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EXECUTIVE SUMMARY

In the 1970s, projections clearly indicated that the traditional
college student cohort of 18 to 21 year olds would fall by

25 percent between the late 1970s and the early 1990s (Wiche
1988). Colleges unhappily watched the number of traditional
college-level jobs per college graduate decrease. Potential
students became consumers and flexed their newfound mar-
ketplace muscle. Fears of cutbacks in important sources of
student financial aid intensified as the 1970s came to an end.
The higher education marketplace was changing in many
ways which threatened to produce significant enrollment
declines.

How Did Colleges Respond to

Enrollment-Threatening Changes?

Faced with prospects of reduced enrollments, budget deficits,
retrenchment, and institutional closings, many administrators
paid more attention to enrollment maintenance, became more
responsive to market interests and more aware of the increus
ingly competitive nature of student recruitment, and began

to engzge in market-oriented activities intended to attract
students. Each year's students became more like academic
shoppers or consumers (Riesman 1980), preferring vocational,
aceupational, or professional courses over courses in the tri
ditioral arts and sciences. In response, many institutions made
prompt market oriented modifications in academic programs
to match student demand (Stadiman 1980).

Why Is Knowledge of College Choice Behavior
Important for Enroliment Planning, Student
Marketing, and Recruitment?

From the 1970s through today, colleges have developed two
hasic market oriented desires. They want to plan and forecast
their enrollment more effectively, and they want to influence
the college going decision making process of desired stu
dents. The study of college choice bebavior is of great prac
tical importance for cdministrators in promoting greater eftec
tiveness in these two areas, The study of enrollment behavior
of students in groups (macro level) indicates how changes
in environmental and institutional characteristios affectan
institution’s total enroliment. The study of the college choice
hehavior of individual students (micro level) indicates the
ways in which eovironmental, institutional, and student char
acteristios affect a student's choices about whether or not to
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auend college and which college to attend. 1t is the results
of these studies which provide the fundamental knowledge
bases for enhancing the effectiveness of enrollment planning
activities and student marketing and recruitment activities
(Hossler 1984).

What Are the Conceptual Foundations

for the Study of College Choice Behavior?

Most studies of student enrollment behavior have been con.
ducted by educational researchers with backgrounds in either
psychology, sociology, or economics. These disciplines offer
somewhat different perspectives and conceptual foundations
for the study of college choice behavior. Psychologists
emphasize the psychological enviconment, or climate, of an
institution, its impact on students, and student-institution fit
(Astin 1965). Sociologists view the formation of college-going
aspirations as part of a general status attainment process.
Economists view college atendance decisions as a form of
investment like decision-making behavior (Juckson 1978),

Why Is It Important to Understand

What Determines Enrollment at Different Levels?

The most important contribution of the macro level enroll
ment studies may be their estimates of the probable effects
of enviconmental characteristics on an instittion’s total enroll
ment. Understanding the effects of environmental changes
on enrollment can provide helpful guidelines for enrollment
forecasting (Hoenack and Weiler 1979) and for niking the
dassumptions necessary to estinate revenue and expenditure
in planning and budgeting processes. For example, the enroll
ment effects of changes in the economy often are unexpect
cdly complex, but important to understand. Positive enroll
ment effects can result from incressing job nurket
opportunities for college graduates or from decreasing job
nirket opportunities for noncollege graduates.

General economic recessions usually reduce job market
opportunities in positions traditionally held by noncollege
graduates more than they do opportunities in positions nor
mally held by college graduates. As a result, general economic
recessions can stimuiate enrollment by making job market
opportunities for college graduates relaively superior to those
tor noncollege graduates. Also, when conditions in the college
job market deteriorate, enrollment tends to favor colleges

b



emphasizing professional or vocational curricula. However,
when college iob market opportunities increase, enrollment
tends to favor colleges emphasizing trad tional liberal arts
and sciences curricula (Paulsen and Pogue 1988).

Why Is It Important to Understar.
Individual Student Enrollment Behavior?
The greatest contribution of the micro-level studies of college
choice hehavior is their ability to estimate the effects of insti-
tutional and student characteristics on the probability that
a particular individual will choose a particular college. Under-
standing the enrollment effects of such characteristics can
help enrollment managers tailor and target their college’s
marketing mix of programs, prices, and places to those stu
dents possessing characteristics similar to those who most
often matriculate at their college. ‘

some enrollment effects of the interaction hetween student
and institutional characteristics are especially important to
understand. For example, student responsiveness to college
cost decreases as income and academic ability rise, and vice
versa. Also, recent research has shown that students are now
about equally sensitive to changea in the major parts of col:
tege cost: tuition, room and board, commuting, financial aid,
and foregone earnings (Manski and Wise 1983).

What Factors Are Important to Students of
Nontraditional Age in Making College Decisions?
Students of traditional and nontraditional age respond sim
ilarly to some factors in their college-going behavior. Other
factors are either uniquely important or siniply more impor
tant for nontraditional students. For example, a student of
nontraditional age is more likely to attend college: the higher
the student's own occupational status, the higher the student's
own income, the younger he or she is, when the student is
not married, when the student has fewer children under 18,
when working full time, when a veteran, when living 4 short
distance from a college, when taition is lower, and when
financial aid is available (Bishop and Van Iyk 1977).

What Are the Phases of the College Choice Process?
Many rescarchers have relied on some variation o a three
phase maodel of the college choice process (Jackson 1982)
The college aspiration formation stage is the one in which
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fundamental educational aspirations are formed and may last
from early childhood through high school and beyond. The
college search and application phase includes acquiring and
examining information about colleges to identify a limited
number of institutions to which to apply. The college selec-
tion and attendance phase involves the evaluation of alter-
natives to make a fimal college selection.

What Factors Are Important in

Creating a Desire to Attend College?

Three categories of factors may have significant influence

on the formation of college-going aspirations: socioeconomic
background, academic ability, and contextual (parental en.
couragement, peers” plans, neighborhood or high school sta-
tus, self esteem, college curriculum, teacher and counselor
encouragement). There are some important implications for
early interventior in the college aspiration formation process.
For example, parental encourage:nent, a contextual factor,
has been found o have potentially greater impact than cither
sacioeconomic stitus or academic aptitude. Parental encour
agement is a social psychological process, open to influence
through counseling of parents and their children,

Why Is the Coilege Search and

Application Phase So Important?

Iis in this phase of the choice process that most colleges
are eliminated from consideration by students. The socio
cconomic background and academic ability of students con
tinue to influence student decision making during this phase,
leading then to preselect certain colleges for application,
The persistent pattern appears to be thar as students’ family
income, educational aspirations, aptitude, achievement, and
parental education increase, their choices become more likely
to include high cost, highly selective, more distant, private,
four year colleges and universities (Thlanteldt 1980 Zemsky
and Ocdel 1983).

Of course, potential students exist in substantial quantities
scross all levels of socioeconomic backgrounds and academic
abilities. Therefore they will preselect institutional categories
across all levels of institational sclectiviry, cost, distance from
home, and so on. Each college must work hard to find
appropriate matches between the characteristics of the stu
dents it seeks o recruit and the Characteristios of its own insti




tution. Each college must work hard to be included in the
choices of such students.

How Can an Institution More Effectively Manage
Enrollment in the Selection and Attendance Phase?
individual institutions engaged in academic market rescarch
usually study student enrollment behavior in this final phase
(Litten et al. 1983). Analysis of data collected from admited
student questionnaires on student characteristics and ratings
of the characteristics of a college and its comipetitors allows
a college o identily its competitors, assess its image, deter
mine its market position compared to competitors, identity
what determines matriculation choices, and identify student
market segments by enrollment yield.
Given the availability of such information, an institution
has tvo broad enrollment strategies:
o recruit students with charactenstics consistent with the
characteristics of the college;
¢ adjust the characteristics of the college so they iwre more
consistent with the student characteristics desired by the
college.
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FOREWORD

It is well understood that most colleges and universities can
no longer be passive in attracting students to their campuses.
" In the past, having a high number of student applicants indi-
cated healthy admissions. But more students are now sending
out a greater number of applications as they shop around
for the best academic and student aid opportunity. Conse-
quently, more institutions are having to accept 4 greater
number of applicants in order to ensure that they will have
an adeqquate number of new students. Meanwhile, it is impor-
tant for an institution to attract and admit students whose edu-
cational goals and interests are compatible with the institu-
tion's strengths. If this does not happen, the students will
be dissatisfied and in all probability will leave the institution
hefore completing their education. This is a loss to both the
institution and the individual.

Admissions officers can ensure that students will “tit” the
institution if they have a sound understanding of the reason-
ing that underlies a student’s enrollment decision-making
process. Sonte of the students’ criteria are fairly basic and
obvious, such as academic programs offered, availability of
student residence halls, and the success graduates have in
getting certain types of jobs or in going on to graduate
schools. Other issues concerming choice are more subtle.

To whitt degree are students” application decisions based on
the success of last year's football team? Are other schools ofter.
ing better student aid packages? And what is the local ren-
utation of the institution? These and many other issues w »
now known to influence student decision making.

In his report, Michael B. Paulsen, instructional development
specialist in the Office of Instructional Resources and an
adjunct associate professor of higher education at the Uni
versity of Hlinois at Urbana Champaign, thoroughly reviews
the major literature addressing the factors and processes stu-
dents use in choosing a college. Paulsen examines the chang
ing marketplace, the new consumer, marketing concepts, the
interactions of student and institutional characteristics, and
the stages of college choice. Finally, he suggests procedures
and policies for institutions and makes recommendations
for future research.

Concerns about student recruitment are no longer limited
to the admissions oftice. Deans, department chairs and indi
vidual faculty are increasingly being called upon to help
increase student enrollment. Their knowledge of how and

Understianding Student Enrollment isebavior
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why students make choices can greatly influence their effec-
tiveness in the admissions process. Michael B. Paulsen has

developed a report that will be useful to anyone concerned
with effective enrollment planning and student recruitment,

Jonathan D, Fife
Professor and Director
ERIC Clearinghouse on Higher Education
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INTRODUCTION L

In the early 19705, the higher education community antici-

- pated demographic changes, economic changes, and public
.. policy changes which threatened decreasing enrollments,

" exeess capacity, and institutional closings. Inan er of rising
- student consumerism, these expected changes profiled a new
. buyer's market in higher education.

in the face of anticipated budget deficits and shrinking
enrollments, institutions began to focus more on changes in
the higher education marketplace. The increasing instability
of environmental characteristics made it more difficult o
muke an accurate enrollment estimate, upon which so many
budgetary decisions are based. Institutions paid more atten
tion to the characteristics of other institutions relative to their
own as concern about attrcting students increased. Increasing
numbers of colleges began to engage in various forms of whit
we now refer to as academic marketing activities.

Among the many professional practices ina comprehensive
enrollment Management process, an important marketing:
related activity is the effective recruitment of desired students.
An understanding of student enroliment decision - making,
or “college choice” behavior, is a prinury need for effective
student recruitmennt.

If more educators learn what many have already learned
about what determines enrollment, the college choice behay
ior of students, and marketing research perhaps we can
increase the chances that there will still be “three thousand
futures” in American higher education.

U nderstandimg Student Enroliment Bebaiaor i
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STUDYING COLLEGE CHOICE BEHAVIOR

This report introduces readers to college choice behavior as
a valuable base for more effective enrollment planning, stu- The :
dent marketing, and recruitment. 1t also outlines the concep: 4 : mr :
tual foundations and methods used in the study of college Mu

choice behavior. The report reviews the enrollment. - ma
. threatening changes in the higher education marketplace of | gogs chan,
the 1970s, the context within which many colleges and uni- in terms Of

versities first became clearly market-oriented in their planning, mm
In acklition, the results of 25 years of studies in this area are I :

reviewed and evaluated.

A Changing Higher Education Marketplace and student .
From the perspective of the 1970s, the pessimistic outlook mfm“
for higher education enrollment in the 1980s appeared to be

well- substantiated and was quite sobering. Between the late

1970s and the mid- 1990s, the traditional 18- to 21-year-old

student group was expected to shrink by 21 percent to 25 per-

cent (Carnegie Council 1980, p. 153; Centra 1980, p. 19; West:

em Interstate Commission for Higher Education [WICHE]

1988, p. 9). For some regions, such as the Northeast, projected

decreases ranged from 35 to 40 percent (Breneman 1983

p. 15; WICHE 1988, p. 13).

The types of institutions expected to be most vulnerable
to the demographic decline included the less selective private
institutions. Those expected to be less vulnerable were the
public community colleges and universities and the more
selective private colleges (Carnegie Foundation 1975, p. 76;
McPherson 1978, p. 196). While some promoted the idea of
pursuing nontraditional student sources, most were convineed
that even substanuial effectiveness with such recruitment
would fall far short of oftsetting the dramatic and dismal
demographic changes ahead.

Watching increasing numbers of college graduates being
forced to accept jobs which were held traditionally by high
school graduates convineed many educators that even the eco
nomic mativation for college attendance was waning and
would exacerbate the expected enrollment problems.
Between 1909 and 1974 the ratio of college level jobs (pro
fessional and managerial) wo college level workers fell from
1.9 1o Lo (Freemun 1970, p. 18).

Over the same period, inflation adjusted starting salarics
of college graduates fell by an average of 2.2 percent to 5.1
percent per year, depending on the field of study, while ¢arn

Undenstandmg Student Enrollment Bebaiior 3
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ings of other U.S. workers actually increased. During the first
half of the 1970s, the college participation rate of 18 1o 24
year olds fell from 35.2 percent to 27.8 percent (Freeman
1975, pp. 289, 298).

Such changes made college appear a less attractive option
tor new high school graduates and threatened to decrease
enrollment. At a time when opportunities in the college job
mirket were clearly deteriorating, it was hard for the higher
education community to shire the confidence of some econ
omists who spoke of the great future need for college grad-
uates in conjunction with the inevitable expansion of the ser-
vices sector.

As cuthacks in sources of financial aid to students loomed
on the horizon as a prominent concern of administrators (Bal-
dridge et al. 1982, p. 33), and student consumers were
demanding to call the tune whenever they paid the piper
(Riesman 1980), fear of budget deficits, retrenchment, and
institutional closures expanded. The higher education mr-
ketplace was changing in terms of demographics, economics,
public policy, and student preferences, and was threatening
to generate enrollment declines.

Recruiting the New Student Consumer

Faced with the possibility of reduced enrollments, budget
deficits, and retrenchment in an age of rising student con-
sumerism, nrny administrators in the 1970s began to fix their
attention on ways to maintain and eftectively forecast their
enrollment. With a shrinking pool of traditional prospects,
colleges began to pay increased attention to recruitment of
qualified students from pools of prospective students that
were not shrinking, such as older students, women, part tin,
attenders, minorities, and foreign students. These Lawer groups
turned out to be the primary demographic sources of enroll
ment maintenance in the 1980s (Frances 1989).

Institutions also became more responsive to market inter
ests, more aware of the increasingly competitive nature of the
student recruitment process, and began to engage in market-
ariented activities intended to atract desired students to their

ampuses. Each institution had to seck ways to make itself
more attractive than its competitors in the eyes of desired
students.

One of the cariest and most wide spread examiples of such
market oriented institutional responses took place when many

2



students began to assert themselves in their role as consumers
of academic programs.

In an apparent attenipt to increase their chances for employ:
ment upon graduation, growing percentages of students
spurned the traditional arts and sciences majors and opted
for more explicitly occupational or job -related programs. One
survey showed that between 1968 and 1974, 52 percent of
responding institutions reported major increases in under
graduate enrollment in vocutional and professional studies
while only 27 percent reported similar increases in traditional
liberal arts enrollment (Glenny 1976, p. 26).

Students were becoming shoppers or consumers, prefering
to consume vocational, occupational, or professional courses
rather than traditional liberal arts courses. The niarket-oriented
responses of institutions to changing preterences of students
were both promptand extensive. To make themselves attrac-
tive to potential students, colleges changed their academic
programs, generating major reallocations of campus resources
and eventually, in many cases, i change in institutional
mission.

Of course, some institutions made few or no changes of
this kind in response to market pressure. Recent evidence
indicates that philanthropy-poor, tuition dependent institu
tions made proportionately more programmatic changes than
the more philanthropy rich institutions (Chatfee 1984: Paulsen
1990). .

Based on the 1978 Camegice Council Survey, 43 percent
of institutions added programs in engineering; 55 pereent
added programs in business; 67 percent added programs in
legal, judicial, and police sciences; and 65 percent added pro
arams in health sciences. Meanwhile, 66 percent of institutions
dropped foreign language programs, 16 vercent dropped
physical sciences programs, and 14 percent dropped programs
in the humanities (Stadiman 1980, p. 142).

In 1976, the Carnegie Commission reclassified 91 of its 719
liberal arts colleges as comprehensive colleges (Camegic
Coundil 1973, 1976). By 1987, the new Camegie Classification
shifted many more of its liberal ants i1 colleges into its com
prehensive colleges category, with many others in that group
conferring less than S0 percent of their degrees in the liberal
arts but remaining too small in enrollment to be classified
as comprehensive (Camegie Council 1987). By 1985, insti
tutions of higher cducation as @ group were conferring over

U ndderstaending Student Furollment Bebavior
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50 percent of their bachelor's degrees in “occupational or pro-
fessional fields” (Rehnke 1987, p. 1),

When suppliers become feverish in their efforts to provide
what consumers want, a buyer's market has evolved (Ihlan-
feldt 1975). Many institutions clearly responded to a buyer's
market by changing their college mission, Some may have
experienced “a loss of a sense of their historic mission” in
an effort to accommodate the demands of the student con.
sumer for more vocationally-oriented coursework (Pfnister
and Finkelstein 1984, p. 118). Perhaps they believed that sur-
vivil meant that they “must cater to the student customer”
(Riesman 1980, p. 108).

Such market-oriented activities of colleges and universities
were at first surprising and, in some ways, disappointing for
many postsecondary educators. Today, a wide variety of
market-focused behaviors are common and normal at most
colleges and universities. These behaviors often are described
its the application of academic marketing principles to the
student recruitment component of an institution’s overall
enrollment management system.

Enrollment Planning, Student Recruitment,
and College Choice
Essentially, colleges from the 1970s through today have had
two basic market-oriented desizes. They have wanted to more
effectively plan and forecast their ensollment, and to more
eftectively influence the enrollment decision making process
of prospective students. This is where the study of college
choice behavior is of great practical importance to
administrators.
i
1o plan for enrollments and to manage enrollments, pro
Jessionals must begin with an understanding of the demand
Jor bigher education and of bow students decide to enroll
in a pecific college or university . .. an important step in
the development of a specialized knowledge base for enroll
ment managers (Hossler 1984, p. 8).

Mucro-level studies of college choice behavior show us how
changes in environmental factors (usually beyond an insti.
twtion’s control) and institutional characteristics (usually
within an institution’s control) can affect an institution’s total
enrollment. These often are referred to as enrollment demand
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studies, Micro-level studies of college choice behavior show
us how particular environmental, institutional, and student
characteristics can affect a student’s choice regarding whether
or not to attend cotlege and which college to atend. These
two types of studies offer a valuable knowledge base for
increasing the effectiveness of enroliment planning activities
and student marketing and recruitment activities, respectively.

