.

Wasiz Fine frts Rocruit Stufents Blee trifold brechwre listing of cwriculwm and cowses; also
additional firt of ferings in Hmanities, Art, Dance & Theatre.

Wadical Asst. HEKHE  Mecruit Students fed and white trifold brocheres listing cwricelw and cowses.

Mtal/ftrd Core HE M8 Macruit Stwdemts  hite trifoid rochwre listing cwricule and cowses; also
other Health and Haman Services cowrses.

Mtal HItL Care HE HS  Mecruit Stedemts  Yellow trifold brochwrs listing cerriculw and orcrses; also
other Health and Haman Services cowses.

Mertal Off Aest HE M8 Mecruit Studemts  Perple trifold brochwe listing cerricelws and coerses; also
other Health and thamen Servites cowses.

Gerontolgy Care H 8 M6 Macruit Students White trifold brochere listing cwrricelem and cowrses; also
other Health and Hamen Services cowrses.

Early (hid Care HE B Macruit Stwdents  Light purple trifold brochwe listing cerricelws and cowrses; also
other Health ond Human Services cowses.

Otr For WD W Traing Esployers  Grey and blee trifold brochere describing what the Center can do
for smployers ect.

Norerchs Guide Irstrwctn Info  Commwnity  Blww, white and black 26 page booklet listing the schedules for
all college sport events and a description of each sport and supporting staff.
fnnaally wpdated.
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Departmen Purpose Audience

PUBLICATIONS LO6

Bescription

Contact Name

Phone fev B Ok

Page 3

Commmmicate

Campus Ninistry Ninistry

Culinery Arts  Pub Sevy
Crise Lab Tach Pud Sery
Law Enforcomsnt Pub Serv

Fire Science  Pub Sery

Medical Secriry Peb Serv

rrlc

Aruitoxt provided by Eic:

Learnii ¢ Conter Loarn Ctr Info

Job Place fesum  Stedert

Students

Info

Mecryit Students

Pecruit Students

fecruil Nuderts

facrsit Students

fecruit Students

Beige trifcld brochwre witn a sample copy of Functional Sesuse.

Slee and beipge trifold brochere descr.bing Learning Conter
Services.

Stud § SRaff Slee pamphlet that prosotes campes sinisiry

thite, naroon and grey, trifold brochwe listing curricelew and
courses.

Blee trifold brochere listing cerricules and courses; also other
Public Service prograss.

$lee trifold brochwre listing corricelws and cowrses; also other
Public Service prograss.

White trifeld brochwre listing curricelue and cowrses; also other
Public Service Programs.

it purple brochere listing curricelus and cowrses; also other
Dusiness prograss.

Beige trifeld brochere listing cwrriculue 2 cowrses; also other
Peblic Sarvice prograss.

Black, pwyrle and white description of the program. Updated
by vevester,

Stardardized trifold listing purpose and potential attemdees.
fspired core cowrses/spacialty sections are also listed.

fecruit Spacial Pop. Light blee trifold with mailing panel. Lists available services.

Secwity Adsin Pub Serv Recruit Students
-~
Florsl Desg/Vigt Pub Serv fequire Comawnity
-
Lab-Hgt fel Soc Sef  Seminer Community
Special Service Sp Serv
- Special Service Sp Serv  Mecruit Commwnity
Buide To Clg S St.Dev.5v Info  Studemts
-
- Welding Tech  Tech Recruit Stedents
W Ctrl Tach  Tech Mecruit Stedents
Explore! Tech facruit Students
- fviation Mech Tech facryit Students
-

Slee/shite trifold brochere describing services/phose s 1ncluded,

Blue and hite 20 page booxlet containing information om services

available to ML students. o, what, vhen, where, why and how questions are
aowred, Pariodicelly wpdated.

Trifold brochere—two color with tear—off
retern card

Slee trifold brochwre listirg of curricwlus and cowrses; also
other Terd programs.

Purple, § 172 by 11, six page brochwre explaining Indestrial Tech,
fpplied Tech, Rpprentice training.

Blwe trifold Wrochere listing cerriculm and inforsation.
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£ Corey

B. Collinmorth

T. Dixon

T. Dixon

T. Dixon

T. Dixon

T. Dixon

T. Dixom

T. Dixon

1. Knott

B, Steil or S. Conroy

. Steil or S, Conroy

Coms. Serv.

C. mills

Do Oueer.

