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ABSTRACT }

Vocational education has suffered enrollment problems

simply because there are fewer students today than a few years ago.
Other factors that have hurt vocational enrollments include recent

efforts to increase the number of academic credits required for
graduation, and in the case Of,éréé796C5tibﬂél:tébhﬁiéai,Sch00}§j7

negative attitudes toward vocational education on the part-of sending

school personnel. &s a result, vocational ediucators must either

reassess their existing marketing and recruitment strategies or
develop such programs. Educational marketing and recruitment

campaigns must not; however, be developed without a Strong concern

for the ethicality of all strategies used. Perhaps the easiest way to

define ethical recruitment is to begin by examining what is E
unethical. Some college tactics that either approach or go beyond
ethical bounds include_gimmickry, deception, payment for enrollees,

no-need _scholarships, early deadlines, and overadmission. The key to
successful recruiting is to strike_a balance. between vocational

education's special service orientation and the need to address the

problem of declining enrollments in an effective manner. Based. on

recruitment strategies found in Pennsylvania and Florida vocational
education programs, the following principles of sound marketing are
recomnmerded: (1) research the market; (2) be visible; (3) be )
thorough;  (4) be aggressive; (5) meet the competition head on; and

(6) practice the fundamentals of good marketing. (KC)
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Like academic education; vocational education hés suffered

enroliment problems simply because-there are fewer students

today than a few years ago. Other factors that have hurt voca-

tional enroliments include recent-efforts to increase the number

of academic credits required for graduation and, in the case of

area vocational-technical schools, negative attitudes toward
vocational education on the part of sending school personnel.
As a result; vocational- educators must either reassess their
existmg marketing and recruitmant strategies or develop such
programs.

The-benefits of a we recruitment program—both
inside and outside the educatlon sector—have been well-docu-

mented. Educational marketing and recruitment campaigns
must not, however, be developed withoiit a strong concern for

the ethicality of ail strategles used. This Overview will describe

the role of recruitment as a tool for increasing vocational educa-

tional enroliments, will discuss the need for ethical recruitmisrit

practices, and will outline effective strategies for recrumng
vocational students.

~ Why Recruit?

Bes|des the problems of deohmng enrollmgnts andrmCreasmg

cr:dit requirements, a combination of other forces is placing

additional strains on the - bility of vocational education-to -

attract students A study of admlmstrators ‘and counselors from

gities in
¢ ol “protectionism'-due to de-

ol counselors; negative reac-
tions to and lack of knowledge about vocational education by

sending school personnel, séndmg school personnel's practice.
of discouraging "béetter” stiidents from attending AVTS, sending

school budgets and AVTS per-pupil costs; the inability to reach
all poiential students, and parents’ preconceived ideas of voca-

tional educatic.) (O'Neill 1985; pp. 38-40): Thus; averi it voca-

tional educators do not desire-to-undertake an aggres

offensive marketing and recruitment campaign; circumstances

are forcing them to devise ways of marketing their programs—if
only to defend themselves against misinformation and attempts
to keep potentially willing enrollees from entering a vocational

program.

Vocational education’s specnal concern for trammg students to

acquire and maintain employment aiso makes it pamculariy

important to improve marketing and recruitmerit strategies- -

geared toward overcoming the enroliment barriers unique to

disadvantaged; unemployed, underemployed. and out-of-school

youth. Waltz and Beeman (1985) have examined these barriers

and identified recruitment practices that have been successful
in overcoming them.

wmt ls Ethlcal Rocrultmont?

Perhaps the easiest way to defme othlcal recrultment  is to-begin
by examurnng what is unethicai F

recruitment tactics that either 2

boands of what may be considered ethical mar etlng practioosr

\‘1 “xamples illostrate the following marketing and recruitment

abuses glmmlokry, deéeptlon payment for enrollees, no-need

scholarships, early deadlines, and ovéréaaisslon

Although the latter four practices are not dlrectly appuoable to

secondary vocational programs, they could pose stnicai dilem-

mas in the development of recruitment programs at community
and 2-year colleges and thus bear brief-explanatior. Opponents
of nu-need: schol ps point out that colleges car: use them to
“buy” good students and that, although the practic2 may make
sense:-in the short run; its long-term effact is simply to raise
costs throughout the entire systam. The probiem with early

deadlines is that they may force stoderits to commit themseélves

10 a certain school before they can fully evaluate all their

options. “Payment for enrollees” rofors to  paying staft or-repre-
sentatives on the basis of the stud+nts they recruit. This does
should not actively encourage

their staff to-develop marketing skills and to provide

foster such development. In fact, in an article or

not mean; however, that schools

'g .
ting; Litten (1981) advo-
arketing strategies that “pro-

: al interests in the face of pres-
sures to serve short term interests” {p. 113).

stemming abljses in academ mar|

Litten also stresses that thq service nature of education intro-

duces many marketing peculiarities to which buginess and gov-

ernment ventures-are not subject, inciuding thi2 direct involve-

ment of “all components of the administration/facuity/studert

mix which constitute the educationai resources" of the school
{p. 111).