Conceptual Foundations of College Choice

Educational researchers with disciplinary backgrounds from
sociology, economics, and psychology have conducted much
of the research on college choi e. Sociologists view college
choice from the perspective of status attainment process,
while economists view it as a form of investment decision-
making bebavior (Jackson 1978, pp. 549-550). Psychologists
examine college choice from the perspective of the impact
of college experiences and environments on students and
optimal student-institution fit.

In their study of the status attainment process, the work
of many sociologists has focused on the earliest stages of the
college choice process. Perhaps their greatest contribution
to college choice research has been their examination of the
factors that influence the process by which a student forms
educational aspirations or plans to attend college. Results con-
sistently have emphasized the importance of characteristics
of the student's family and high school background, as well
as the student’s academic ability.

Economists often view college-going behavior as a man-
ifestation of an investment-like decision-miking process. Their
studies have indicated that student background and ability,
s0 important in status attainment and the early formation of
educational aspiration, remain important throughout the gen
eral process of college choice, interacting in important ways
with institutional and environmental factors in college going
investment decision-making.

A series of pioneering college choice studies by psychol
ogists found that

the characteristics of the students enrolled by an institution
are highly related 1o medsures of the psychological environ
ment or “climate’ of the institution. If, das these findings sug
dest, the college environment is determined to a large extent
by the kinds of students ar the institution (Astin 1965, p. 3)
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then perhaps the widely-observed tendency of prospective
students to attend colleges with st. dent bodies similar to
themselves is a healthy, natural process of student self:
distribution. These findings also suggest that colleges wishing
to change their institutional climate and its impact on stucients
may aced to begin by recruiting students with desitable attrib-
utes different from those of their present students.

The most general and consistent findings of each group
of studies offer general guidelines which may increase the
eftectiveness and appropriateness of certain essential enroll-
ment planning and student recruitment practices.

CTollege Choice and Macro-Level

and Micro-Level Studies

The dedication of higher education scholars to the study of
how environmental, institutional, and student characteristics
influence enrollmenis and college-going behaviors has been
i highly productive response to the changing marketplace,
Each study of the higher education marketplace and college-
going behavior can be classified in one of two prinary <ate-
gories: macro-leveland micro-level studies The two types of
research designs differ primarily in the type of data used and
in the statistical procedures used to analyze the data.

Macro-level studies focus on the relationships between
the enrollment behavior of student groups and various envir
onmental, institutional, and student characteristics. These rela
tionships have been studied across both groups at one point
in time and across many years for one group.

Such studies are designed to describe, explain, and predict
the total, or “aggregate,” enrollment for an institution, a state,
dregion, or a nation. Linear regression is the most common
statistical procedure used o analyze data on the behavior of
students in groups. Such procedures provide estimates of the
cffect onan institution’s enrollment of a change in an envir
onmental or institutional characweristic.

These studies are valuable particularly to administrators
and policy- makers wishing to consider the probable enroll
ment effects of environmental or institutional characteristics
in the processes of policy formation, eavironmental scanning,
enrollment planning and forecasting (Hossler 1984, pp. 13,
28).

Micro-level studies focus on the relationships between
the enrollment behavior of individual students and various

8
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environmental, institutional, and student characteristics. These
relationships have been studied primarily across many stu-
dents at one point in time. Logit, probit, and discriminant
models are the most common statistical procedures used in
these studies to analyze data on how individual students make
choices.

Such studies are designed to estimate the effect of various
environmental, institutional, and student characteristics on
the “probability” that a student will choose o pursue a par
ticular college or noncollege option from among 4 set of
options. They are useful particularly for administrators and
policy-makers wishing to consider the effects of changes in
institutional or student characteristics on individual student
choices among college and noncollege options (Hossler,
Braxton, and Coopersmith 1989, pp. 281-282).

For micro-level studies, excellent measures of stadent char-
acteristics drawn from individual student data can be com
bined with summary measures of institutional and environ-
mental characteristics in the careful examination of individual
student college cholce behavior. A weakness of the micro-
lerel studlies is that they are cross-sectional in nature and it
is difficult tg devise meaningful measures of environmental
characteristics which vary across individual students at one
point in time. Fortunately, this is the forte of the micro-level
studies.

A weakness of the macro-level studies is that they rely on
group data so that student characteristics must be measured
in terms of group averages which are unable to reflect vari
ation across individual students. However, this is the forte
of the micro-level studies.

Clearly, a thorough understanding of the findings of both
research methods is essential for effective policy making,
envollment planning, and student recruitment,

Student college choice is a complex phenomenon. Efforts

of policy-makers at the federal, state, and institutional levels
t0 mfluence the college choice provess will bave to be more
carefully targeted if they bope to increase their effectiveness
{Hossler and Gallagher 1987, p. 218).

Micro level studies of individual student choice behavior
also provide a foundation for institution specific narketing
research studies. Such studies are based on the competitive

U nderstandog Student Evrollment Beharier
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nature of the college choice process and offer a variety of
implications for enrollment-influencing changes in institu-
tional policies. An individua! institution now can estimate the
effects of specific institutional and student characteristics on
the probability that an inquirer or applicant can be turned
into a matriculant. The marketing research study provides an
institution with the power "to see oneself through students'
eyes” (Hossler, Braxton, and Coopersmith 1989, p. 281).

This report tums now to examine the nature and practical
implications of the findings of macro-level and micro-level
studies conducted over the past 25 years.
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ENROLLMENT BEHAVIOR

Macro-level studies often are called envollment demand st
dies ‘They help an institution plan for and forecast its total
enroliment and examine and estimate the way ir ~aich
changes in environmental characteristics, such as demographic
or economie factors, influence its enroliment,

The “enrollment process begins with strategic planning
that . . . should address a realistic assessment of the demand
for the college's product,” states Hossler 1984, p. 144). But
strategic planning is “the process of developing and main-
tining a strategic fit between the institution’s goals and capa-
bilities and its changing marketing opportunities,” in Kotler
and Fox's definition (1985, p. 73).

The first step in a college’s strategic planning process is
an analysis of its environment. Such an analysis identifies
major characteristics of the environment, anticipates and esti
mates the likely impict on enrollment of changes in these
factors, and whether this impact will be positive or negative
(Kotler and Fox, 1983, p 79). The results of this environmen-
tal analysis, or scanning, can provide administrators with
important initial enrollment planning assumptions and a con
text within which to consider possible institutional responses
to anticipated environmental changes.

‘This report will now review national, state, and institution
focused studies. both separately and in combination, to ofter
guidelines for more effective environmental scanning, insti
tutional respondmg, and entollment planning, intportant
aspects of the strategic planning component of enroliment
managemernt.,

National Studies

Table 1 presents the results of three sets of studies which
investigated the relationships between total, or aggregate,
enrollments (or enrollment ratios) and various environmental,
institutional. and student characteristics. The table classifies

14 studies according to whether they examined what deter
mines enrollment at the national, state, or institutional level.

it also shows which studies found which factors to be impor
tant determinants of enrollment. A (+) or () in the table indi
cates whether increases in each of the environmental, insti
tutional, or student characteristics tend to increase or decrease
cnrollment. All variable names are abbreviated, with tull deti
nitions presented below table 1.
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TABLE 1
MACRO-LEVEL ENROLLMENT STUDIES

TYPES OF VARIABLES
ENVIRONMENTAL INSTITUTIONAL STUDENT
PJCIN(S|I]|C]|F L{UIP|TIS|L{S AllL]P
O[J1JIA[R|O|A O|RIA|UIEIC]|T BIN|E
PIOJOJR|A|M] I CIB{R|IT|LILIA 1|CID
BIBM|IT|IP[D ATIT MIT L
SISIYLE N E
NATIONAL STUDIES YR
Campbell/Siegel 67 |+ - +
Freeman 75 f+|+]- 1+
Galper/Dunn B |+ . +
Handa/Skolnik 75 +- - +
Mattila B2 [+]|+]- [+ + - +
STATE STUDIES
Corazzini, et. al. 72 |+ - - +l+ 14
Hopkins 74 |+ - + - +]+
Stafford et al, R4 |+ +l+
Tannen 7™ {+]+]- . + . +ls
Wish/Hamilton B [+ (+]-
INSTITUTION STUDIES
Hoenack/Weiler 79 {+|+]- - |+ .
Krakower/Zammuto K7 - + +-{+]-1+
Paulsen/Poge B+ |+ - ?
strickland et al. B |+ + - +

Variable Definitions.

A Environmental Chariacternisiics
Pop = relevant populiation of irditional college aged cohort
Ciobs = ob market opportunities for college graduates
Niohs = b market opportunities for noncollege graduates
sarmy = size of the armied services
Irate = avorge interest rate in the econ my
Comp = percent of ehigibles enralled m or residing near competing mstintons
Fuid = federal and state financ al aid per student

B. [nstitutional Charadenstics
Lo = location wath respect to the poos on e tential students
Urban = an urban location
Part = percent o an instotion’s encollment that topan ume
Tuit = wition or tmtion and fees
sl = adimissions selectivity of an msttution
Ledm = percent of degrees conferred inants and soences
Sate = percent of institution's enrollment trom i state

G Student Charactensines (Group Averages)
Abtl = average academic abilit: of retevant student gre np
tne = family income levet
Ped = parental cducation leved




As expected, enrollment at the national level was directly _

related to various measures such as the population of poten:
tial students and the numbers of high school graduates When
(Campbell and Siegel 1967; Freeman 1975; Galper and Dunn ~ WABEES and
1969; and Mattila 1982).
The relationship between enrollment and possible job mar- for ”o”coaege

ket opportunity is more interesting and informative. While gmduata are
enrollment was related directly to salaries and employment the
opportunities for college graduates, it was related inversely «

to wage and employment opportunities for noncollege grad:

uates (Freeman 1975; Handa and Skolnik 1975; and Mattila cost” Of C%
1982). These findings highlight the importance of recognizing  #s alsO

and measuring the two separate parts of the job market. One inmfng.

set of indicators is needed to measure job nurket opportun.

ities for college graduates, while another is needed to mea-

sure opportunities for noncollege graduates.

For the typical high school senior or graduate, the two mea-
sures of job market opportunities may have opposite effects
on the likelihood of college attendance. When job market
opportunities in professional and managerial positions, tra:
ditionally filled by college graduates, improve, they increase
the perceived benefits of college and the likelihood of
attendance.

However, when job market opportunities in positions avail
able for noncollege graduates improve, this increases the per
ceived costs of college and decreases the likelihood of atten
dance. Foregone income is part of what a college student
gives up in order 1o attend college. When wages and employ
ment for noncollege graduates are increasing, the “oppor:
tunity cost” of college is also increasing (McConnell and Brue
1980, pp. 76:78).

For a high school senior or graduate who is unsure about
college attendance, monetary benefits and costs can influence
his or her choice between college and noncollege. For exam
ple, when the economy moves into a recession, employment
in pasitions available for noncollege graduates may decrease
substantially, while employment in college-level professional
and managerial positions remains more stable. On average,
the noncollege graduate now has less to give up to attend
college (lower opportunity cost) and the attractiveness of
opportunities for college graduates relative to noncollege
graduates increases along with the likelihood of college atten
dance (Matdila 1982, pp. 250 251; Paulsen and Peseau 1989,

U nderstanding Student Enrollment Belwrior 13
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pp. 10-11)

When the economy expands out of a recession, the pattemn
of incentives is reversed. Employment of noncollege grad-
uates, which decreused rapidly during the recession, now will
increase rapidly during the recovery. On the other hand,
employment in college-level positions, having decreased less
during the recession, will now increase less rapidly during
the recovery. As a result, the attractiveness of opportunities
for college graduates relative to noncollege graduates would
decrease. At the same time, the likelihood of college atten.
dance would fall, all else equal.

Public policies affecting the growth in the size of the armed
forces is another important determinant of enrollment at the
national level. However, the nature of this relationship seems
to depend on whether the sample period of study included
World War II and the Korean War, or the Vietnam War.

During the carlier period, enrollment fell when the size
of the armed forces increased, and enrollment increased when
the number of discharges from the armed services increased
(Galper and Dunn 1969). During the Vietnam period, how-
cver, the proportion of 18 to 24 year olds inducted each year
and the number of servicemen on active duty were associated
with enrollment increases, while only the cumulative pro-
portion of 18 to 24 year olds in the armed services was asso-
ciated with enrollment decline (Freeman 1975; Mattila 1982).

These results indicate a shift in attitudes toward service in
the armed forces between the two periods. It appears that in
the more recent period, avoidance of military servic. oy
have provided incentive to attend college.

While the national studies clearly focused prinmarily on
environmental determinants of enrollment, they also consid-
ered one institutional characteristic (tuition) and one student
characteristic (income). Both characteristics were measured
in terms of group averages.

As expecied, enrollment at the national level was directly
related to income (Campbell and Siegel 1967; Galper and
Dunn 1969; Handa and Skolnik 1975; and Mattila 1982), and
inversely related to tuition (Campbell and Siegel 1967; Handa
and Skolnik 1975).

A composite index of the benefits and costs of college can
be computed to estimate the rate of return to an investment
in a college education. Enrollment at the national level was
related directly to such a measure of rate of return in a study

S



" by Mattila (1982). Rate of return increased when eamings of
" persons with one or more years of college increased, or if

" financial aid to students increased. Rate of return decreased

..

- when eamings of high school graduates with no college edu- -

cation increased, or when tuition and fees increased.

State Studies
: While most factors determining enrollment examined in the

state studies also were investigated in the national studies with
similar results, the state studies considered two additional
environmental factors (interest rates and proximity of com-
peting institutions ), one additional institutional characteristic
(location or aceessibility), and two additional student char-
acteristics (parental education and student ability).

Environmental factors

Interest rate measures represent indicators of the cost of bor-
rowing to attend college. As expected, enrollment at the state
level was related inversely to market interest rates. A one per-
cent decrease in interest rates was associated with nearly a
one percent increase in a state’s college participation rate
(Tannen 1978, p. 495).

Proximity of competing institutions. Public sector enroll-
ment at the state level was inversely related to the proximity
or accessibility of private institutions to pools of potential stu
dents. On the other hand, private sector enrollment was
related directly to the accessibility of private institutions to
the population of eligible students (Hopkins 1974).

Those findings highlight the importance for potential stu-
dents of both the adrerse effects on enrollment when com
peting institutions are nearby, and the positive effects on
enrollment when an institution has an advantageous location,

Student characteristics
While national level studies focused most on environmental
characteristics, state-level studies focused most on student
characteristics by using measures based on group averages.
Enrollment in these studies was related directly to such mea
sures as parental education (Corazzini, Dugan, and Gra
bowski 1972; Hopkins 1974; Staftord, Lundstedt, and Lynn
1984; and Tannen 1978), and Project Talent achievement test
measu, es of student academic ability «Corazzin et al., 1972).
The eftects of student characteristics on enrollment are con
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sidered more thoroughly later in this report where micro-level
studies are reviewed. Since such studies rely on individual
student data, their measures of student characteristics are
superior to those achievable with group data in these macro-
level studies.

Institutional Studies

All of the environmental and student determinants of enroll.
ment examined in the institutional studies also were inves:
tigated in the national and state studies with similar results,
However, the institutional studies considered the enirollment
effects of five additional institutional characteristics:

* pereentage of insstate students

¢ percentage of part-time students

o percentage of degrees conferred in liberal arts fields
* admissions selectivity

o urbun versus rural location.

Urban location. An urban location was found to be an
important determinant of enrollment at the institutional level,
“The tess rural {more urban] the industrial character of the
geographical area, the greater the contribution to college
enrollment” (Strickland et al. 1984, p.48).

Part-time students. Krukower and Zammuto (1987) stud-
ied the effects of various institutional characteristics on enroll-
ment at ditferent types of institutions. Enrollment at all types
of public institutions and enroliment at private doctoral insti
tutions were related o the percentage of part-time students.
These findings might represent, in part, the positive effects
on enrollment of an urban location where there is a larger
potential pool of students who work full 8 ae, or part time,
for employers willing to finince education, and who are in
a position to commute tottend college part time.

Admissions selectivity. Public sector enrollment was
related directly to admissions selectivity measured by the aver
age freshman SAT score.

In-state students. Finally, enrollment at public doctoral
and private two year institutions was related directly to the
percentage of their enrollment accounted for by in state
studdents.

Though they give no explanation for these difterences
across institutional types, the authors strongly advise against




.+ making generalizations about what determines enrollment

from one institutional type to another (Krakower and Zam-
muto 1987).
Curriculum. An institution’s curriculum is an important

" factor in determining enrollment. Between 197576 and 1980

81, enroliment at private general baccalaureate institutions
wis related inversely to the pereentage of degrees conferred
in traditional liberal arts and teacher training fields, and
directly related to degrees conferred in nontraditional pro-
fessional or occupational fields (Krakower and Zammuto
1987).

Examining the relationship from a different perspective,
Paulsen and Pogue (1988) studied a sample of private liberal
arts and comprehensive institutions over a more extended
period from 1965 through 1981, The effect of curriculum
(measured by the percentage of degrees conterred in tradi
tional liberal arts and teacher training fields) on enrollment
varied according to what was happening to conditions in the
job murket for college graduates.

All else equal, when conditions in the college job market
deteriorated, enrollment growth favored institutions confer
ring more degrees in professional or occupational programs
such as business, accounting, or mass communications. How
ever, when conditions in the college job market improved,
enroliment growth favored colleges conferring greater per
centages of degrees in traditional liberal arts and teacher train
ing fields (Paulsen and Pogue 1988, p. 280).

A possible explanation for this interesting pattern is that
when conditions in the college job market are poor, employ
ers are likely to find sufticient numbers of occupationally
trained graduates who may be initially better prepared for
many specialized “positions for which arts and sciences grad
uates must be further trained at the employer’s expense. ‘This
may give the more specialized graduate a market advantage

over his more generally educated counterpart”™ (Paulsen 1983,

pp- 112 113).

Summary and Guidelines for Enrollment Planners
studies of what factors determine enrollment have provided
us with i foundation for more effective environmental anal
yais. enrollment planning, and forecasting. These studies have
examined the relationships between group enrollment behiy
ior (at the national, state, or institutional level) and environ

Undenstandinig Student Enrollment Beharior
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mental characteristics, institutional characteristics, and student
characteristics. This research provides us with the background

necessary to predict the probable direction of change in enrol-

Iments associated with changes in any one of these factors,
all else equal. '

Noteworthy in table 1 is the fact that all factors examined
at more than one level were found to have similar eftects on
enrollment at each level. The greatest strength of the studies
tiaken as 4 whote may be their ability to estimate the probable
enrollment effects of environmental and institutionat char-
acteristics. These factors are measured, appropriately and
meaningfully, using group average meusures.

However, such studies are less effective in estimating the
probable effect of student characteristics on enrollment. The
imprecision of group average measures of student character
istics makes them clearly inferior to the measures which data
on individual students can provide.

Aggragate, or nucro-level, enrollment studies often are
referred to as research on the demand for higher education.