D, Muench

D, Oween
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216

005

2%

21% 10/
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s e

A%

A%
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PUBLICATIONS LO6

01-01-80 AT 7120 a.&. Page 6
Nosw Separtmmn Purpose Audience  Description Contact Name Phone fev D Ck
Clin Ctrl Tech Tach facruit Students  Sreem trifo)d brochere listing cwricklus and information. 0. Queen Tatt
Eloct Comm drv Tach fecruit Stedemts  Light purple trifold brochere listing cwrricelwm and information. C. Chincarim 7663
Sragh § Cow Art Dos Tock Macruit Studemts  Dlue with rod and white brochere listing corriculm and information C. Chincarini 7639 A/87
Erorgy Tech  Toch facruit Studewts  Yellar Srifold brochwre listim cwriclem and information. D. Oveen i
Fluié P Toch Toch Mocruit Students  Yellow trifeld brochere listing cwrviculwe anu information, D. Oueen i
- Indust Sep/Mgt Tech Mecruit Stedests  Trifold with cwriculw and informetion. D. Queen P33

Met/Calibr Tech Tech Macruit Stederds  Dlee trifold brochere listing cerriculws and inforsation. D. Queen W1
Meta] Mech Tech Tech facryit Students Green trifold drechare listing cwrricelws and cowrses; alsc other

Tech prograss. b. dueen Tat1
Corstrict Tech Toch Macrsit Students  thite trifold brochere listing cerriculm and information. D. Queen 7A84
Braft/Con Orgh  Tech facruit Studenis 9lee with white and red color brochwre listing cerriculus and

information. C. Dhincarim 7639 V/87
Serveying Toch Tech facruit Students Trifold brochere with cerricelw and informstion. D. Oueen At
Civil Tach Toch facrvit Stwdents  Blwe trifold drochwre listing curriculus and information. D. Oueen It
Printirg Toch  Tech fecruit Students  Blwe with red and white drochere listing cwriculw and inforsation C. Chincarani 7633 A/87
fip} T.fppr/Trng Tack Promo  Cosmenity  Bookiet. f. Golimski ™13
Elec Engin Tach Tech fecruit Studemts  Gold fowr-folé brochwre listing cwrriculus and courses; also other

Tech programs. D. Oueen Tatt
futo Body Desgn Tech facryit Students Dlue trifold trochwre listing cerriculum ans cverses; also other

Tech prograss. C. Dhincarim TAES A/BA
futonotive Tech Tech fecrvit Students thite trifold brochere listing curricel-s and cowrses; also other

Tech programs. C. Chincarim TH65 /84
T1 Fix § Die De Tech fecruit Students  Gold trifold brochwre listing cerriculem and courses. C. Dhincarim 785 A/86
Special Mech De Tech facryit Stedents White trifold brochure listing cerriculum and cowrses; alsc other

Tech prograss. C. Chimarim 7465 5/83
Robotics Tach Tech fecryit Students thite trifold rochwre listing curriculem and courses; dlso other

Tech programs. 0. Queen 7418 6/83
firchitert Draft Tech Recruit Stedents Yellow trifold brochwre listing curricklum and coerses; also othe

Tech prograss. C Oancarim 7465 5/83

Aruitoxt provided by Eic:
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01-01-80 AT 7:20 a.8.

Momp Departasn Purpose Audience

PUBLICATIONS LOG

Deseription

Page 7
Phore fev D Ck

Eloc Ser Tech  Tach

Erergy/Transpor Tach

Sosen's In. ALk Phy, Ed
Introw. Spris. Phy. Ed.
#th Deshet. Sch Phy. Ed.
2nd Volley Sch. Py, E4.
Intra, Sports Phy. Ed.
Dasiet. Intra. fhy. Ed.
FL. Hock. Ima. Phy. Ed.

Rerchic Classes Phy. Ed.

Intra. Rerobic Phy. Ed.

Racquet. Lesgee Phy. E4.

Athletic Sem. Phy. Ed.

Yacosh Alwni  Aleni

ERIC

Aruitoxt provided by Eic:

facruit Students

facreit Stude

Info  Comsmity

Info. Stutents

Slwe trifold brochere listing cwrricule and cosrses; also other
Toch programs.

Grey bles fold-eet poster describing variows educational
opportenitios in Tecn, Health § Hwman Services, Pesiness § Public Services,
and Science § Fath,

Deige and Blue, fow-fold pamphlet describing the woaen's
athletic program, eligibility rules, coaches, Hall of Athletic Excellence,
and the Physical Edecation Conter/Services,

Orarge and black, fowr-foldé brochure giving an overview of the
Intrameal Sports, eligidility, reles and regulations, fee, and the spring
1986 sports calendar.

Recruit Parents/Stud Dlee and lack trifold Wochwre giving inforsation adout the

bashetball school, the coaching staff, and amards. Gives registration fors for

the school and 2» erample of a typical day.

Racruit High School Deise and blwe trifold braochere giving details about the Volleyball

school, coaches, and facilities. There is also a registration fors and an
outline of the daily schedule.

Infore Stwd/Fac/Esp Yellow 8 1/2 x 11° pager giving the details of the co-ed

Inforn KT aen

Inforn WCC men

Infors Students

Infore Studemts

Inofrs MCC sen

Infors Students

Info  Alani

intramwral sports at L. o, shat, when, vhere and how questions are
awnred.