The idea that vocational education has special ethical respor
bilities to those it serves is not new. in 1909, Parsons; who is

referred to ag the “father of guidance," stressed that no.one. -

"'al respOnsl-

should-choose a vocation without careful self-analysis and thor-

ough and honest guidance with respect to avalrlableﬂoccupa-

tions and the conditions-of becoming successful in them
(O'Neill 1985). The key then, is to strike a balance between- -

vocational education’s special service orientation and the nesd
to address the protlem of declining enroliments in an effective.
businessiike manner.

Can Recruitment Be Both Eﬂectlve and Ethlcil?

O Nenll concludes that the recruitment and selection of students

for AVTS must be developed in full consideration of “declining

enrollments, increasing student costs, student readiness for
career decision making, attitudes toward vocational education.
and the lack of criteria for predicting student success in voca-
tional programs" {1985, p. 60}, This combination-of a concern
for sound marketing techniques and student welfare is reflected
in O'Neill's recommendations tc AVTS personnel. On the one
hand, he encourages AVTS instructors and couniselors to wOrk

actively to overcome sending school protectionism resuiting

from declining enrciiments. On the other hand, ha expresses
concern that students be provided-with accurate occupational

information and that those persons providing students with

occupational information-and career counseling make an allow-

ance for the fact that junior high school students may not be

completely reav ' to make occupational and curricular

decisions.
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recruitmenit strategles c&n be both-eftective-and ethical. The

Pennsylvania and Florida vocational programs examined by

O'Neill {1985) and Waltz and Beeman-(1985) attack the probiem

of improving recruitment strategies from the perspective of
improving the product being marketed. On-the b:

recruitment strategies found to be successfpl in the
persons. developu‘g recruitment| programs should

vocational education’s fundamental responsibility to its

students:

. Heulrch the Market—In both Pennsylvama and Flonda

etforts were-made to identify the specific needs and interests

of the local student population; These were weighted against

labor market research to ensure thut the product being mar-

keted (vocational courses) was indeed of value in- the local -

job market or-would be (through job deveiopment actnvuties)

and that customers (students) wolild Have an accurate idea

of what they were buying. _
» Be Visible—In both states, vocational programs were glven

high profile and the hands-on nature of vocational education

was highlighted through visits to the vocational schools;

demonstrations at sending schoois; and publicity materials.

EHorts were-made to make presentatnons optimnstlc but at the

same time objective: - _

¢ Be Thorough—Marketing efforts were not limlted to potential

students but were instead designed-to reach parents, peers;

hool personnel (in the form of wOrkshops on voca-

tndnal education), and the community at large Thns broad-

flrmlng trhe |mportance of parents and peers in students

e Be Aggmtlvi—ln Flonda pamcularly awider range of media

was-used to present vocational education in its most positive

light; and ancillary services were developed to :vercome cus-

tomers'-(potential- students) relactance “to. bu+ " {i-e., barriers

preventing potential students from enroiling). 1.~ all cases;

however, attempts were made to obtain the mos’ dcciirate

information, anad- no false claims were made.

e ‘deet the Competltlon Head On—The emphasis in Pennsyl-

vania onimproving working relationships between AVTS aiid
sending school persaiiniel through coordination is a positive

step-toward reducing negative attituces toward vocational
education on the.part of sending school-staff.

* Practice the Fundamentals of Good Marketlng—The efforts

made in both states to train vocational educators in the use ot

marketing and recraitment strategies and in-evaluating their

effectiveness and | appropriateness are E?héiéi to the abit - *»

audience and thus boost enroliments

Waltz et al.-(1984) have pubhshed a recruitment paékage for

Postsecondary vocational education that could aiso serve as a

source of ideas for secondary school staff responsible for

developing marketing and recruitment materiais and cam- _
paigns. The package includes activities and sample materials

designed to train vocational educators to-write promotional

cgnjgajggs or programs; brochures arid fliers. radio and televi-

sion spots; and press releases: to design and implement

recruitment activities; to develop and provide supportive serv-

ices such as counseling; and to evaluate recruitment strategies
and materiass.
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