A conceptual understanding of the demand for higher edu
cation is a part of the expertise of enrollment management
... Jand] this research is an important part of the special.

ized knowledge base that can professionalize and lend cred

ibility to enrollment managers (Hossler 1984, pp. 13, 28).

The following list of gencralizations is drawn from the find
ings of the aggregate studies of enrollment determination.
‘They represent the most consistent and dependiable macro
level findings regarding the effects on enrollment of changes
in environmentat and institutional characteristics. The list is
oftered to aid institutions in formulating basic assumptions
on enrollment planning,

L Demographic Pictire. Enrollnient is directly related o the
size of the relevant population of eligible students, inciud
ing the number of high school graduates in recruitment
ares.

2. Job Market Benefits of College. Enrollment is directly
related to job market opportunities for college graduates,
and inversely related to job market opportunities for non
college graduates.
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3 Opportunity Costs of College. Enrollment is inversely

related to the income that people attending college
forego. During general economic recessions, foregone
income costs tend to decrease, while during general eco-
nomic expansions, the opportunity to eam income tends
to increase.

4. Size of Armed Services. Recent research suggests that
enrollment is directly related to the annual percentage
of 18 to 24 year olds inducted into the armed services
(possibly due to avoidance of military service). However,
it remains inversely related to the cumulative proportion
of the traditional college-going age group which is in the
armed services,

5. Dirvct Costs of CollegeEnrollment is directly related to
factors which reduce direct costs such as federal, state,
and institutional financial aid. 1t is inversely related to fac:
tors which raise direct costs such as higher tuition or
higher interest rates for student borrowing,

6. Competition. Enrollment is inversely related to the prox
imity of competing institutions to pools of potential
students.

7. Location. Enrollment is directly related to having an advan

tageous location to potential students. An urban location
is particularly advantageous because of its accessibility
to pools of potential students in general, and to potential
part time attenders in particular.

8. Curricudum. One measure of an institution’s curriculum
is the percentage of degrees it confers in traditional liberal
arts and teacher training fields as opposed to nontradi
tional professional or occupational fields such as business,
engineering, or social work. The enrollment attractiveness
of curriculum in these terms depencis on what is happen
ing in the job market for college sraduates.

When conditions in the college job market deteriorate,

enrollment growth favors institutions placing greater curricular

emphasis on specialized professional or occupational cur
ricula. When conditions in the college job market improve,

enrollment growth favors institutions placing greater curricular

emphasis on traditional liberal arts und teacher training
curricula.
Variations in enrollment changes

While macro level studies have been consistent in their find
ings regarding the “direction of change™ in enrollment due

Endenstanding Student Enrolinient Bebeor
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to changes in environmental and institutional factors, esti-
muates of the “magnitude of change” vary considerably.

An interesting and important study conducted by Krakower
and Zammuto (1987) demonstrated the considerable variation
in the magnitude of enrollment changes due to environmental
and institutional characteristics. They observed significant vari.
ations “between the same types of institutions across the pub-
lic and private sectors and different types of institutions within
both the public and privite sectors™ (p. 348). Their conclusion
was that generalizing the magnitude of enrollment change
due to environmental and institutional characteristics across
either institutional type or sector tsually will be inaceurate
(p. 352).

To obtain more accurate estimates of the magnitude of such
enrollment changes for an individual institution, the enroll-
ment management system should call upon its institutional
research office. For social scientists in the office, any one of
the following approaches should be both straighttorward to
carry out and potentially effective:

* Assemble and analyze time series data on relevant envir-
onmental and institutional factors for your college, esti
mating the magnitude of enrollment eftects for cach factor
using multiple regression.

* Use cross section data on institutions similar to your own
and then proceed as above.

* Assemble and analyze both time series and cross section
datr on institutions similar to your own and proceed as
above,

The third option may be the most fruitful because the range
ofvariubles for obtaining meaningful measures is wider and
a'so beaause additional control techniques are available when
you pool time series and cross section data (Krakower and
Zammiuto 1987; Paulsen and Pogue 1988; and Paulsen 1989h).

An excellent example of a research office’s effectivencss
i estiniting the magnitude of the effects of variables on
corollment for a particular institution is found in Hoenack
and Weiler (1979). They used a madel of institutional earoll
ment determination to forecast the proportion of cligible high
school graduates who atended the University of Minnesota,

They used time series datand mcasures of job market

3
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opportunities for college and noncollege graduates, the
opportunity costs of college, the direct costs of college

(tuition and financial aid), and a measure of the accessibility

of competing institutions to eligible high school graduiates.
Their model explained nearly 90 percent of the year to-
year variation in the enrollment ratio over i 29-year period,
with the standard error of the estimate ranging from only .6
pereent to 2.2 pereent (Hoeneck and Weiler 1979, p. 100).
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El{l\C W

Aruitoxt provided by Eic:

| 23



COLLEGE CHOICE AND INDIVIDUAL STUDENTS

While the macro-level studies examine the enrollment behav
jor of students in groups, the micro-level studies focus on the
factors which influence the decision-making processes of indi-
vidual students who must choose from college and noncol
lege options. Micro-level studies shift the focus of research
from national, state, and institutional enrollment amounts to
the estimation of the probability that an individual student
will choose a particular option.

Using primarily multiple regression, logit, and probit esti
mation procedures, researchers seck to identity the environ
mental, institutional, and student characteristics that may influ
ence the probability of a specitic option being chosen. Next,
they try to estimate the effect that changes in each character:
istic may have on the probability thata student will niake a
particular choice,

The first set of micro level studies reviewed in this section
are based on large national or regional datasets and focus pri
nuarily on the choices of traditional aged students. The second,
and smaller, set of studies reviewed investigate the college
going decision-making of students of nontraditional age.

The findings are reviewed, analyzed, and synthesized in
an effort to develop generalizable theories of the influence
of various student, institutional, and environmental attributes
on individual college choice behavior.

Two of the principal researchers and theory builders in this
field summuarized their purpose as follows: “Although we have
tried to give a broad view of the determinants of college-going
hehavior, our work has been motivated in large part by issues
of current policy concern™ (Manski and Wise 1983, p. 1). Find
ings from these micro level studies are useful for policy for
mation and effective student marketing and recruitment prac
tices aimed at influencing a prospective student’s college
decision making process.

The practical applications of understanding college choice
hehavior can be communicated more clearly with the aid of
the hesptul concepts and terminology of academic marketing.

Marketing Concepts and Terminology

The "marketing concept” for educational institutions means
that a college will be able to achieve its goals most eftectively
by considering the preferences of potential students (Litten,
Sullivan. and Brodigan 1983, p. 14). “Marketing is the analysis,
planning, implementation, and control of carefully formulated

The primary
“task of the
institution is
to determine
the needs
and wanls
of target
markets, and

them..."”
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programs designed to bring about voluntary exchanges of
vilues with target markets to achieve institutional objectives™
is the broader definition of marketing devised by Kotler and
Fox (1985 p. 7).

The primary “task of the institution is to determine the
needs and wants of target markets, and to satisfy them through

- appropriate and competitively viable programs and ser-
vices™ (Kotler and Fox p. 10). When these practices are
applied in higher education, Litten (1980, p, 42) refers to the
process as “academic marketing,”

One marketing goal institutions might want to consider
is to determine how the pereeptions held by admitted appli-
cants regarding its college as compared to its competitors may
be enhanced to achieve the most favorable match between
the college’s goals uid student preferences (Maguire and Lay
1981, p. 137).

Colleges are learning to apply the marketing coneept effec-
tively by proceeding through the following steps:

ldentify the competition. 1demtify the institutions with which
your college most often competes.

Determine your image and market position. Determine
what image potential students have of your institution, and
how this compares to the images they hold of your closest
competitors.

Mewrket segmentation. Divide potential students into Lroups
according to student characteristics which may differentiate
among them in terms of the relative attractiveness of your
image and that of your competitors. In other words, identify
groups possessing characteristios which tend o increase the
likelihood that they will find your image attractive, thereby
increasing the probability they will want to matriculate at your
college

A market segment is “agroup of people who - it char
acteristios, behavior, desires, needs, pereeptions, or other phe
nomeni that are similar within the group but are distinet from
the rest of the market or from other groups in the market”
CLitten, Sullivan, and Brodigan 1983, p. 15). Market segmen
ttion is o specific nurket research technigue which divides
potential students into separate groups according to specitic

3



student characteristies or profiles of characteristics. Th. s

important because student preferences on various college

attributes often vary according to student characteristics.
Common segmentation variables include:

* geographic—region, city or county size, population den.
sity, distance from institution;

* demographic—age, sex, family size, family life cycle, par-
ents” educittional attainment, income, parents” oceupit
tional status, student’s oceupational and employment sta
tus, religion, race, nationality;

¢ acitdemic —educational level, educational aspirations, apti-
tude, achievement:

¢ psychographic -social class, lifestyle, personality, values,
attitudes, preferences for college attributes;

¢ behavioral—-benefits sought, type of user, rate of usage,
loyalty status, readiness stage;

* market yield - primary, secondary, tertiary;

* phuse in college choice process - -prospects, canidiates,
applicants, admitted applicints, matriculants, alumni
(Thlanfeldu 1980, pp. 77 -90; Ingersoll 1988, p. 211; Kotler
and Fox 1985, p. 179).

Determining a marketing strategy

Kotler and Fox (1985) detine a murketing steategy as “the
selection of a trget market, the choice of a competitive posi
tion, ind the development of i eftfective marketing mix to
reach and serve the chosen market™ (p. 132). The marketing
mix in higher education is a combination of college attributes
arranged in the following citegorics: programs, prices, pro
motions, and places of delivery.

The eftective college must develop and promaote its atri
butes so that they generate the most effective nueh between
the preferences of students with desired characteristics and
the college's mission. This means idenutying tirget markets
where students have desired characteristics and where enroll
ment could be increased through mission consistent adjust
ments and improvements in program offerings, prices, the
places where they are offered, and the effectiveness with
which these atributes are accurately communicated and
promoted

The rest of this report discusses many important practical
applications of college choice behavior for eftective student
nurketing and recruitment.
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Student Characteristics
General findings regarding the effect of student characteristics
on the likelihood of college attendance or the selection of
a particular institution can guide recruiters in subdividing
potential student pools into groups possessing characteristics
similar to those who most often matriculate at their institution.
such guidelines can help institutions identify markets with
the greatest potential for recruiting students.

Based on characteristics of student background and ability
alone, individuals are more likely to attend college when:

1. they are white rather than nonwhite (Jackson 1988; Manski

and Wise 1983).

. they are not married (Borus and Carpenter 19845 Stephen-

son and Eisele 1982).

3. family income is higher (Christensen, Weisbrod, and
Melder 1975; Jackson 1978, 1988; St. Johin 1990).

4. parents’ educational attainment is higher (Kodde and
Ritzen 1988; Manski and Wise 1983.

5. tather's occupational status is higher (Conklin and Dailey,
1981; Leslie, Johnson, and Carlson 1977).

6. parental encouragement is greater (Radner and Miller
1975; Trent and Medsker 1968; Conklin and Dailey 1981).

7. their own educational or occupational aspiration is higher
(Borus and Carpenter 1984; Conklin and Dailey 1981).

8. academic aptitude is higher (Anderson, Bowman, and
Tinto 1972; Blakemore and Low 1983; Kadde and Ritzen
1988)

9. high school academic achievement is higher (Leslie, John-
son, and Carlson 1977; St John 1990).

10. a college preparatory curriculum is followed in high
school (Borus and Carpenter 1984; Conklin and Dailey
1981).

1. more peers plan to attend college (Manski and Wise 1983,
Nolfi et al. 1978).

|89

Institutional Characteristics

An understanding of the general and direct effects of insti
tutional characteristics on college choice can assist enrofiment
managers to develop and implement the best marketing strate
gies. These strategies will include the most attractive market
ing mix of programs, delivered in appropriate places, at
acceptable prices.

14



In terms of institutional characteristics, the ditractiveness
of college in general, and the attractiveness of a particular
college tend to increase when:

e tuition is lower (Corman and Davidson 1984; St. John
1990; Tierney 1980, 1982).

o when financial aid is greater (Leslie and Fife 1974; St John
1990; Stephenson and Eisele 1982).

o room and board costs are lower (Manski and Wise 1983;
Nolfi et al. 1978).

o the distance from home to college is less (Anderson,
Bowman, and Tinto 1972; Blukemore and Low 1983).

o admissions selectivity is higher (Kohn, Manski, and Mun-
del 1976; Tierney 1980, 1982).

o curricutum offerings are greater (Bishop 1977; Kohn,
Manski, and Mundel 1970).

How Student and Institutional Characteristics Interact
Other findings of great practical importance but less widely
understood and applied involve the ways in which student
hackground and ability interact with institutional character
istics in determining student selection of a college. Several
of these characteristics tend to either increase—or decrease -
the effect of institutional cost and quality on college choice,

A better understanding of how student and institution char
acteristics interact and affect college choice can help enroll-
ment managers to more effectively tailor their marketing mix
according to students in various markets. This is important
because student preferences regarding college vary according
to student characteristics.

The following may serve as a foundation for such efforts:

College becomes less dttractive to students when tuition
eapenses, room and board expenses, and distance from bome
incredse.

However, these effects are significantly greater for students
at lower income levels and for those with fower aptitude. At
higher levels of student income und aptitude, these effects
become less important (Manski and Wise 1983; St john 1990,
Tierney 1982).

College becomes more attractive as the drailability of finan
cial aid increases, particularly scholarship aid.

However, this effect is reduced for students at higher in
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come levels because they have less chance of receiving finan-
cial aid (Blakemore and Low 1983; Leslie and Fife 1974;
Manski and wWise 1983),

The financial aid effect is enhanced for those of high aca-
demic achievernent and for those who are nonwhite because
these two characteristics increase the chance of getting finan-
cial aid, especially scholarship aid (Blakemore and Low 1983).

Furthermore, the higher probability of aid for nonwhites
is important because it enhances the chances that they will
have access to higher education institutions. It also enhances
the possibility that they will attend since they also are more
cost sensitive,

St John and Noell (1989, pp. §77 79) found that for black
and Hispanic minorities, grants alone or aid packages with
loans and grants were more likely to promote college atten:
dance than aid in the form of loans alone,

How selective an institution is in its admissions policy is a4
measure of quality for many students,

On average, therefore, the atractiveness of college increases
with this measure of quality.

However, when students select a particular institution to
attend, they tend to rely on a selection process based on the
difference between their own aptitude and the average apti
tude of students wttending particular institutions.

Generally, students prefer to atend i college where the
average aptitude of students is equal w, or only moderately
exceeds, their own aptitude (Radner and Miller 1975). A typ
ical student

woudd be most likely 1o choose the college with an Crage
SAT score about 10O points bigher than bis own. He would
he less likely 1o choose a school with « bigher ai erdge, and
also less likely 1o choose a school with a lower arerage

- A student does not necessarily prefor the bighest quedity
school (Manski and Wise 1983, p. 19

Environmental Characteristics

The results of macro-level studicés reveal that 2 variety of envir
onmental factors have an important impact on enrollment
behavior. Untortunately, in micro level studies, it s more dif
ficult to devise meaningful messures of environmental facters
since thiey vary across students. However, i@ number of studies



have examined the influence of job market factors on college
choice behavior.

Most of the studies examined in this section are based on
large national or regional datasets. This means that focal eco-
nomic conditions, which vary across different locations, have
been available. Micro-level studies regarding the impact of
job niarket factors on enrollment behavior generally support
the findings of macro-level studies.

A student is more likely to attend college,

¢ when job market opportunities for college graduates
increase (Bishop 1977; Kodde and Ritzen 1988; Leslie,
Johnson, and Carlson 1977). Increases in salary or
cmployment opportunities for college graduates increases
their perception of the monetary benefits of college. This,
in turn, increases the probability they will atend a higher
education institution.

¢ when job market opportunities for noncollege graduates
decrease (Corman and Davidson 1984; Kadde and Ritzen
1988). When wage and employment opportunities for
noncollege graduates decrease, the amount of income
students forego while attending college also decreases.
This increases the likelihood students will attend.

There also is evidence that the family income of a student
influences this eftect. In their analysis of National Longitudinal
Survey data on over 20,000 1972 high school seniors, Nolfi
etal. (1978, p. 151) found this factor was “considerably larger
for the low income than for the high income group.”

When job market oppontunities tor noncollege graduates
decrease, the probability of college atendance would rise
more for lower income than for higher income individugls,
Alternatively. when job market opportunities tor noncollege
graduates increase, the probahility of college atendance
would tall more for lower income individuals than for higher
income individuals.

Student Responsiveness to Cost

A review of college choice studies examined the differences

and changes in student responses to five key components of
college cost: taition, room and board, travel, cost of foregone
carngs, and financial aid (Leslie and Brinkman 1987,
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pp. 195-197). The researchers observed that Kohn, Manski,
and Mundel (1976) found students responsiveness to tition
was greater than to room and board costs, which was greater
than their response to travel costs.

Similarly, Bishop (1977) found responsiveness to tuition
exceeded response to room and board and travel costs, which
greatly exceeded response to the cost of foregone eamings.
Jackson (1978) and Leslie and Fife (1974) found that student
response to tuition was significantly greater than their respon-
siveness to financial aid.

More recent studies have suggested that student respon-
siveness to most of these componernts of college cost are sim-
ilar. Manski and Wise's 1983 “highly regarded work . . . shows
roughly equal student sensitivity among tuition, student aid,
dormitory costs, and foregone earnings . . ." (Leslie and Brink.
nian 1987, p. 196).

Tierney's (1982) recent study also indicates that students
now respond similarly to changes in wition and aid. However,
while students appear to be responding more equally to
tuition, room and board, financial aid, and foregone earnings,
there is still insufficient evidence to conclude that they
respond similarly to travel costs.

Some of the most recent evidence comes trom a study of
the class of 1982, The findings indicate that for all income
classes combined, students' college attendance was consid
erably more sensitive to financial aid than to wition (St John
1990, p. 168). For low income students, an increase in grant
aid increased the likelihood of attendance more than two and
one half imes as much as an equal decrease m tuition
(p. 169). Such

Sinddings seem intuitively consistent with enrollment trends
during the 1980, when ... many institutions barve adopted
enroflment menagement techniques that emphasize using
a set portion of tuition rerenues for need based grant aid
Discount pricing conld be expected to keep enrollments
higher than projected, if in fact students were more respon:
sive to changes in grant aid than to changes in tuition

(M. John 1990, p. 172).

College Attendance and Nontraditional Students
The fargest single demographic source of enrollment growth
in the 198Os has come from students of nontraditional age

Q ‘}.\)




o (2Sor older). Between 1976 and 1983, two-thirds of the over-
. all inerease in higher education enrollment was due to
* increases in attendance among students aged 25 and over.
© Between 1980 and 1985, enroliment among those aged 24
and under decreased by 412,000, while enrollment among
those aged 25 and over increased by 561,000, s0 that total
enrollment grew by the difference of about 150,000 Between
1990 and 2000, those aged 35 to 64 will increase by 24.1 per:
cent (Frances 1989, pp. 34, 158, 159).