Yellow 8 1/2 x 11° pisce of paper giving the details of the sen's
iMtraswral sperts program at ML, tho, what, shen, shere and how questions
e el

Yellow 8 1/2 x 11° piece of peper giving the details of the sem's

floor hockey intremeral sports program at ML, o, what, when, where and how

questions are ansmved.

Orarge 8 172 x 11° piece of papar giving the details zbowt the
aerobic classes. Time, date, place and cost questions are answered.

Orange 8 1/2 x 11° pisce of paper giving details abost the

intramera] sports water aerobic exercise program. Time, date, place and vost

questions are answered,

Orange 8 172 x 11° piece of paper giving the detai’s about the
mm's racquettall leagee.

Blwe, white and Slack 72 page booklet giving details abost each

type of sports progras offere at MX. It also gives differemt articles about

the sach prograa,

Sooklet giving details abot the newly formed alwni relations
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D. Oueen

0. Muench

E. Stanton

= Stanton

E. Stanton

E. Stanton

E. Stanton

E. Stanton

E. Starton

E. Scanton

E. Stanton

E. Stanton

E. Stanton

N 12/

"9

119 196

19 1%

7119 196

7119 196

119 196

7119 196

119 196

19 198

119 196

7119 1986




PURLTCATIONS LOB

ERIC

Aruitoxt provided by Eic:

R
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01-01-80 AT T:cv a.o. Page 8
Nome Departmen Purpose Audience Descri‘dion Contact Name Phone fev D Ck

progran, Meszages from A Lorenzo, K. lagrer, and B. Savage. Dorothy Savage T53% 1986
Eme. Vod. Toch HEHE  facrvit Studerts  Aed and White trifold Wrechwre listing cwrriculem and courses;

aiso other Health and Human Services Courses. S. O'raem 2037 136
frrt Yer/Muk. Dmiress fecryit Students Slue and ihrite trifold brochere listing cwrricklwm and cowrses;

also other Dusinges programs. T. Dixon 215 19%6
bental fast. HEMS  Mecrvil Students Rod and White trifold rechure listing cwrriculwm and cowrses;

3lso other Health and Humm Services coarses. S. 0'Brien 2097 19
Nersing HEMB fecreit Students  Med and Mhite trifold brechwre listing cwrriculv, and courses;

2150 other Health and Humen Sevvices cowrses. S. D'Brien 2097 1986
Veterinary Tach X § M8 facruit Students fied o2 white trifold brechere listing cwrriculw and courses;

2150 other 1e2ith and Husen Services cowrses. S. O'Brien 2097 198
PryTer fest HEHE  Mecreit Stadests  fed and shite trifold brochwe listing corriculm and cowrses;

also other Haylth and Humen Services cowses. S. O'Prien 2097 19%6
fespratory Thyp H 8 8 Macreit Stedents fed and white trifold brechere listing cwricvlwm and courses;

also other Health and thmen Services cowses. S. O*Briem 2097 1%
fospt They Tech HEHS  Mecruit Students fed and white trifold brochwre listing cwriculwm and cowrses;

also other Health and Human Jervices cowrses. S. O'Mrien 2097 196
Optosstric Tech H & WS  fecrui’ Students  fed and white trifold brochwre listing cwrriculw and cowrses;

3150 other Health and Humen Sevvices cowses. S. D*Briem 2097 19%6
CFHRD:Oper. For HIB Tra. Esployers  Grey and 31w Fowr Fold Pasghlet giving various flocharts cn

how the Center operates for ssployers. 8. Duewele 8 7-5
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ERIC Clearinghouse for

Junior Colleges 61
0CT 7 1988
PROACTIVE PROMOTIONAL MODEL
INSTITUTIONAL
! ADVANCEMENT PLAN .L
ORGANIZATIONAL ENVIRONMENTAL
ASSESSMENT SCANNING
»/ RECRUITMENT PLAN le—
i
\ 7 v
PROGRAM CONTENT
STRATEGY STRATEGY

Communication Guidelines

Identity Manual
College Communications Program

rromotional Activities

Recruitment Activities/Events
Presentations

Information Center
Advertising

Direct Mail

Publicity

Financial Aid

Center for the Performing Arts
College Sponsored Events

Target Audiences

Potential Students
High School. Students
Community Adults
Business & Industry
Incoming Students
Current Students
Alumni

EVALUATION

66

Message Platform

Macomb Community College is
a qu -lity institution.

Macomb Community College
cares about students.

MCC is responsive to the
needs of the community.

MCC is affordable,
accessible, and current in
course content.

Education increases and
improves employment options.

MCC offerings are compatible
with lifestyles, family
responsibilities and changes
facing adult learners.

MCC is an educational
leader.

MCC offers educational plans
designed for transfer to
4~year institutions.

Content Theme

People, Pride and Proximity

Slogans

My First Choice
Bringing Higher Education
Home T