Clearly, it has become increasingly important for us to
understand the enrollment behavior of individuals in this
expanding group. Untortunately, very little research attention
has been given to the study of nontraditional student
enrollment.

This report assembles from available research the student,
institutional, and enviconmental determinants of college atten:
dance among nontraditional students. More detailed expla
nation of the complex effects or interaction of some variables
is provided as needed.

In examining the effects of these factors, recruiters should
reflect on the practical implications regarding market segmen
tation and the appropriate marketing mix for the recruitment
of wonen. Women accounted for 98.4 pereent of the overall
increase in enrollment between 1980 and 1987 (Frances 1989,
p. 155).

Nontraditional age students are more likely to attend college
when:

. the student is white (Bishop and Van Dyk 1977).

2 the student's own oceupational statas is higher (Anderson
and Darkenwald 1979: Bishop and Van Dyk 1977; Corman
1983).

3. the student’s previous educational atainment is greater
(Anderson and Darkenwald 1979).

+. the student's own income is greater (Anderson and Dar
kenwald 1979).

A researcher noted some of the more specific effects of
income on attendinee. For instance, income level among
women is positively related to attendance ati college. but
negatively related to attendance atan occupational school.
Those with lower incomes may be more likely toattend ocen
pational school. Also, income was found to be negatively, but
not significantly, related to college attendance among men.

aid than to
tuition.
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ERIC 33

Aruitoxt provided by Eic:

3



ERIC

Aruitoxt provided by Eic:

A possible explanation for the differences between sexes may
be that since men'’s incomes are higher on average, the effect
of foregone income may outweigh the effect of the ability

to pay from higher incomes among men (Corman 1983,

p. 263).

5. the student is at 4 younger age (Anderson and Darkenwald
1979; Corman 1983).

0. the student is not married. This finding was statistically
significant for women only (Corman 1983, p. 201).

7. the student has fewer children under 18 years of age
(Bishop and Van Dyk 1977).

8. the student is working full-time (Anderson and Darken
wald 1979),

9. the student is a veteran (Bishop and Van Dyk 1977).

10. the student has college-level educational aspirations (Bers
and Smith 1987; Rogers, Gilleland, and Dixon 1988; Wolf.
gang and Dowling 1981),

This finding focuses primarily on the reasons students give
for returning to school. Paltridge, Regan, and Terkla (1978)
found that men were more likely than women 1o cite a degree
objective, while women were more likely to cite personal
enrichment as their primary maotivation. Bers and Smith
(1987) found through focus group interviews that men more
often cited job skill improvement as their primary motivator,
while women identified critical life changes such as divorce
or children leaving home (p. 41).

Wolfgang and Dowling observed that, overall, students Jist
“cognitive interest™ and “professional advancement as their
top reasons for attendance (1981, p. 6:43), Finally, Rogers, Gil
leland, and Dixon discovered the most frequently cited rea
sons were degree objectives, job changes, and self
improvement. However, students who were female, younger,
iand had fower incomes were most likely to cite job changes
s important reasons: and those with lower educational attain
ment were the most likely to refer o self improvement ( 1988,
pp. 202 and 209).

L the student resides @ short distance from college (Cor
man 1983 Paltridge ¢t al. 1978).
Bishop and Van Dyk observed that the proximity of a two
vear college was particularly important for nontraditional sty
dents (1977, pp. 59 and 62). Bers and smith discovered mn



their focus interviews with nontraditional students that they
really appreciated the “convenience” of having a college
“minutes from their homes™ (p. 41).

12. the college's tuition is lower (Bers and Smith 1987; Cor
man 1983).

13. the student is receiving financial assistance through finan
cial aid (Palridge et al. 1978), veteran's benefits (And
erson and Darkenwald 1979), or on welfare (Bishop and
Van Dk 1977).

14, job market opportunities for noncollege graduates are
poor (Bishop and Van Dyk 1977; Corman 1983).

1. job market opportonities for college graduates are goocd
(Bishop and Vi Dyk 1977).

Corman found that when conditions in the job market for
college graduates are good, nontraditional students are more

likely to attend oceupational schools (1983, p. 261).

16. the student is not in the armed services (Bishop and Van
Dyk 1977).

Those generalizations are essentially a list of basic enroll
ment planning assumptions about nontraditional student
choice behavior. Tt provides a context for applying academic
marketing principles to the effective recruitment of students
aged 25 and over. Each iteny has implications for identifying
target markets, bases for market segmentation, or taitoring
an appropriate marketing mix of programs, prices, promo
tions, and places for auracting students from a particular non
traditional student market segment.
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STAGES OF COLLEGE CHOICE

The increasingly competitive and complex nature of college
choice and expansion of the marketing approach to student
recruitment enhance the desire to better understand and more
effectively influence the college choice process. This has led
hoth researchers and practitioners to develop more detailed
specifications, or models, of the college choice process.

At the beginning of the 1980s,

few admission:: officers operale from a systematic muodel
af the influences on student college choice. Lacking such a
model, colleges may overlook ways 10 incredse the effectivencess
of their recrudting or, conversely, overestimate the in fluence
of recruiting activities in which they do engage (Chapman
1981, p. 490).

How Models Help

To help meet the need, therefore, researchers developed var
ious kinds of models during the decade of the 1980s. Chapr
man, for instance, developed a cansal model illustrating the
relationships between important student and institutional
characteristics and college choice behavior (. 492).

Numerous suggestions for multi-stage moedels of the choice
process appeared in the literature throughout the decade.
Among the first, Ihlanfeldt expressed the process in terms of
the useful frumnel concept in which students pass through
the categories of prospeds, candidates (inquirers ), applicants,
admittants, matriculants, and alumini (1980, p. 86). A three
stage model included (1) deciding o goto college, (2) inves:
tigating colleges, and (3) application, admission and matric
ulation (Hanson and Litten 1982, p. 75).

A madified version ot the three stage model was inserted
into a detaited causal framework, much like a more detailed
and expanded version of Chapman's madel with environmen
il characteristics added 10 student and institutional factors
(Litten 1982, p. 38R).

In a seven stuge model students consider (1) generic alter
atives (ike college, work, or military service), (2) pre wluct
foris ahternatives (like public or private, large or small), (3)

a total college set, () an awarepess set, (5) a convideraton
set, (6) a choice set, and (7) decision (Kotler and Fox 1985,
pp- 205 6).

Others focused more on broader classitication of the phases

of the choice process. Chapman and Juckson separated the
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process into just two phases: college search and college ches
ice, with a more detailed specification of the second phase
(1987, pp. 12-1-4). Davis-Van Atta and Carrier offered a three:
st model comprised of the inquiry decision process, the
application decision process, and the enrollment decision
process (1986, p. 76).

such shorter classification schemes are uite useful for
focusing research efforts and classifying findings. However,
these particular ones omit what probably is the longest and
the most powerful phase of predicting college attendiance.
This is the phase in which fundamental educational uspira-
tions are formed. It may last from early childhood through
high school and beyvond.

As the next section explains, the formation of basic wspi
rations for postsecondiry education is strongly related to st
dent buckground and ability factors.

Two simplified and parallel three stage models which
include the critical educational aspiration phase are those
presented in the work of Hossler and Gallagher (1987 ) and
Jackson (1982). The three stages, or phases, have difterent
mames, but the same meaning in the two models. Jackson's
stages are preference, exclusion. and evaluation (1982,

p- 2390 Hossler and Gallagher's stages are predispaosition,
search, und choice (1987, p. 208).

Hossler, Braxton, and Coopersmith's recent review of col
fege choice literature is organized according o a three stage
miodel (1989, pp. 248 9).

o First stuge: represents the formation o educational asp
rations as described above.

* Second stage: includes the eguisition and examination
of information about colleges to identif a limited set of
mstitutions to which to apply.

* Third stage involves the evalustion of aliernatives to
make a final college selection for nutricukation,

This section of the report will examme each stage of the
chor e process in terms ot the findings of those studies whose
prinary focus s on the nature of choice behavior inone of
those specitic stages. The following ibels will be usced to
describe the process and to suggest end points for each stage:
1 college aspiration tormation, €2 college search and appli
cation, and (3) college selection and atendance

30
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College Aspiration Formation

This section examines and interprets the findings of 16 studies
whaose primary focus is on the earliest stage in the college
choice process. This stage involves the factors and processes
which influence and shape a student’s educational aspirations.
The development, or formation, of aspirations to continue
education beyond the secondary level can take place over

a long period from early childhood through high school and
sometimes beyond. Tiable 2 shows the factors each of the 16
studies found to be related signiticantly to the formation of
college aspirations.

The earliest stage of choice behavior continues to be care:
fully studied by sociologists, psychologists, and other edu
catiomal researchers, Most studies are based on micro-level
or individual student data, and focus on the nature of factors
related to student family background, academic ability, and
high school and neighborhood context. To analyze data,
rescarchers have relied primarily on cross tabulations and
correlational studies, path analysis, regression analysis, and
anilysis of covariance structures.

A better understanding of the effects of such student char
acteristics on their plans to attend college can assist enroll
ment managers in dividing potential students into groups with
characteristics similar to their own college or university's typ
ical matriculating students’ profiles. Generalizations based
on these findings can help colleges identity student markets
with high recruitment yield potential, and are suggestive of
possible carly intervention striategies to encourage college
attendance.

Background, ability, and context

The various ways in which student background, ability, iind
contextul factors influence the process of forming college
aspirations are described below. First, based on study findings,
the probable direct eftect of cach variable on college ispi
ration formation is identified. An individual is more likely to
want Lo attend college under the tollowing conditions:

o when the student s white (Rerckhotfand Campbell 1977,
Tuttle 1981).

o when the student's parents are maricd (Stage and Hossler
1URY ).
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* when the student's family size is large (Conklin and Dai-
ley 1981).

* when the parents’ educational attainment is greater (Stage

and Hossler 1989; Tuttle 1981).

when the father's occupational status is higher (Conklin

and Dailey 1981; Davies und Kandel 1981).

* when family income is higher (Stage and Hossler 1989;
Tutle 1981).

* When student academic aptitude is greater (Conklin and
Dailey 1981; Tuttle 1981),

* when student academic achievement is greater (Carpenter
and Fleishman 1987; Davies and Kandel 1981).

* when parental encouragement is greater (Carpenter and
Fleishman 1987; Davies and Kandel 1981).

* When disciplinary problems in school are fewer (Kerck:
hoff and Campbell 1977).

* when student self-esteem is greater (Portes and Wilson
1976).

* when student attitudes toward school and success are
positive (Carpenter and Fleishman 1987).

¢ when student peers plan o go to college (Carpenter and
Fleishman 1987; Davis and Kandel, 1981).

* when neighborhood socioeconomic status is higher
(Sewell and Armer 1960).

* When high school socioeconomic or academice status is
higher (Nelson 1972).

e when a college preparatory curriculum is taken in high
school (Conklin and Dailey 1981).

* when teachers encourage college atendance (Portes and
Wilson 1976).

¢ when school counselors encourage college attendance
(Conklin and Dailey 1981).

* when pereeived economic benefin of college are high
(Hossler 1982).

There are a number of more complex, interactive, or less
well understood eftects of certain factors on college aspiration
formation which need to be considered in greater detail. This
is critical for appropriate interpretation und effective appli
cution of the above generalizations to the student marketing
and recruitment process.




TABLiE 2
COLLEGE ASPIRATION FORMATION STUDIES

VARIABLES
R{PIS{FIM|F]|I AlA|P|D|SIA|P|NJH|C|T|C|E
AIMIEIE|EJOINIP{CIEJT|E|T|E[S|S|PIE E|C
CIAIAIDIDIC|CIT[HIN|S[L|T{E|T FIRIN[N|O
EIR[M C C|C|F RIA[A|E]C|C|N
S{TiT|P
STUDIES YR
Alexander, Ecklund 7 X[X[X X
Blau/Duncan 67 X| X
Carpenter/Fleishman 87 XXX XX
ConklinDailey 81 Xi [X]|X X X X X X
Davies Kandel 81 X[{X|X XX X
Hauser, et. al. 76 X[X{X[X[X[{X|X X XIX|X
Hossler H2 X
Kerckhoft-Campbell 77 XIX| [X] |X|X]| (X
Nelson 72 XX X|X X
Portes Wilson 76 XIX[X[X|X[X][X X X X
Sewell, Armer 00 X[{X] (XX X
Sewell/Hauser 76 X[X|X[X|X{X{X X X
Sewell/Shih 67 X[|X[X[|X[X
Sewell/Shah 7 XX XX X
Stage Hossler RY X X|X X X
Tutde 8l X X[X] IX[X[X
VARIABLE DEFINITIONS:
A. Family Background
RACE = the student's rce, white or nonwhite
PMAR = the student’s parents ire niarried
SFAM = size of the student's tumily
FED = educational attiinment of the student’s Gither
MED = educational attainment of the student’s mother
FOCC = occupsational status of the student's father
INC = mcome of the student's fanuly
PENC = parental encourgenient to attend college
SELE = self esteenm of the student
B Acidemie Abtluy
AFT = the acadenie aptitude of the student
ACH = the wcademic achievement of the student in school
¢ High School and Neghborhood Context
PEERS = the college gomng plans of friends
NYIAT = the socoecononite status ot the student's neighborhond
HNTAT = the soctoceonomie and sicademic status of high schoal
DIN. = disc phinary problems of the student i high whool
ATT = students attitides toward school and siccess
CPREP = 2 college prepantory currcuium m tugh schiood
TENC 2 1 hier encouzgement to atend cotlege
CENC = counselor encouragement o attead collepe
FCON = the cconomie benelits of college attendance
{ ndderstanding Mudent Frroflment Bebaror 39
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Contradictory findings about family size

While Conklin and Dailey (1981) four.d that college aspiration
formation is directly related to the size of a potential student's
family, Stage and Hossler (1989) found that the extent to
which parents save for and talk about college is related inver-
sely to the number of their children currently attending col-
lege. Also, Bishop (1977) found that the probability of college
attendance is related inversely to the number of siblings a
potential student has.

However, Bishop (1977) used controls for institutional and
environmental factors in his model, and Conklin and Dailey's
(1981) study measured and used controls to test the effects
of the most student characieristics. Clearly, more rescarch is
needed betore one can reach a dependable conclusion about
this refationship. A dependable conclusion about the effect
of family size on college aspiration would be of great practical
importance for market segmentation and possible enhance-
ment of recruitment yield.

Parental encouragement

In spite of the statistically significant effects on college aspi-
ration tormation of the above factors, “parental encourage-
ment” has emerged consistently as the most influential. Sewell
and Shah (1978) examined the effect on college aspiration
tormation of student socioeconomic status, aptitude, and par-
ental encouragement. The socioeconomic status variable wis
a compuosite of factors: parental education, family income and
wealth, funds available for college, and the degree of sacrifice
college expenditures would ciuse.

They found that student repons regarding amount of par-
ental encouragement was more important than any other fac:
tor when it came to influencing the formation of college aspi
rations. A review of related literature reached a similar
conclusion (Spenner and Featherman 1978, p. 392). Another
report made what is clearly a suggestion for parents to start
carly to promote college aspiration in children:

Parental encouragement is a powerful inten CHINg rariable
hetiween socioeconomic cuass background and intelligence
of the child and bis educational apirations. .. Because
parental encouragement is a social psychological variable,
iis presumably subject to modification by means of coun
sceling directed at parents or parents and children, whereas

SE



the child's intelligence and family soclocconomic status are
likely to be more difficult to influence at this point in the
child'’s derclopment (Sewell and Shah 1978, p. 571).

The interpersonal influences of significant others on college
aspiration were investigated creatively by Davies and Kandel
(1981) in a study of 762 matched adolescent-parent-best
friend triads. They tound that parental aspirations for their
children were more influential than peer aspirations in shap-
ing their child’s college plans. Both self reported parental
aspirations and adolescent perception of parental aspiration
had important effects on college aspiration. While adolescemt
perceptions of parental aspirations were more important than
self reported parental aspirations, the former were directly
influenced by the later,

Of course, parental aspirations were determined partially
by sociocconomic status and their child's academic achieve
ment. In their mdel, the

divect effects of parental aspivations [on adolescent collese
aspirations| are stronger than the effoct of any other vari-

able .. fbut] ... are approximately equeal 1o the standard
ized effects of academic performance (Davies and Kandel

1981, . 373).

Conklin and Dailey (1981 studied the eftecs of parental
encouragement on college plans ina longitadinal design.
They questioned high school students during their freshmen,
sophomore, and senior years. They were interested partic
ularly in the timing, nature, and consistency of parental
encouragement to attend college over the high school years,

A particular innovation of their study was the use of i
“taken for granted” CIFG) variables Students were asked the
tollowing question in the 9th, 10th, and 12th grades:

Woudld you say that in your bome it has been just about
taken for granted that you will continue your education
after you get out of bigh school? (Conklin and Dailey 1981,
Po250)

Responses could be THG and consistently positive (Cyes™ at
all three points in time): TFG but consistently negative ('no”
All three times) or MINED C7ves,” "no,” or “don't know™

Oowdenstaniding Student Furollment Behaor

ERIC

IToxt Provided by ERI



responses at different times). Of those answering "yes” con-
sistently, 90.2 percent ended up attending college. Of those
answering “no” consistently, only 21.6 percent attended col-
lege, while of those with mixed responses, 55.4 percent
attended college (p. 257).

The most recent study of college aspiration formation is
a study of 9th graders and their parents (Stage and Hossler
1989). The researchers found that in determining a potential
9th grader's postsecondary educational aspiration, “parents’
expectations (p. 301) was the strongest positive influence on
students' aspiration for both males and females™ (p. 308).

The standardized path coefficients for this factor were at
least five times as great as any other factor in their model. An
additional noteworthy feature of the study was the researchers'
attempt to model what factors lead parents to save for college.
Although they did not find this variable to be significantly
related o early educational aspiration fornyation, it may be
that parental saving behavior at that time still may be related
to the probability of awendance ata Later date.

Since this is an important beginning of whit could become
an important piece in the puzzle of college choice behavior,
more research in this area should be strongly encouraged.

Practical implications. Perhaps the main implication of
rescarch on parental encouragement and college aspiration

is that it is so important that we must strive to find new ways
of early intervention into the college aspiration formation pro-
cess. These should tocus on influencing parental aspiration,
expectation, and encouragement regarding their children’s
college plans. How many potential students would be going
to college if it were not for the lack of this critical parental
aspiration and encouragement?

Contextual factors: neighborbood

Both the staus of a student’s neighborbood and the status

of his or her high school are directly related to the formation
of college aspirations (Nelson 1972; Sewell and Armer 1966).
However, these relationships are somewhat complex and
involve interactions among several other variables.
Rescarchers hypothesized that

the socioeconomic status of the high school district - since
it presumably reflects the shared norms and aspivations of

ot



its members—uwondd harve an important effect on the edu-
cational aspirations of its youth over and above that of fam.
ily socioeconomic status or individual ability (Sewell and
Armer 19606, p. 162).

The researchers found that when sex, intelligence, and indi-
vidual socioeconomic status are controlled for, the variation
in college aspiration explained by neighborhood status was
positive, but rather small because it interacted with the other
variables related o college aspiration formation. They
explained that

lower status neighborboods also bave a disproportion of
Semales, students from lower socioeconomic status families,
and students of lower measured intelligence [and] cach
of these would tend to reduce the proportion of those plan
ning on college (Sewell and Armer 1966, pp. 163 4).

Of course, the eftect of being temale on college aspiration
formation has changed since that study was conducted. 'To
recognize this, one need only note that there are now more
women than men attending college.

A more comprehensive model found that when controls
are used for family socioeconomic background, academic abil
ity, sex, college preparatory curricutum, and class rank, the
effects of the high school attended still were positive and sig
nificant. However, when “significant others” influence {par
ents, teachers, and friends] is added o the equations for aspi
rations and aainment, the net effects of schools are reduced
to statistically insignificant contributions™ (Hauser et al. 19706,
p-322).

It is noteworthy that an amalysis of the effects of high school
status has brought us hack to an emphasis on the importance
of purental encouragement in the process o forming college
aspirations.

Race and its effect

In addition 1o the general finding that blacks are less likely
than whites to aspire to attend college Cluttle 1981), there
appears to be an interesting interaction between race and the
causal pattern by which college aspitations are formed. Var
iables which appear carly in the causal sequence are useful
for explaining the tormiation of college aspirations among
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whites, while blacks seem to rely more exclusively on var-
iables which appear later in the causal sequence of aspiration
formation (Kerckhoff and Campbell 1977; Portes and Wilson
1976).

Essentially, whites seem to be influenced by all of the early
factors and some of the Later ones, while blacks appear to be
influenced by none of the early factors and all of the later fac-
tors. For example, Portes and Wilson (1976) found that while
socioeconomice status factors and academic aptitude are
related directly to the educational aspirations of whites, they
are unrelated to the educational aspirations of blacks.

College aspirations among blacks were related directly to
academic achievement in school, the influence of significant
cthers (parents, teachers, and friends), and selfesteen.
Achievement and significant others’ encouragement, but not
self-esteem, were important in determining educational aspi-
ration for whites.

Practical implications
The most important implication of the findings is that the var-
iables which appear to affect aspiration formation among
blicks Cachievement in school, encourdgement of significant
others, and self esteem) are factors which can be influenced
by focused, carly, and continuous intervention. Our educy.
tional system can and should influence high schoot achieve
ment, encouragement by signift-ant others, and self esteem
to encourage both blacks and whites to desire to attend
college.

Clearly, these are areas in which weachers, parents, coun
selors, and college recruiters have o chance © nake a
difference.

Search and Application
sometime after college aspirations are formed, students enter
the phase of the college choice process which may be referred
toas “search and application.™ In this phase, potential stu
dents begin to seek and acquire information about colleges
they may consider attending. They seek information regarding
those institutional characteristics that are particularly impor
tant o them in determining which colleges to consider,

They seek and acquire such information from what they
perceive to be the most dependable, and therefore trust
worthy. sources. Search and application behaviors are curried




out according to o somewhat predictable timing sequence
and with varying degrees of commitment, depth, and breadth
of eftort.

This phise ends when a student has decided to apply to
. certain particular institutions, often called the application,

.. or “choice set” (Jackson 1982, p. 239). These institutions can
~ be characterized in terms of such attributes as selectivity, cost,
distance from home, control (public or private), level (two-

yedr or four-yeur), and size.

In the final phase of the college choice process--selection
and attendance—students apply evaluation criteria to choose
one institution from their choices at which to matriculate.

But, as a researcher reminds us, during the search and appli
cation phase, while students are searching for institutions,
institutions are searching tor students, During the 1970s and

~1980s, the “emphasis in admissions™ has shifted from “selec

" tion™ to "recruitment” (Chapmin 1981, p. 491). For effective
recruitment, enrollment nanagers need to have a firm grasp
of the timing and nature of the search process, which intor
mation sources are preferred, and which institutional char
acteristics are most important when a student decides which
college or colleges to apply to.

This section of the report examines among other items the
nature of these processes and factors in general, as well s
the ways they viry according to individual student character
istics. An effective marketing mix for a college involves devel
oping and offering an attractive product, effectively commun
icating and promoting its attributes, and delivering itin
appropriate places at acceptable prices (Kotler and Fox 1985,
pp. 153 154 Litten et al. 1983, p. 15).

student characteristics can serve as bases for market iden
tification and segmentation so that a college can tailor and
target its marketing mix to the particular student markets it
wishes to serve effectively.

While the search and application phase probably has
received the least rescarch attention of the three phases
(Hossler, Braxton, and Coopersmith 1989, p. 249), students
climinate many institutions from consideration in this phasce.
In fact, Juckson calls this phase the “exclusion™ phase (1982,
p. 239). For this reason, as well as the fact that it is a period
of great potential tor information exchange and interaction
between institution and student, it may well be that “the most
critcal phasce is the search phase. The best way for institutions
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to expand their applicant pool is to reach students at the
search phase” (Hossler and Gallagher 1987, p. 218).

The search and application phase will be examined from
four different perspectives. These include the timing and
nature of the process, the institutional characteristics or attrib-
utes considered important by students, preferred information
sources, and the characteristics of the institutions chosen. The
studies consulted here are broad in scope in the sense that
their databases and findings are not institution-specific.

Understanding Search and Application
Understanding the timing and nature of students’ college
search processes is important in formulating guidelines for
the eftective timing and tailoring of the promaotion of a col-
lege's marketing mix.

Gilmour et al. (1978) interviewed high school seniors and
college treshmen in Pennsylvania. While students’ carliest
thoughts about attending college began for most when they
were in grade school, the decision to go to college wis made
primarily in either the sophomore or junior year of high
school (p. 14). Probably as a result of the PSAT exams in the
fall, or the SAT exams in the spring, 72 percent of the students
began to develop "college lists™ during their junior year
(p. 16). For 66 percent of the students, the actual application
process began in the following tall (p. 20).

A longitudinal study of the search and application process
included an interview of high school seniors every other week
throughout their senior year. The study described the search
and application process in terms of “alternatives™ (institu
tions), “tactors™ (institutional characteristics or attributes),
and “generators™ (information sources) (Lewis and Morrison
1975, pp. 7 8).

Nine of 13 college choice activities rebated to the search
and application phase: consult source; source provides new
school; source provides information; evaluate source eftec
tiveness; add school; drop school; add factor; evaluate school;
apply to school.

Studerz; caracteristics

some rescarchers report ditferences in the timing and nature
of search and application have been observed by race, sex,
and aptitude of the student. Blacks request more intormation,
consult more information sources. consider more institutions
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*+ and more institutional characteristics than whites (Lewis and
" Morrison 1975, p. 41). Women start and finish the search and
- application process edrlier, and make more applications than
- men (Lewis and Morrison 1975, p. 41). Students with higher
aptitude begin thinking abowt college earlier, apply earlier,
. and consider a larger number of schools (Gilmour et al., 1978,
. pp. 16-22).

. - Institutional characteristics
Clearly, the timing of the college student search process offers
important guidance for the wiloring of a college's marketing
mix promaotion. However, an understanding of which insti-
tutional characteristics are most influential in determining
which colleges students apply to offers important guidelines
for the development of the programs, prices, and places which
make up an optimum marketing mix for attracting desired
students.

Probubly the most comprehensive and generalizable study
in this areais the major survey of 3,000 high school seniors
in six large metropolitan areas conducted by Litten and Brod
igant (1982). They asked students to examine a list of 25 insti
tutional characteristics and gave them the following
instruction:

From the list of institutional characteristics listed below,
pledse rate them according to thely importance to you in
deciding which colleges or wniversities you bave applied to or
will apply to (Liten and Brodigan 1982, p. 248).

By drawing the students’ attention specifically to the appli
cation process, the researchers focused the question and the
responses on those particular instintional characteristics con
sidered important during the search and application phase
of the choice process. Students responding gave highest rank
ing to financial, fields of study, general academic reputation,
location, social atmosphere, taculty teaching reputation, aca
demic standards. and careers to which college might lead (Lt
ten and Brodigan 1982, p. 250).

Although different terminology was used, those findings
are quite consistent with those of carlier studies. For example,
Lewis and Morrison found six characteristics most frequently
utilized to evaluate instituions: special academic programs,
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cost, location, size, general reputation, distance from home
(1975, pp. 29-30).

Another researcher found that the most important college
attributes throughout all of the phases of the college choice
process were cost, location, programs, and quality (Gilmour
et al. 1978, pp. 19-22).

Based on a survey of students at six Milwaukee high
schools, Murphy found the most important attributes to be
academic reputation, cost, location, distance, and size (1981,
p. 146). More than 1,000 high school students were surveyed
in Pennsylvania and New York. The seniors were asked to list
their most important reasons for selecting an institution of
higher education. The factors receiving the highest rating were
academic reputation, educational programs, relatives, financial
assistance, and distance from home (Leslie, Johnson, and Carl.
son 1977, p. 283).

Probably the four institutional characteristics of pivotal
importance in the college search process are programs, qual-
ity, cost, and location (Ihlanfeldt 1980, p. 31).

Institutional characteristics: student variations. Some
evidence indicates that the most important institutional char-
dcteristics in the search and application process vary according
to a number of student characteristics.

Sex. Lewis and Morrison (1979) observed that while women
tend to cite the most important characteristics (above) with
relatively equal frequency, men are more likely to emphasize
programs or costs (p. 41). Women also are more likely than
men to rate residential lite as important (Litten 1982, p. 391).

Race. Blacks tend to consider a broader range of character-
istics than whites when evaluating institutions. They also tend
to emphasize the importance of costs much more than whites
(Lewis and Morrison 1975, p. 38). Blacks also show more
interest in the social background of students at a college, and
are "more likely than whites to rte financial aid as very
important (Litten 1982, p. 390).

Parental educational level. Students whose parents have
high educational anainment are more likely to emphasize the
importance of programs and high academic standards, and
less likely to show concern about costs (Gilmour et al. 1978,

b
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. pp- 20, 22, 25; Litten and Brodigan 1982 p. 256). Also, the
“higher the level of parental education, the greater the interest
“in the social backgroungs of studemts . . . and in extracurric-
ular activities,” while lower parental education Is associated
-with more interest in “rules and regulations affecting students,
and the careers to which the college might lead” (Liten 1982,
" p.395).

%
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Income, Low-income students tend to rate “financial assis-
tance™ as signiticantly more important than either middle or
high-income students (Leslie, Johnson, and Carlson 1977,

p. 283). A “higher proportion of low-income than middle and
high-income students cite aid as being instrumental in their
college attendance plans” (p. 280).

Parental preferences, The preferences of students’ parents
regarding the importance of certain college attributes have

a strong influence on the role of institutional characteristics
in the search and application process, a researcher observed.
Parents

generally defined the cast, geographic, and quatity bound.
aries within which (their children] were o remain in making
-their college selection. . . . [and)] this boundary setting bad a
subtle but pervasive effect throughout . . . the collese seiction
process (Gilmour et al., p. 15).

Religion. Religious preference appears to influence the per
ceived importance of some college characteristics. For exam

" ple, Catholics tend to indicate a relatively higher interest in
financial concerns and a lesser concern for academic stand
ards. Members of the Jewish faith tend to show much less than
average interest in. or concern with, finances (Licen and Brod
igan 1982, p. 250).

Ethnic background, Region of a student’s origin also seems
to have a bearing on which attributes are most important. Mid
westerners show greater concern for financial maters than
students trom either coast, and Easterners are particularly con
cemed about academic standards issues (Litten and Brodigan
1982, p. 250).
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Academic ability. The higher the academic ability of a stu-
dent, the greater the concern about academic standards, pro-
gram offerings, and awareness of “net cost™ rather than just
“price,” and the lesser the concern about career outcomes,
campus appearance, and financlal maters (Liten 1982,

pp. 392-393; Litten and Brodigan 1982, p. 256). There is also
some evidence that high ability students tend to have much
broader geographic limits regarding the search and applica-
tion process (Gilmour et al. 1978, p. 19; Zemsky and Ocdel
1983, p. 34).

Information sources

Effective student marketing and recruitment requires that the
most important institutional characteristics in 4 college’s mar-
keting mix be clearly and effectively communicated to desired
students in target markets. ‘To promote the college’s marketing
mix effectively, it helps if college officers are aware of how
students' seefizr (o receive information.

‘The six-market study of Litten and Brodigan identifies the
most preferred information sources for both students and par-
ents in the search process. It also links these preferred sources
to cach of the eight college attributes which the study rated
as most important (1982, pp. 252-254).

‘Table 3 lists the eight college attributes which the study
rated s most important in the search and application process.
Parents and students identified the same factors as important.
They agreed on the order of the first two—financial and fields
of study oftered- ~but did not agree on the order of impor-
tance for the remaining five attributes.

Table 3 presents a number of noteworthy features. First,
with only one exception, studente and parents identify the
same six most preferred information sources: admissions offic:
ers, college publications, high school counselors, commerciul
guides, wlumni, and college students. The one: exception is
that parents would add college faculty to the preferred list
and students would not.

second, except for teaching quality and academic standards,
students and parents identify the sume preterred information
sources about each college attribute.

Third, parents are more likely to seek advice from alumini
about teaching quality, while students prefer to rely on high
school counselors.

Fourth, parents are twice as likely as students to identify
faculty as a preferred source of information about academic

by




TABLE 3

PREFERRED INFORMATION SOURCES

BY COLLEGE ATTRIBUTE
Preferred Information Sources
College Attributes  Students Parents
1. Financial Admissions Officer Admissions Officer
College Publications College Public.
2. Fields of Study College Publications College Public.
Admizsions Officer Admissions Officer
3. Academic HS. Counselor HS. Counselor
Reputtion Commercial Guides Commercial Guides
Alumni Alumni
4. Teaching Quality H.S. Counselor Alumni
College Students College Students
5. Acidemic HS. Counselor Alumni
Standaards College Students Admissions Officer
College Faculty
6. location College Publications College Public.
College Students College Sudents
7. Social Aimosphere Alumini Alumni
College Students College Students
8. Carcers Aviilatle Alumni Alumni
Admissions Officer Admissions Officer

stancbaeds, while students prefer to discuss this with high

sclool counselors.

Fifth, the important college attributes most widely cited
in the literature--cost, programs, quality, and location —cor
respond to attributes 1 through 6 from the above list. With
the exception of quality concerns, students and parents agree
on their most preferred information sources (Litten and Brod
igan 1982, pp. 251 255).
Litten and Brodigan's excellent contributions have two par

ticularly important practical implications.

1. Since much evidence indicates that both students and par
ents take on consumer roles in college going decision
making (Murphy, 1981), it is important for effective stu
dent nurketing and recruitment o understand what infor
mation sources are preferred regarding cach attribute by
both students and parents.

Understanding Stiudent Enrollment Bcherior
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Since both groups take part in consumer decision-muking,
enrollment managers must be prepared to communicate and
clearly represent the most important attributes of their mar-
keting mix using the most preferred and effective information
sources for each group. This study provides fundamental
guidelines for effectively communicating appropriate infor-
mation by appropriate means to each group.

2. This is the only major study which has differentiated
among the most preferred information sources for each
of the most important college atributes in the search and
application process,

Enrollment managers now have guidance regarding which
information sources are likely to be the most effective media
for presenting and promoting each of the distinet features of
their marketing mix of college attributes.

Readability of media sources. College publications appear
to be among the most preferred sources of information, For
these to be accurate and effective information media, the read:
ing level should be consistent with that of the typical college-
bound, high school senior. Also, the terminology used to
explain academic, admissions, and fAnancial aid policies
should be readily understandable.

Johnson and Chapman (1979) examined the reading level
and understandability of tesaminology in 42 college catalogs
selected through a random sampling procedure according
to institutional type. They found that the average level of read-
ing in the catalogs “was appropriate to an advanced o Mege
student or college graduate™ (pp. 313 314). When compured
to national norms,

catalogues from all pes of institutions are written at a level
too difficult for their clientele. . .. [and] research unin Crsity
catalogues were significantly move difficult than those of
the libeval arts colleges (Johnson and Chapman 1979,

P 3a).

The awthors also observed tha

students are often unfamiliar with the mieaning of the spe
cial vocabulary used by those who write admissions mete

Q. bt




rials. . . [and] suggest that colleges need o examine their
recruitment literature for its level of presentation, as well
as for its content” (pp. 316, 318).

Other studies of information sources have resulted in find.
ings generally consistent with those of Litten and Brodigan
(1982). Leslie, Johnson, and Carlson found the five most pre-
ferred sources of information about college attributes were
college publications, admissions officers, parents, college st
dents, and high school counselors (1977, p. 283).

Eight information sources which students indicate they

most frequently rely on were identified in another study.

These included writing for information, campus visits, high Blacks appear

school cotnselors, college publications, college students, to consult a

admissions ofticers, parents, friends (Lewis and Morrison 1975, g'wter

Pp. 27-28), | variety of
Gilmour et al. observed frequent student use of the fol- mfmn

lowing four sources: high school counselors, commercial tha

guides, campus visits, writing for information (1978, pp. 16, sources n

20). whiltes do.
The studies seem to suggest that, in general, the most pre-

ferred sources of information about college attributes in the

search and application phase include admissions officers, col-

lege publications, high school counselors, alumni, college

students, commercial guides, campus visits, and parents. Some

evidence indicates that the preterred information sources nity

vary according to some student characteristics including sex,

race, parental education, income, and academic ability.
While men and women utilize college catalogs and campus

visits with similar frequency, women tend to seek the advice

of college students more than men do, while men rely more

on high school counselors than women do (Lewis and Mor-

rison 1975, pp. 40 41). Blacks appear to consult a greater

variety of information sources than whites do. Also, the priori

ties they hold with respect to the most preferred information

sources difter as indicated in the following lists:

PREFERRED INFORMATION SOURCES

Blacks Whites

Campus Visits Writing for Information

Admissions Officers Campus Visits

Writing for Information High School Counsclor

College Students College Catalogs

College Catalogs Parents
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Two particular points of interest in this comparison are that
blacks tend to acquire more information than whites directly
from colleges through either campus visits or visits by admis:
sions officers to high schools. Blacks also receive less infor-
mation than whites from high school counselors and parents.
The relative reliance on parents for information is directly
related to the educational attainment of the student’s parents
(Lewis and Morrison 1975, pp. 36-37).

Students with higher levels of parental education tend to
rely more on their parents for information and less on high
school counselors. Such students also are more inclined to
use commercial guidebooks, campus visits, admissions offic-
ers, and alumni. Students with lower parental education
depend more on the advice of high school counselors and
unrequested publications (Gilmour et al. 1978, pp. 16, 20
Litten 1982, pp. 393-394). Students at higher income levels
also tend to depend more on their parents for information,
while lower-income students more often consult with high
school counselors (Leslie, Johnson, and Carlson 1977, p. 283)..

Attribuies of student college cboices: student variations
During the search process, students often follow predictable
timing and activity sequences while acquiring information
about important college attributes from preferred sources.
From these they form a “choice set” of institutions to which
they will apply. There is now considerable evidence that spe-
cific characteristics of the chosen institutions interact with and
vary according to various student characteristics.

If college officers understand the relationships between
student and institutional characteristics and how they form
student choices, they can develop more effective communi-
cation and promote a more appropriate marketing mix to the
most desired students in target markets. Ultimately this can
enhance student-institution fit.

This section reviews and integrates the findings of a number
of studies which have found significant relationships between
various sets of institutional and student characteristics.

The following institutional characteristics:
selectivity (quality), cost, distance from home, control
(public, private), and level (two-year, four year),




have been found to have significant relationships with the
following student characteristics:
sex, race, parental education, income, parental encourage-
ment, aptitude, achievement, college preparatory high
school curriculum, and college aspirations.

One of the first researchers to conduct a comprehensive
investigation of the relationships between student and insti-
tution posed the guestion as follows:

Students' applications tend to resemble each other . . [and]
this bomogeneity pormits me 0 ask whether o student’s -
ical application--defined heve as a construct college with
characteristics equal to the mean of the applicant's choices’
charactoristics—is related to bis or ber other characteristics
(Jackson 1978, p. 561).

Studies regarding application to or attendance at highly
selective institutions, high-cost institutions, institutions at
greater distances from home, private or public institutions,
and four-year or two-yedr institutions, reveal the following
five general relationships.

1. An individual is more likely o apply to, or attend, a more
highly selective institution when:

o the student is male (Hearn 1984)

o the student is white (Rosenfeld and Hearn 1982).

¢ students’ parents have greater educational attainment
(Tierney 1984; Zemsky, Shaman, and Berberich 1980).

o student family income is greater (Jackson 1978, Zemsky
and Qedel, 1983).

o student academic aptitude is greater (Hearn 1984).

o student acidemic achievement is greater (Zemsky, Sha
mian, and Berberich 1980).

¢ the student followed a college preparatory curriculum
in high school (Jackson 1974).

v student educational aspirations are higher (Z:misky and
Quedel 1983).

2 An individual is more likely o apply 1o, or attend, « bigh
cast institution when the:

o student is female (Hearn 1984).

o student is not white (Hearn 1984).

4
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* students’ parents have greater educational attainment
(Hearn 1984; Tiemey 1984),

* student’s family income is greater (Hearn 1984; Zemsky
and Oedel 1983).

* student’s academic aptitude is greater (Jackson 1978; Tier-
ney 1984),

* student academic achievement is greater (Hearn 1984;
Zemsky and Oedel 1983),

* student followed a college preparatory curriculum in high
school (Jackson 1978).

* student educational aspirations are higher (Hearn 1984).

At this point it seems worthwhile to “hear and see” what
several prominent scholars have observed about the findings
in these studies. As Jackson points out, the relationships lead
one to think that “stuclents preselect colleges, which limits
the extent to which college characteristics can change stu-
dents” minds” (1978, p. 561). Another researcher develops
this hypothesis more fully:

The basic themes of students’ institutional choices ma 1y very
well be established fur in advance of actued collesie apipli-
cations ... [and] student and parent perceptions, attitudes,
and knowledgeability about college attendance and costs
may take on distinctive shapes for different classes and
races as early as the tenth grade, and those differences may,
in turn, prodisce differences in families’ specific Dlanning
activities regarding college (Hearn 1984, p. 29),

Zemsky and Ocedel express the ¢ meept succinetly in saying,
“Our own experiences, our conversations with admissions
officers, and the data we have derived . . . all point to a single
conclusion: the patterns of college choice are stitched deeply
into the social und economic fabric of the nation” (1983,

P +i).

The ultimate implications, or result, of the “preselection”
hypothesis trom a sociological perspective may be that “in
the high school to college transition, the academically and
socioeconomically “rich’ become richer (ie. attend schools
having superior intellecurd and material resources ), while
the academically wnd socioec monically ‘poor” hecome
poorer” (Heamn, 1984, p. 28),
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Of course, much research hias indicated that institutional
characteristics do influence student college choice behavior.
Their influence still may be limited with respect to some stu-
dents’ behavior due to the pervasive influence of socioeco-
nomic and academic background factors on college aspiration
formation and the search and application phases of the col-
lege choice process. In spite of Jackson's “preselection™
hypothesis, his research led him to conclude that one insti-
tutional characteristic able to modify such patterns of predes-
tination in college choice "is the award of financial aid” (1978,
p. 567).

It also is interesting to observe that ascriptive characteristics,
such as sex and race, reduce the likelihood of a student apply-
ing to and attending highly selective institutions. However,
they do not reduce the likelihood that students will apply to
and attend high-cost institutions (Hearn 1984, pp. 25, 27).

Some possible explanations for this may be that (a) females
are more likely than males to obtain scholarships when their
incomes are low, (b) nonwhites have a greater chance of get-
ting scholarships at all income levels and at all but the highest
G.PA. levels, and (¢) scholarship awards are more often made
to reduce financial burdens of college than to reward high
school academic achievement (Blakemore and Low 1983,
pp. 510-511).

3. Anindividual is more likely to apply to and attend an
institution located a greater distance from home when the:

o student is male (Rosenteld and Hearn 1982).

¢ student’s parents have greater educational attainment
(Tierney 1984).

* student family income is higher (Gilmour et al. 1978).

* student academic aptitude is higher (Thlanteldt 1980).

o student academic achievement is higher (Zemsky, Sha
man. and Berberich 1980; Zemsky and Ocdel 1983).

o student educational aspirations are higher (Zemsky and
Ocdel 1983).

A An individual is more likely to apply to and attend a pri
vate institution rather thaw a public institation when the:

o student is fenule (7 osenteld and Hearn 1982).
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o student's parents have greater educational attainment
(Tierney 1984; Zemsky and Ocdel, 1983).

o student’s family income is higher (Zemsky, Shaman, and
Berberich 1980).

o student academic aptitude is higher (Ihlanfeldt 1980; Tier:
ney 1984).

o student academic achievement is higher (Zemsky and
Ocdel 1983). :

o student educational aspirations are higher (Zemsky and
Ocdel 1983).

S. An individual is more likely to apply to and attend d
Jour year institution when the:

o student’s parents hive greater educational attainment
(Zemsky and Oedel 1983).

o student family incomne is higher (Zemsky and Ocdel
1983).

o student’s parental encouragement is stronger (Conklin
and Dailey 1981).

o student academic aptitude is higher (Bowen 1982,
Zemsky and Ocdel 1983).

o student educationdl aspirations are higher (Zemsky and
QOcdel 1983).

Implications for marketing
A college's marketing mix is made up of the nature and qual
ity of products, the communication and promotion of the
attributes of its products, the times and places it ofters them,
and their prices. This section of the report has several aims:
Itidentifies product atributes and the sources of promotional
information that are most important to students in the college
choice process, explains the ways product attributes and infor-
nition sources vary according to specific characteristics of
students, and analyzes the ways in which the critical charac
teristics of colleges vary according to specific student
characteristics.

Understnding the relationships is very important for effec
tive student marketing and recruitment, which is essentially
a process of generating exchanges of villue between students
and a college. Effective and appropriate exchange takes place
when students perceive that the particular marketing mix
oftered by a college has the potential to help them mieet
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“important personal and professional goals. A greater under-

standing of these general relationships can guide a college
toward a better understanding of how students with specific

" characteristics in the college’s current markets are likely to

* assess the various components of the college’s current mr-

keting mix. ' :

.~ Do the characteristics of the students a college is currently

* frying to recruit indicate that they are likely to be attracted
,+ 10 the characteristics of the college’s current marketing mix?

?

“if there is a significant mismatch, then the college must either:
“(a) seek students with characteristics indicating that they will
+ attracted to characteristics of the current marketing mix,
«or (b) adjust the marketing mix so that it will be attractive
+ to students possessing the atributes it would prefer to see
in its student body. No college can be all things to all people,
but each college must seek to be all things to some people
(Grabowski 1981, p. 16).

Selection and Attendance
sometime after potential students have applied to and been

. accepted by the colleges of their choice, they evaluate the

institutions on their acceptability in terms of the college aurib-
utes most important to them. The important socioeconomic,
academic, and contextual background characteristics of stu-
dents (which had a pervasive influence on the formation of
their college aspirations) influenced and interacted signi-
ficantly with institutional characteristics, almost to the point
of preselection, in determining student college choices.

In the selection and attendance phase, these student char-
acteristics remain important as they “play a role in students’
rating schemes, largely by serving as criterfa for evatuerie 2"

the attributes of colleges as students make their che - ke
son 1982, p. 241). At this stage of the college choice oess
students’ ratings of college attributes are the “decidi. "

in selecting one institution to attend.

Thus, the enrollment decision is interactional, depe.tei 3
on both the attribwtes of the student and the characterisiy
of the institutions the student perceives 10 be in bis or ber
choice set (Hossler 1984, p. 32).

studies of this final phase of the college choice process usu
ally have been conducted from the perspective of individual
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colleges seeking to determine which institutional attributes
are significant in distinguishing between those admived appli-
ants who matriculate and those who do not. They rely on

- institution-specific databases often developed by the college's.
institutional research or admissions offices. Maguire and Lay

explain that such ‘research is best conducted “by analyzing
college choice for one school, with 2 set population of -
accepted applicants and at a single.point in time, the time
of final college choice” (1981, p. 124),

Table 4 summarizes the findings of 10 representative studies
regarding which frequently-cited college attributes signifi-
cintly distinguished between matriculation and nonmatric-
ulation at particular institutions in the final selection and
attendunce phase of the college choice process. These studies
were selected because of their representativeness and the
comprehensive breadth of methodological approaches repres.
ented among them. They also examine student college selec
tion behavior at a variety of institutions including Boston Col-
lege, Carnegice-Mellon, Carleton College, Mid-City College,
seven Ohio universities, Northeastern University, Tufts Uni-
versity, nine New York area colleges and universities, Rutgers,
and John Carroll University.

In the studies, the attributes which were found most often
1o determine where students decided to enroll included the
following;

1. Cost (Kuntz 1987; Terkla and Wright 1986).

2. Finuncial Aid (Seneea and Taussig 1987; Welki and Navratil
1987).

3. Programs (Maguire and Ly 1981; Perry and Rumpf 1984).

+ Nize (Dembowski 1980; Litten 1979; Seneca and Taussig
1987 ).

5. Location (Cook and Zalloceo 1983; Kuntz 1987; Terkla
and Wright 1986).

0. Quality (Dembowski 1980; Litten 1979: Welki and Navratil
1987).

7. Social Atmosphere (Kuntz 1987, Perry and Rumpf 1984;
Terkla and Wright 1986).

8. Athletics (Maguire and Ly 1981; Welki and Navratil 1987),

9. Religious Emphasis (Kuntz 1987 Maguire and lay 1981).

10. Jobs Available (Perry and Rumpf 1984; Welki and Navratil
1987).
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EEa t ]
s TABLE 4
SELECTION AND ATTENDANCE STUDIES
' COLLEGE ATTRIBUTES
C E P St L | Q S A R J
o, O l R ] (0] U 0] T E O
S. N 0] Z C A C H L B
T A G E A L l L l S
l R T l A 1Y G
D A l T L T l
s M O Y. | O
S N C N
.+ STUDIES YR
- Cook/Zalkocco 83 X X X
Chapman, R. 79 X | X X X
Dembowski 80 X X X
Kuntz H7 X X X X
Litten 79 X X X X
Maguire/Lay 81 X X X X X X
Perry/Rumpt 84 X | X X X
Seneca/Taussig 87 X X X X X
. Terkla/Wright 86 X [ X | X! X X|x]|X
o Welki/Navratil 87 X | X X | X ]| XX | X

~ The methodologies employed in these studies included
multiple regression, logit and probit estimation, multidimen-
sional scaling, rank-order correlation analysis, factor analysis,
and discriminant analysis. These statistical procedures were
used to examine the relationship between the matriculation
or attendance decision and student ratings or other measures
of college attributes.

Market Research and Its Role

Since this report is limited to the study of student enrollment
behavior and the college choice process, it does not cover
specific marketing, admissions, and recruitment activities and
tactics. However, it is through the process and techniques of
academic market research that student enrollment behavior
is studied from the perspective of individual institutions. This
qualifies market research as an essential and important topic
which is consistent with this report’s purpose.

Many colleges have come to realize that eftective applica-
tion of the marketing concept depends heavily on the well
planned process of data collection and analysis called “markat
research™ CLay and Endo 1987). Using an oftice of institutional
research can facilitate the implementation of an appropriate
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academic mirket research process (Davis-Van Atta and Carrler
1986). Hossler places the process of institutional research at
the very top of his model of an “enrollment management sys-
tem” (1984, p. 145).

What are some common ways in which institutions have
successfully implemented academic market research proce:
dures? This section of the report tells how these have been
used to idemtify student markets and their competition, to
investigate institutional image and relative market position,
and to determine which college attributes best discriminate
between matriculants and nonmatriculants among its
applicants.

Market research in practice. Appropriate questionnaires
to admitted applicants can provide much of the information
needed for investigations on a college's market segments,
competition, image, and mirket position. Although there are
nany outstanding questionnaires currently in use, good illus-
trations of this type are presented in Litten, Sullivan and Brod.
igan (1983, pp. 264--73) und hlanfeldt (1980, pp. 41-6).

The application of various forms of Awtomatic Interaction
Detector (AID) procedures has made a most impressive con-
tribution to the practice of market segmentation in the 1980s
(Wikstein 1987). For example, Lay, Maguire, and Litten (1982)
applied this routine to Boston College data on a variety of
stuclent characteristics as well as the students’ ratings on 22
attributes of the college. These student characteristics and stu-
dent ratings of college atributes become variables which can
divide students into higher and lower admissions-yield
groups, or market segments.

AID is a repeating procedure that begins with all admited
applicants and then segments and further segments the stu-
dents into increasingly detailed subsets according to a spec-
ified criterion. At Baston College the criterion required select-
ing the segmentation variable at each repetition so it could
maximize the admissions yield differences between groups,
and also could split the scale of that variable at the point
where it achieved the maximum ditferences in admissions
vield between groups (Lay, Maquire, and Liten 1982,

Pp- 198-9).

After cach repetition, the procedure generates more
detailed, specific segments of admitted applicants based on
complex interactions between student characteristics and stu-
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dent evaluations of college attributes. Each segment is iden.

Sified in terms of all the variable subsets which define it, in

“terms of its size, and in teims of its admissions yield (Lay,

"Magquire, and Litten 1982, p..206).

As a result of the highly informative and useful AID-based
segmentation, market strategy development could follow
cither of two primary methods to

influence the number and mix of prospective applicants,
find more students similar o0 those who piresently exbibit bigh
vield rates, or improve the yield rates of other groups through
promotion, program develospment, pricing, or combinations
of these fuctors (Lay, Maguire and Liten 1982, p. 203).

Boston college as a model. Using application overlap infor

mation from admissions data, lay and Maguire (1980) iden
tified Boston College's (BC) top 15 competitors, ranked by
their number of common applicants, arranged them in three
groups according to “acceptance rates” Chigh, medium, and
Jow), and computed “draw rates” for each competitor.

The acceptance rate measures the percentage accepted at
competitor schools after acceptance at BC,

* High acceptance rates mean that competitor colleges
accept 70 percent or more of the students BC accepts;

o Medium acceptance rates accept between 30 and 70
percent;

* Low acceptance rites accept 30 pereent or less of the stu
dents BC aceepts.

The drate rate is an adjusted ratio of the number of stu
dents choosing BC after being aceepted at both BC and a com
petitor, divided by the number choosing a competitor after
being aceepted both there and by BC (Lay and Maquire 1980,
p. 56).

BC outdraws the six colleges in the “high acceptance™ et
cgory by more than two to one, indicating that these may be
“safety valve” colleges for students preferring BC. However,
the three competitors in the “low acceptance™ group greatly
outdraw BC, suggesting that BC may be the safety option for
these colleges.

Finally, in the "medium acceptance” category, some of the
six colleges do, and some do not, outdraw BC. These are its

application
of various
Jorms of

Interaction
bas made

a most
contribvtion
to the practice
of market

in the 1980s.
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closest competitors. While comparison with the six colleges
in the “high acceptance” category shows BC's strengths, the
college needs to improve its image with respect to the
“medium acceptance” six colleges. This could help BC
improve its market position regarding the college attributes
most important to potential students in making the decision
on where to matriculate (Lay and Maquire 1980, pp. 56-7).

Students were asked to “evaluate Boston College and
another school (either their alternative choice or the school
they plan to attend) on 28 attributes” (Lay and Maguire 1980,
p. 54). Discriminant analysis identified seven attributes that
could serve to distinguish most between students who matric:
ulated at BC and those who did not. These were financial aid,
parents’ preference, academic programs, size, location, athletic
tacilities, and social activities (p. 58).

Comparing student ratings of the attributes for BC and its
competitors suggests clearly the dimensions, or attributes,
on which BC is perceived to be inferior or superior to its com
petitors. These can provide guides for ways BC mighe change
its marketing mix to enhance its competitive viability (pp.

01 63).

Next, student ratings of the seven attributes for the top 25
competitors were subjected o bierarchical clustor analysis.
The average ratings of students on ail atributes serve as a
description of the typical student’s image of each college.

Cluster analysis merely arranges the colleges into groups
(clusters) according to the similarity of their images as per-
ceived by prospective students. An interesting outcome wis
that the six colleges grouped with BC were exactly the same
ones identified as its closest competitors using draw rates and
acceptance rates (Lay and Maguire 1980, pp. $9-60). The
images and relative market positions of these institutions on
the seven critical attributes can serve as useful “reference
points for planning” (p. 61) for student marketing and recruit
ment efforts.

Carleton College and its competitors. 1o investigate the
image and market position of Carleton compared to its com-
petitors, a researcher examined admitted applicants’ ratings

of Carleton and another school (either their aliernative choice
or the school they plan to attend) on 23 attributes. “Each insti-
tution was rated on u three-point scale (poor, good, very
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good) and the rating of the competition was subtracted from
the rating of Carleton . . . for the relative ratings” (Litten 1979,
pp. 70-71).

Multidimensional balance sheets were used to display
Carleton’s image and market position compared to its com:
petition. Each balance sheet had a horizontal line, above and
below which extended bars indicating the extent to which
Carleton was rated as superior or inferior to competitors on
cach attribute (pp. 70-75). These balance sheets provided
clear profiles of Carleton’s image compared to its competition
on a wide range of attributes characterizing its marketing mix.
The displays provided evidence of relative strengths as well
as areas where work needs to be done to improve the match
or fit between Carleton's marketing mix and student prefer-
ences in selected regional markets,

At Pacific Lutheran University (PLU). In academic market
research, multidimensional scaling is applied to a variety of
measures of perceived similarity or dissimilarity of colleges.
Leister asked samples of PLU students and metibers of the
local League of Women Voters to rate eacti possible pair in

a set of 12 institutions in western Washington state (probuble
competitors) in terms of the degree to which they perceived
them to We similar or dissimilar. Multidimensional scaling
procedures were applied to the similarity ratings, yielding

a map which displayed and located similar institutions close
together and dissimilar institutions farther apart. The map
clearly showed that PLLPs closest competition came from three
other private universities in the state, with some additional
competition from two major pubiic universities (1975,

pp. 390-1).

At Yale University. Sternberg and Davis applied the same
procedures to genenite @ map expressing the ratings of Yale's
admitted applicants and students regarding the similarity or
dissimilarity of 17 institutions. They went one step tarther by
applying hierarchical clustering to the similarity ratings. This
generated successive clusters of colleges, grouping the most
similar institutions in the first trial, adding the next most sim
ilar institutions to cach group in the second trial, and so forth
(1978, p. 266).

Yale clustered first with Harvard; next, they were grouped
with Princeton; and in the third trial Dartmouth, Brown, and
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Comell were added. These universities represent Yale's prin-
cipal competitors.

A student’s ideal college. Kuntz (1987) proposed that a
student’s most preferred college could be predicted from the
degree of congruence between student ratings of attributes
of various colleges and their own ratings of similar attributes
at what would be that student’s “ideal” college. Students were
asked to provide ratings of the degree of similarity between
all possible pairs of colleges, including each student’s ideal,
on a list of 18 college attributes. Students also were asked 10
rank all colleges in the particular group, expressing their pref.
crences regarding selection of a college to attend.

Multidimensional scaling was used to determine the relative
similarity or dissimilarity of students’ perceptions of attributes
for the colleges they chose to apply to and their ideal college.
This showed the relative similaritv or dissimilarity of all the
colleges, including the ideal. The students' similarity ratings
between each college in the group and their ideal college
were tound to be significantly related to students’ actual rank-
ordering of each college according to their relative desire to
attend it (Kuntz 1987, p. 20).

In his consulting work, Ingersoll (1988) developed the
National Student Database as part of his efforts to help insti-
tutions examine their image. One creative approach he uses
is bused on what he calls the “image/tit ratio™ (p. 97).

High school seniors are asked to rate varlous institutions
on selected wttributes. They also are asked to rate what would
be their “ideal college™ on these attributes as part of a more
detailed questionnaire (Ingersoll 1988, pp. 253 61). The ratios
ofattribute ratings tor a particulur college relative to an ideal
college help measure the degree of image fit (p. 98). These
ratios show a college the auributes on which it is well
received by potential students, as well as the auributes they
may need o examine in terms of their nature, promaotion,
and appropriiteness.

Some studies hive used the semantic differential technigue
to elucidate college images (Huddleston and Karr 1982; Stern.
berg and Davis 1978). Struckman Johnson and Kinsley (1985)
combine the use of the semantic differential technigue ard
the coneept of the ideal college.

Three groups closely associated with the University of South
Dukaota (USD) --area high schoot students, university students,

s
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and university alumni—were asked to rate USD and their
“icdeal university” on a set of scales anchored with bi-polar
descriptors of key college attributes. This process generated
three “image profiles” of USD, one for each of the three
groups. It also generated a single image profile of the ideal
university for all three groups combined (Struckman-Johnson
and Kinsley 1985, p. 321).

From the image profiles, the rescarchers were able to deter-
mine that the three responding groups generally rated their
ideal college higher on nearly all attribies, but agreed that
USD “is an attractive school which provides a friendly, socia-
hle environment, good athletic faciliies and strong profes
sional and graduate school preparation (p. 325). Results also
showed that USD needs to improve in terms of admissions
competitiveness, academic reputation, and job opportunities
upon graduation,

Qualitative approaches. During the past four or five years,
academic market researchers have begun to apply focus group
interviewing to the study of institutional image. This more
“qualitative” technique approaches image from a perspective
which is quite different from most other technigues, and prob.
ably will be used with increasing frequency to compleinent
the findings of uther techniques. The nature of this technique
and its merits for inage and perception investigation are des-
cribed as follows:

Briefly, "focus group interviewing' is d quelitative research
technigque in which a small number of respondents—generally
eight 1o ten—and a moderator participate in an unstructired
group discussion about selected subjects. A hpical discussion
session lasts for one to two bours. Focus group interviews elicit
in-depth, albeit subjective, information 1o belp researchers
wunderstand the deeply beld perceptions of student, or ather.
groups of policy importance to a college or university. The
method is best used to identify attitudinal dimensions and
not to guantify the extent to whbich these are beld in any pop
nlation or subgroup (Bers 1987, p. 19).

Ethical Guidelines for Marketing Research

The purpose of this section on academic market research has
not been to provide instruction in the use of popular tech
niques. Rather, it is to demonstrate what can be learned from
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market research about a college’s student markets, its com-
petition, its image, and market position in the eyes of pro-
spective students, and which rollege attributes best discrim-
inate between admitted applicants who matriculate and those
who do not.

Academic market research is such a valuable ool for effec.
tiveness in the student marketing and recruitment phase of
the enrollment management process that it is being used
more widely every year. This fact increases the importance
of using such technicues responsibly. Fortunately, some
rescarchers are interested in exploring the appropriate use
of academic market research techniques. Lien, for example.

Referred to as "the conscience of the profession” of aca-
demic market research by Lay and Endo (1987, p. 2), Litten
has provided a set of ethical guidelines for the practice of aca-
demic market research. These include:

1. "Subterfuge” should be avoided. Market research intended
to study student enrollment behavior should never be
“dlisguised” us another type of study.

2. Any market research project whose findings will not be
macle public should be “identified as private research”
to be used for college planning,

3. Researchers should be thoroughly trained in market
research techniques, particularly “student or alumni labor”
who should be carefully supervised.

4. In studying the activities of other institutions, it is “uneth-
ical . ... to send bogus inquiries or applications from fic
titious students.”

5. Acquiring clata through the merging of files should only
be done after involved subjects have received “at least
i general statement of potential merging,”

6. Information may be acquiredt from “thicd-party infor
nants™ stch as parents or high school counselors only
after the student has been informed.

- “legitimate sample frames” may be developed from lists
only after students on the list have been so informed.

8. Students must be protected from “excessive research
requests” and "initial contacts” should be made only
through the less obtrusive mailing process (Litten 1981,
pp. 115-16).

9. Academic market researchers must not fall victim to “the
poison of proprictary attitudes™ about rescarch methods

~3
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and findings. We learn much from sharing “each other's
mistakes und successes. Maximum time limits should be
established, beyond which al’ methods and findings
should be made public (Litten 1987, pp. 11-12).

10. We must avoid the “demon of arrogance” with respect
to both the subjects of our research and the administrative
users of that research, We must come to understand and
cominunicate within their perspectives on our research
issues (Lten 1987, pp. 12-13).

Summary

This section of the report has reviewed and analyzed what

we leamned in student enrollment behavior in the last phase

of the college chotce process—selection and attendance. St
dies of this phase usually are conducted from the perspective
of individual colleges seeking to determine which institutional
attributes are significant in distinguishing between those who
matriculate and those who do not. They rely on institutional
databases which often are developed by the college’s insti-
tutional research or admissions oftices.

By examining th. indings of 10 studies we were able to
determine which college attributes were most important in
distinguishing between students who choos= to enroll at a
particular institution and those who do not.

11, 2 marketing concept in higher education involves apply-
ing techniques of marketing research o ideatity the compe
tition, determine the institution’s image and market position,
and segment student markets according to characteristics tha
nity differentiate among students in terms of how attractive
they find a college’s image compared with its competitors’
images. The report also described specific illustrations of aca
demic market : ssearch techniques.

The purpose of the report is to aid the development of i
foundation tor greater effectiveness in the student marketing
and recruitment plisse of the enrollment management pro
cess. Perhips the report also will help increase the effective
ness of meore specific marketing, recruitment, and admissions
tactics, whic - are not covered in this report. Many fine books
can proide gridance in these areas (Beder 1986; Grabowski
1981, Kotler and Fox 1985: Lovelock 1984; Lowery 1982,
Simerly 1989; Suith and Hunt 1986).
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CONCLUSIONS AND RECOMMENDATIONS

‘This report aims at helping administrators, policy makers, and
researchers develop a foundation for more effective enroll:
ment planning, student marketing, and recruitment. These
are important parts of the enrollment management process.
It is hoped that the report will make a worthwhile contribu-
tion to “the development of a specialized knowledge base
for enrollment managers™ (Hossler 1984, p. 8).

The fullowing outlines the evoluticn of the growing interest
in, and importance of, understanding enroliment and college
choice behavior.

Why Understanding Enrollment and

College Choice Are Important

From the perspective of the early 1970s, the pessimistic expec
tations regarding enroltment in the higher education mar-
ketplace of the 1980s appeared to be well-substantiated and
sobering, even intimidating. Changes in demographic, eco-
nomic, and public policy aspects of the marketplice environ
ment threatened reduced enrollments, budget deficits,
retrenchment, and institutional closings during a time: of rising
stuclent consumerisn.

Many administrators in the 1970s began to concentrate
more effort on enrollment mainteniance, became more
responsive to market interests and more aware of the increas
ingly competitive nature of student recruitment. They also
hegan to engage in market oriented activities intended to
attract students with desired academic and nonacademic char
acteristics to their campuses. Reeaking with the past, each
year's students became more like academic shoppers or con
sumers, preferring vocational, occupational or professional
courses over courses in the traditional arts and sciences. Col
leges and universities made surprisingly rapid and extensive
market oriented responses in the form of changes in academic
programs to mitch student demand and attract students.

From the 1970s through today. colleges have developed
wo fundamental market oriented desires. They want o plan
and forecast their enroliment more effectively, and they want
to influence the college going decision making process of
students more eftectively. The study of collegie choice behay
iof is of great practical importance therefore for administrstons
who want greater effectiveness in these two areas.

The study of student enrollment behavior at the macro level
indi-ates how changes in envitonmental characteristics
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outside an institution’s control—and changes in institutional
characteristics—within an institution's control—affect an insti-
tution’s total enrollment.

The study of the college choice behavior of students at the
micro-level indicates the ways in which environmental, insti-
tutional, and student characteristics affect a student’s choices
about whether or not to atend college and which institution
to attend. The results of these studies provide the fundamental
knowlexdge basies for enliancing the effectiveness of enroll-
ment planning activitie: ss well as student marketing and
recruitment activities.

Implications for Institutions: Macro-Level Studies

From the standpoint of the institution, the most important
contribution of the macro-level studies of enrollment behavior
is their estimation of the probable effects of environmental
factors on an institution’s enrollment. The enrollment effcuts
of changes in environmental characteristics serve as funda-
mental guidelines for institutional enrollment forecasting and
the enrollment planning assumptions required to estimate
revenues and expenditures for budgeting purposes. A thor-
ough a2ppreciation of the enrollment effects of such factors
enhances the administrator's capacity for making the well.
informed judgments required for effective planning.

Administrators understand ooy too we!l the potentially neg:
ative enrollment effects of a decreasing population of eligible
students, the proximity of competing institutions to large
numbers of eligible students, or cutbacks in government
sources of student financial aid. However, the probable enroll-
ment effects of changes in the economy may seem more
complex.

Itis important to remember that in spite of the growing
number of college graduates seeking jobs, college graduates
and noncollege graduates remain primarily noncompeting
groups in the job market. College graduates most often seek
and obtain positions that are professional or managerial, while
noncollege graduates most often obtain sales, clerical, oper
wtive kiborer, or farm worker jobs ( Rumberger 1984b)

While improved job market opportunities for college zad
uates may have positive enroliment effects, improved job nur
ket opportunities for noncollege graduates are likehv to have
negative enrollment effects. For many potential students, more
jobs and better pay for noncollege graduites represent greater
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foregone income opportunities (one type of higher costs)
when they attend college.

Economic conditions and college enroliment
General economic recessions tend to stimulate college enroll-
ment by reducing these foregone income opportunities for
potential students (Mattila 1982, pp. 250-251). Recessions niy
enhance this eftect on enrollment because employment in
the types of jobs held by noncollege graduates is more likely
to be reduced, while employment in college-level profes:
sional and managerial positions tends to remain more stable.
While worsening job mirket opportunities for noncollege
graduates stimulates college enrollment, deteriorating oppor-
tunities for college graduates tends to reduce enrollment.
However, it appears that an institution’s curriculum hi the
potential to help insulate it from such enrollment eftects of
job market changes. Specifically, when conditions in the col-
lege job market worsen, enrollment favors colleges emphas:
fzing curricular opportunities in specialized professional or
occupational curriculs When college job market opportunities
improve, enrollment favors colleges emphasizing tracitional
liberal arts and sciences programs. Breadth and halance in
these two types of curriculir offerings has the potential o
cushion the negative enrollment effeas of a poor college job
market (Zaulsen and Pogue 1988),

Implications for Institutions: Micro-Level Studies

The most important contribution of the micro level studies
of individual student enrollment behavior is their ability to
estinte the effeats of student characteristics, institutional
chubcteristios. and their interactions on the probability tha
a student will choose a particular college or noncollege
option. The enroliment effects of student auributes serve as
guidelines for dividing students into groups possessing char
acteristics similar to those who most often enroll at a partic
ular college. ‘This enables institutions to identity the student
markets with the greatest potential enrollment yield fora par
ticular college or university.

Understanding the probable enrotlment effects of in «itu
tional characteristics can help faculty and administrators
develop the most appropriate marketing mix of attractive pro
Arams, delivered in appropriate places, at acceptable prices
The probable enrollment effects of interactions between stu
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dent and institutional characteristics provide guidelines to
help administrators effectively tailor and target their college’s
marketing mix of institutional atributes according to student
characteristics in high enrollment yield markets.

Most administrators know that, in general, when certain
factors are present students are more likely to attend college.
For instance, when they are white, unmarried, have high
income, and followed a college preparatory curriculum in
high school. Administrators also are well aware that, in gen-
eral, students are more likely to attend college in general, or
one particular college, when tuition, room, and board costs
are lower, financial aid is more available, the distance from
home to college is not great, and the breadth of curriculum
offerings is great.

It is the enrollment effects of interactions between student
and Institution:a attributes which are more complex and the
least well understood. However, an understanding of these
is of critical importance in attracting the students most desired
by a particular college.

When student and institutional attributes meet

Any thorough understanding of student college choice behav-
ior must be intensely focused on the points of interaction
between student and institutional attributes. For example, a
particular college becomes less attractive when tuition, room
and board, and distance from a potential student’s home
increase. However, these effects are much greater for lower
income and lower aptitude students. They hecome nuuch less
important as income and aptitude level rise.

A college becomes more attractive as the availability of
scholarship aid increases. However, this effect is reduced for
high income students who have lower chances of receiving
aidd: the effect is enhanced for nonwhite and high achievement
students who have a greater probability of receiving scho-
tarships. A college becomes less attractive to students with
aptitudes either well above or well below the average aptitude
of students at a particular college. Students preter to matric
ulite at an instituion where students are similar to themselves
more than they prefer to attend the college with the highest
academic standing.

Finally, recent research indicates that for a given income
and aptitude level, student responsiveness to changes in the
tuition, room and board, financial aid, and foregone camings
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components of college costs are now very similar. This dispels
some old myths about different responsiveness.

College aspiration and its formation

The first phase of the college choice process involves the fac-
tors and processes which influence and shape a student’s
college-going aspirations, or plans, Studies reveal three cate-
gories of factors which may encourage or discourage the for-
mation of college aspirations: socioeconomic background
Jactors (such as race, parents’ marital status, educational
attainment and occupational status, and family income), aca:
demic factors (aptitude and achievement), and contextual
factors (including disciplinary problems, scif-esteem, attitudes
toward school and success, and peers’ college plans). Essen-
tially, each of these factors is an attribute or characteristic of
a potential student.

The case for early intervention. These studies’ special
contribution involves some ciear implications for carly inter-
vention to encourage the tormation of college aspirations.

For example, a contextual factor, parental encouragement,
has been found to have a greater influence on college aspi-
ration formation than either socioeconomic status or academic
aptitude. While the socioeconomic status and intelligence

of a particular student are very ditticult (if not impossible)

to influence, parental encouragement is a social-psychological
process which may very well be open to modification through
counseling of parents and their children.

This makes parental encouragement a powerful intervening
variable between the immutable socioeconomic status and
aptitude factors and the formation of college-going aspirations.

Other implications for carly intervention in aspiration for
mation involve some important ditferences in the factors
which influence this process for blacks compared to whites.
In this process, whites seem to be influenced by most of the
eartiest factors such as sovioeconomic background and aca
demic aptitude, but only some of the Liter ones.

However, hlacks do not seem to be influenced by any of
the eardiest factors and are influenced by many of the later
factors, such as achievement in school, encouragement by
parents, teachers, and friends, and self esteem. Whites also
are influenced by some of these later factors, including school
achievement and significant others” encouragement. The most
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important implication here is that the later factors of school
achievement, significant others' encouragement, and self.
esteem are all ones which early and continuous intervention
has an opportunity to influence.

These are all areus in which early intervention by concerned
administrators, teachers, counselors, and parents could make
a difference. How many potential students should be, and
would be, in college if even just one of these influential fac-
tors were promoted: school achievement, self-esteem, par-
ental, teacher, and counselor encouragement?

Search and application

The second phase of the college choice process involves stu-
dents seeking and acquiring information about different
colleges. They do this by learning about different important
college attributes such as programs, quality, cost, and location
by means of their preferred sources of information, usutally
from such sources as admissions officers, college publications,
high school counselors, alumni, and campus visits.

Of course, the importance of various college attributes and
sources of information vary according to student attributes.

In fact, the student attributes represented in the socioeco-
nomic background and academic factors which shape the for-
mation of plans tor college have an influence in this second
phase even to the point of leading students to preselect cer-
tin colleges. The general pattern seems to be that as students'
academic aptitude, achievement, educational aspirations,
family income, and parental education all increase, their
choices are more likely to include highly-selective, high-cost,
Jistant, private, four-year institutions.

Lirge numbers of potential students are spread across the
centire spectrum of possible socioeconomic backgrounds and
dcademic abilities. This means that there are groups of poten.
tial students who will tend to preselect colleges at each of
the many possible categories of attributes such s selectivity,
cost, distance, control, and level.

Each college must ask itself whether the attributes of stu
dents they currently seek suggest that these students are the
ones who will most likely find the college appropriate and
dttractive. In the face ot a college choice process which
appears o be characterized by preselection according to stu
dentattributes and college attributes, an effective course of
action for cach college is w tind an appropriate match
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between the attributes of students it seeks and the attributes
of its own institution.

Selection and attendance

During this final phase of the college choice process, admitted
applicants evaluate and rate the attributes of their preferred
institutions to select one college to attend. A certain predes.
tination is evident even here as students appear to develop
evaluation criteria that are influenced by their socioeconomic
hackground and academic ability. College attributes which
frequently are found to discriminate between students who
select a particular college to attend include cost, financial aid,
programs, size, location, quality, social atmosphere, athletics,
and religious emphasis,

Institutions engaged in academic marketing research usually
conduct studies of student enrollment behavior in the selec-
tion and attendance phase. It is through academic marketing
research that an individual college or university has the best
chance of finding the best match, or fit, between the auributes
of its students and its own institutional attributes.

Statistical procedures can be applied productively to test
score submission data, application overlap data, and data from
student questionnalres on student attributes and student
ratings of the attributes of a particular college compared to
those of its competitors. These procedures allow a college
to identify its closest competitors, assess the college's image
as perceived by admitted applicants in terms of various
college auributes, and determine its market position com.
pared with its closest competitors,

The college also can examine admited applicants' ratings
of its own attributes and those of its competitors to identify
what determines choices between their own college and a
competitor. Another useful activity is to divide student markets
according to both student attributes and their ratings of
college attributes, and then identify student market segments
by enrollment yield.

A college’s marketing mix

In higher education, a college's marketing mix is essentially
a combination of its attributes arranged in the categories of
programs, prices, promotional activities, and places of de
livery. For most colleges there are two primary enrollment
strategies:
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« seek students possessing attributes consistent with the
attributes of the college's current marketing mix, or;

« adjust the attributes of the college’s current marketing
mix so they are more consistent with the student attrib-
utes desired by the college.

Recommendations for Research and Policy

Important implications for future research center on both top:
ical areas and the need for special types of databases. Follow-
ing are some suggestions on the next steps colleges and uni-
versities need to take.

Look at the college-going bobavior of students of nontra:
ditional ages and from nontraditional groups.

While the college-going behavior of traditional-aged stu-
dents has been widely studied, enrollment behavior of stu-
dents of nontraditional age has received relatively liule
research attention. This is unfortunate and even peculiar, since
one of the greatest sources of the increasing numbers and
participation rates of college students comes from this group.

An important part of higher education’s future may depend
on how effectively colleges and universities can serve the edu-
cational needs of this very large potential student population.
Many well-crafted studies of the college choice behavior of
students of nontraditional ages are needed now. We must
hetter understand their perceptions, preferences, and be-
haviors if we are to better serve their educational needs.

The sanie need for more research pertains to other groups
where the potential for increased enrollment and college par-
ticipation rates is great. Further investigation is needed to
determine whether the way various subgroups in the pop
ulation proceed through the college choice process is unique.
The greater our understanding, the greater our ability to serve
the educational needs of women, minorities, foreign students,
and other groaps.

Develop dependable models of bow graduate studenis
choose graduate schuools.,

The Lirge number of people with bacheior's degrees in the
job market has for some time made the puesuit of graduate
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degrees much more frequent, yet we are just beginning to
study the patterns of graduate student-graduate school choice.
Particular departments within institutions may take on more
importance than they did in college choice models. Devel:
oping dependable models of graduate student choice behav-
{or is of great importance and probably will be quite chal-
lenging. So far, Malaney (1988, 1987) seems to be a voice
crying in the wilderness on this issue.

Learn as much as possible about the search process.

Our present understanding about the “search” portion of
the search and application phase of college choice is modest
and inadequate. What kind of timing, and activity or event
sequences actually characterize this important period of
decision-making? We need more well-crafted research efforts
in this area to build on the efforts of Lewis and Morrison
(197%) and Gilmour (1978). These nay need to be more
qualitative in approach than many of our research designs
investigating stages of the college choice process (Hossler,
Braxton, and Coopersmith 1989, pp. 279-281).

Develop new databases to meet new needs.

More effective total enrollment or macro-level studies could
be conducted with more pooling of time series and cross-:
section data on environmental and institutional characteristics.
A premise of this report is that the changing environment of
the higher education marketplace was an important motivator
for more market-oriented institutional responses to an increas
ingly assertive and changing student consumer profile.

Micro-level studies using pooled data can investigate the
interactive effects of environmental and institutional factors
on enrollment. Perhaps they could unveil more ways in which
institutional attributes can be madified to effectively offset
or cushion the potential negative enrollment effects of some
environmental changes.

Perhaps the most promising, and productive, of databases
would be an extensive longitudinal micro dataset on indi
vidual students which would permit well crafted investigation
of how environmental, institutional, and student characteristics
interact on the probability of a student's college attendance
or college choice.
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Establish offices of institutional research on every college
and university campus.

ivery college and university, large or small, should have
an office of institutional research engaged in academic market
research. In addition, inter-Institutional cooperation should
promote multiple institution studies. All such efforts are in
the constructive pursuit of the best possible match between
student attributes and college attributes across the nation.

Enlist the support of government and private resources.

College researchers and administrators will need the sup-
port of government agencies and private foundations inter-
ested in improving our capacity to meet the nation’s educa
tional needs. State and federal govemment policy-makers
should have a strong interest in supporting and encouraging
both macro and micro-level studies to clarify further what
determines enrollment and college choice behavior,

For example, the design and improvement of state and fed-
cral grant and loan programs, if based on a growing under-
standing of college choice behavior, have a greater chance
of promoting the social and educational goals of equal access,
equity, and socioeconomic well-being for society. Tax and
transter disbursements in the form of subsidies to higher edu-
cation are national investments in these and other desired
outcomes.

In conclusion, the American people place their resources
and their trust in the hands of government policy-makers
hoping that they will pursue these social goals in accordance
with the most advanced state of our knowledge about student
enrollment and college choice behavior,
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ASHE-ERIC HIGHER EDUCATION REPORTS

since 1983, the Association for the Study of Higher Education (ASHE)
and the Educational Resources Information Center (ERIC) Clear-
inghouse on Higher Education, a sponsored project of the School

of Education and Human Development at The George Washington
University, have cosponsored the ASHE-ERIC Higher Education
Report series. The 1990 series s the nineteenth overall and the
second to be published by the School of Education and Human
Development a the George Washington University.

Fach monograph is the definitive analysis of a tough higher edu:
cation problem, kased on thorough research of pentinent literature
and insitutional experiences. Toples are identified by a national sur-
vey. Noted practisioners and scholars are then commissioned to
write the reponts, with experts providing critical reviews of each
manuscript before publication,

Eight monographs (10 betore 1985) in the ASHE-ERIC Higher
Education Repont series are published each year and are available
on Individual and subscription basis. Subscription to eight issues
is $80.00 annually: $60 to members of AAHE, AIR, or AERA; and $50
10 ASHE members. Al foreign subscribers must include an additional
$10 per series year for postage. '

To order sing e copies of existing reports, use the order form on
the Last page of “his book. Regular prices, and special rates available
to members of AAHE, AIR, AERA and ASHE, are as follows:

Series Regular Members
1990 $17.00 $12.75
1988 8Y 15.00 11.2%
1985 87 10.00 7.50
198384 7.50 6.00
hefore 1983 6.50 5.00

Price includes bouk rate postage within the US. For foreign orders,
please add $1.00 per hook. Fast United Parcel Service avaitable within
the contiguous U8, & $2.50 for each order under $50.00, und cal
culated at 5% of invoive total for orders $50.00 or above.

Al orders under $45.00 must be prepaid. Make check payable
to ASHE ERIC. For Visa or MasterCard, include card number, expi
ration date and signature. A bulk discount of 10% is available on
orders of 15 or more books (not applicable on subscriptions ).

Address order to
ASHE ERIC Higher Education Reports
The George Washington University
i Dupont Circle, Suite 630
Washington, DC 20036
Or phone (202) 296 2597
write or call for a complete catalog of ASHE ERIC Higher Edu
ation Reports.
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1990 ASHE-ERIC Higher Education Reports

1. The Campus Green: Fund Raising in Higher Education
Barbara E. Brittingbam and Thomas R. Pezzullo

2. The Emeritus Professor: Old Rank - New Meuning
James E. Mauch, Jack W. Birch, and Jack Maithews

3. "High Risk” Students in Higher Education: Future ‘Trends
Dionne ). Jones and Betty Collier Watson

4. Budgeting for Higher Education at the State Level: Enignia,
Paradox, and Ritual
Daniel T Layzell and Jan W, Lyddon

5. Proprietary Schools: Programs, Policies, and Prospects
Jobn B. Lee and Jamie P Merisotis

1989 ASHE-ERIC Higher Education Reports

1. Making Sense of Administrative Leadership: The 'L Word in
Higher Education
Estela M. Bensimon, Anna Neumann, and Robert Birnbeim

2. Affirmative Rhetoric, Negative Action: African-American and
Hispanic Faculty at Predominantly White Universities
Valora Washington and William Harey

3. Postsecondary Developmental Programs: A ‘Traditional Agenda
with New Imperatives
Louise M. Tomlinson

4. The Old College ‘Ity: Balancing Athletics and Academics in
Higher Education
Jobn R Thelin and Lauvence 1. Wiseman

5. The Challenge of Diversity: Involvement or Alienation in the
Academy?
Daryl . Smith

0. Student Goals for College and Courses: A Missing Link in Assess
ing and Improving Academic Achievement
Joan S Stark, Kathleen M. Shaw, and Malcolm A Lowtber
7. The Student as Commuter: Developing a Comprehensive Insti
tutional Response
Buarbara Jacoby
8. Renewing Civie Capacity: Preparing College Students for Service
and Citizenship
Suzanne W Morse

1988 ASHE-ERIC Higher Education Reports

1. The Invisible Tapestry: Culture in American Colleges and
Universities
George 1. Kub and Elizabeth . W hitt
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2. Critical ‘Thinking: ‘Theory, Research, Practice, and Possibilities
Joanne Gainen Kurfiss

3, Developing Academic Programs: ‘The Climate for Innovation
Daniel T: Seymour

4. Peer Teaching: ‘To ‘Teach is To Learn Twice
Neal A Whitman

5. Higher Education and State Governments: Renewed Partnership,

Cooperation, or Competition?
Fdward R. Hines

6. Entrepreneurship and Higher Education: Lessons for Colleges,
Universities, and Industry
James S, Fainveather

7. Planning for Microcomputers in Higher Education: Strategles
for the Next Generation
Reynolds Fervante, Jobn Hayman, Mary Susan Carbon, and
Harvy Phillips

8. The Challenge for Research in Higher Education: Harmonizing
Excellence and Utility
Alan W. Lindsay and Riuth 1: Newumann

1987 ASHE-ERIC Higher Education Reports

1. Incentive Early Retirement Programs for Faculty: Innovative
Responses to a Changing Environment
Jay l. Chronister and Thomas R. Kepple, Jr.

2. Working Effectively with Trustees: Building Coopernative Campus
Leadership
Barbara E. laylor

3. Formal Recognition of Employer Sponsored Instruction: Contlict
and Collegiality in Postsecondary Education
Nancy 8. Nash and Elizabeth M. Hawthorne

4. Learing Styles: Implications for Improving Educational Practices
Charles 8. Claxton and Patricia H. Murrell

5. Higher Education Leadership: Enhancing Skills through Pro
fessional Development Programs
Sharon A McDade
6. Higher Education and the Public ‘Trust: Improving Suture in
Colleges and Universities
Richard L. Alfred and Julie Weissman
7. College Student Outcomes Assessment: A Talent Development
Perspective
Maryann Jacobi, Alexander Astin, and Frank Ayala, |r.
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8. Opportunity from Strength: Strategic Planning Clarified with
Case Examples
Robert G. Cope

1986 ASHE-ERIC Higher Education Reports

1. Post-tenure Faculty Evaluation: Threat or Opportunity?
Christine M. Licata

. Blue Ribbon Commissions and Higher Education: Changing
Acadene from the Outside
Janct R, Jobnson and Laurence R Marcus

o

3. Responsive Professional Education: Balancing Outcomes and
Opportunities
Joan S. Stark, Malcolm A Lowther, and Bonnie MK, Hagerty
4. Increasing Students’ Leaming: A Faculty Guide to Reducing
Stress among Students
Neal A Whitman, David C. Spendlore, and Claire H, Clark

5. Student Financial Aid and Women: Equity Dilemma?
Mary Moran
0. The Master's Degree: Tradition, Diversity, Innovation
Judith 8. Glazer

7. 'The College, the Constitution, and the Consumer Student: Impli-

cations for Policy and Practice
Robert M. Hendrickson and Annette Gibbs

8. Seleting College and University Personnel: ‘The Quest and
the Question
Richard A Kaplowitz

1985 ASHE-ERIC Higher Education Reports
L Flexibility in Academic Saffing: Effective Policies and Practices
Kenneth P Mortimer, Marque Bagshaw, and Andrew 1
Mesland

- Associations in Action: The Washington, D.C. Higher Education
Comrunity
Harland . Bloland

3. And on the Seventh Day: Faculty Ce msulung and Supplemental
Income
Cardd M. Buayer and Darvell R Lewis

[ 19

4. Faculty Research Performance: Lessons from the Scrences and
social Sciences
Jobn W Cresuell
5. Acudemic Program Review: Institutional Approaches. Expeg
tations, and Controversies
Clifron I Conrad and Ricbard 1 Wilson
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0. Students in Urban Settings: Achieving the Baccalaureate Degree
Richard C. Richardson, Jr. and Lowis W Bender

7. Serving More Than Students: A Critical Need for College Student
Personnel Services
Peter H. Garlund
8. Faculty Participation in Decision Making: Necessity or Laxury?
Carol E. Floyd

1984 ASHE-ERIC Higher Education Reports

1. Adult Leaming: State Policies and Institutional Practices
K. Patricia Cross and Anne-Marie McCartan

2. Student Stress: Effects and Solutions
Neal A Whitmean, Darid ¢ Spendlove, and Claire H. Clark

3. Part time Faulty: Higher Education at a Crossroucds
Judith M. Gapip

4. Sex Discrimination Law in Higher Education: 'The Lessons of
the Past Decade. ED 252 169.*
J. Relph Lindgren, Patti 1) Ota, Peryy A Zirkel, and Nan Van
Gieson
5. Faculty Freedoms and Institational Accountability: interactions
and Contlicts
Steven G, Obkwang and Barbara A Lee

6. The High ‘Technology Connection: Academic. Industrial Coop
erition for Economic Growth
Lynn G. Jubnson

™ Employee Educational Progeams: Implicauons for Industry and
Higher Education. ED 258 501.°
Suzanne W Morse
8. Academic Libraries: ‘The Changing Knowledge Centers of Col
leges and Dniversities
Barbara 13 Moran
9. Futures Research and the Strategic Planning Feocess: tinpli
catons for Higher Education
James 1 Mornson, William 1. Renfro, and Wavne 1 Bowcoer

py

). Faculty Workload: Rescarch, Theory, and nterpretation
Harold I Yuker
1983 ASHE-ERIC Higher Education Reports

L "The Path to Excellence: Quality Assurance in thgher Educmion
Lawrence R Marcus, Anita O Leone, and Edward 1D, Goldberg

Enderstanding Stiedent Enroliment Behator

105

11y




L e

>
g

2. Faculty Recruitment, Retention, and Fair Employment: Obli-
gations and Opportunities
John S, Waggaman

3. Meeting the Challenges: Developing Faculty Careers. ED 232
516.*
Michael C.T. Brooks and Katberine 1. German .
4. Raising Academic Standards: A Guide to Learning Improvement ‘
Ruth Talbon Keimig .
5. Serving Leamers at a Distance: A Guide to Program Practices
Charles E. Feasley
6. Competence, Admissions, and Articulation: Returning to the
Basics in Higher Education
Juan L. Preer
7. Public Service in Higher Education: Practices and Priorities
Patricia H. Crosson
8. Academic Employment and Retrenchment: Judicial Review

and Administrative Action
Robert M, Hendrickson and Barbara A Lee

9. Bumaoutt: The New Academic Disease. ED 242 255.°
W inifred Albizu Melendez and Rafacl M. de Guzman

10. Academic Workplace: New Demands, Heightened ‘Tensions
Ann . Austin and Zelda F. Gamson

*Out of print. Avlable through EDRS Call 1 800 443 ERIC.
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ORDER FORM 90-6

Quantity Amount
Please send a complete sev of the 1989 ASIHE ERIC

Higher Education Reports at $80.00, 33% off the cover

price.

Please begin my subscription to the 1990 ASHE ERIC

Higher Education Reports at $80.00, 41% off the cover

price, starting with Report 1, 1990 —_—
Outside the ULS., add $10 per series for postage

Individual reports are avilable at the following prices:

1990 and forward, $17.00 1983 and 1984, $7.50
1988 and 1989, $15.00 1982 and bick, $6.50
1985 to 1987, $10.00

Book rate postage within the 1S, s included. Outside US., please add $1
Per book for postage. Fast U.LS. shiphing is available within the contiguons
1.8 at $2.50 for cach order under $50.00, and calculated at 5% of imice
total for orders $50.00 or abore. All orders under $45 must be prepaid,

PLEASE SEND ME THE FOLLOWING REPORTS:

Quantity | Report No.| Year Title Amount
Subsotal;
Please check one of the following: Foreign or UPS:
O Check enclosed, piyable to GWAUERIC. Total Due:

O Purchase order attached ($45.00 minimium).
0 Charge my credit card indicated below:
0 visa {0 MasterCard

HEENEEREEREEEEER

Expirtion Date

Name
Title —
Institution
Address
City Ste Zip
Phone
Signature Date
SEND ALL ORDERS TO:
ASHE-ERIC Higher Education Reports
The George Washington University
One Dupont Circle, Suite 630
l ., Washington, DC 20036-1183
1 " pnone: (202) 296.2897



PRAISE FOR PAST REPORTS

"t welcome the ASHE-ERIC monograph series. It is a <ervice
tu those who need brief but dependable analyses of key issues
in higher education.”

(Rev. ) Theodore M. Heshurgh, C.S.C.

President Emeritus, University of Notre Dame

“Running a successful institution requires mastering details
quickly. The ASHE-ERIC Higher Education Reports are valuable
because they give a national perspective that helps me meet
my own reponsibilities.”

Milton Greenbery, Provest, American University

“The first books off my shelf when I'm looking for answers.
Keep me aware of potential problems and offer solutions
that really work.”

Kathryn M. Moore, Professor

Michigan State University

“The monographs make excellent textbooks, and their
bibliographies are exssential for grduate students.”
Eileen Kubns, Coordinator
Education Administration Program
Michigan State University

“Excellent publications, authoritative and well rescarched,
on timely topics.”

Ronald W. Collins, Provast and Vice President for
Academic Affairs, Eastern Michigan University

“A godsend to an administrator of a brand new doctoral
program with caps on resources for course development.”
Antonia D'Onofrio, Director
Higher Education Program
Widener University

"Excellent—scholarly, informative, enlightening —superb
for administrative and faculty development.”
Robert Gleason, Director of Library Services
Rockland Community College

“An invaluable resource that gets me on top of a topic in a
very efticient manner.”
Donald Reichard, Director of Institutional Research
Unwersity of North Cacolina at Greensboro
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7771 MICHARL 8. PAULSEN is an instructional development specialist
. inthe Office of Instructional Resources and an adjunct assoclate ...
professor of higher education at the University of lllinols &t . -
- Urbana-Champaign. Previously, he served as assoclate professor . -

of higher education at the University of Alabama. He received .-

his Ph.D. from the University of lowa, specializing in higher

. education and economics. His research, teaching, and

consulting activities have focused on enroliment managemen,

economics of higher education, and postsecondary curriculum

e and instructional development. His publications have appwed Ry
" inawide variety of higher education joumals,

ISBN 1-678380-03-6>$17.00
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