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Editorial Procedure
The editor will acknowledge receipt of manuscripts (letters will
not be acknowledged) and will forward them to members of the
C&U Advisory Committee for review. The Committee will con-
sider the appropriateness of the article for aacrao’s membership,

Editor’s Note
As I sit at my desk reviewing the last of the summer reports and
budgets, I remember fondly the years when summer meant tak-
ing a deep breath. It was a time for planning, review, and vaca-
tion. I guess I’m now joining my mother’s generation of
remembering “the good ole days.”

Also, as I review the articles appearing in the Fall issue, I realize
how professionally diverse we must be as administrators. To be

Instructions to Authors
the current needs of the professions, the usefulness of the infor-
mation, the nature and logic of the research methodology, clar-
ity, and the style of presentation.

This review may take as long as three months, a�er which the
C&U editor will inform the author of the manuscript’s acceptance
or rejection.

Manuscript Preparation
Manuscripts for feature articles should be no longer than ,
words. Manuscripts for guest commentary and book reviews
should not exceed , words. Letters to the editor will ordi-
narily be limited to  words.

All submissions must be saved to an ibm-compatible disk
(Microso� Word, preferably) and include a hard-copy original
printed on ." x " white paper. Because the Committee has a
blind review policy, the author’s name should not appear on any
text page. A cover sheet should include the title of the manuscript,
author’s name, address, phone and fax number, and e-mail address.

References should be formatted in the author-date style and
follow guidelines provided on page  of The Chicago Manual
of Style, th edition. A list of references should appear at the end
of the article. Text citations also follow the author-date format;
examples may be found on page  of the Manual. For more
information or for samples, please contact the C&U editor.

In addition to being placed in the manuscript, the data for
essential tables and charts should also be included in a separate
Microso� Excel (spreadsheet) file.

All submissions are accepted for publication with the under-
standing that the College & University editors reserve the right to
edit for clarity and style. Please do not submit articles that are
under consideration for publication by another periodical.

Authors whose manuscripts are selected for publication will
be asked to submit a short biographical statement and an
abstract of their article, each no more than thirty-five words.

truly successful and effective, we must be telemarketers, computer
specialists, academic specialists, customer service advocates,
budgetary officers, and others on a list too lengthy to mention.
Therefore, I am grateful for journals such as C&U that aid me
in the complex issues of higher education in today’s world.



Objectives and Theoretical Framework
Departmental admissions committees of master’s level graduate
programs are faced with the task of admitting students who
have the greatest potential for success. There are students for
whom either their undergraduate grades or their Graduate
Record Examinations (gre) scores indicate that they may be at-
risk when completing further academic work. Some students
who have a rather poor undergraduate record are admitted to
graduate school and become outstanding graduate students.
Students with less than distinguished academic backgrounds
may, in fact, have exemplary performance in a job setting.
Thompson and Kobrak (), when predicting the success of
students in a Master of Public Administration program, sug-
gested that it was not necessary to “accept any person who
comes to us regardless of academic background, but particularly
for a discipline that prides itself on working with practitioners,
it does require that we examine them on the basis that they
appear before us” (p. ). Other students who are at-risk for
success in graduate school, however, do not perform satisfacto-
rily. These students end up using the resources of the institution
that may benefit a more competent student. Such students who
are not capable of graduate work may consume disproportion-
ate amounts of faculty time. Even worse, professors may lower
their expectations in courses to accommodate these students.
The objective of this study was to establish prediction models
for different academic areas that may serve to select graduate
students who are the most likely to succeed.

It seems logical that different academic disciplines would require
different skills. A master’s degree that is regarded as a practitioner’s
degree has skill requirements which differ from a master’s degree
that is highly theoretical. Thornell and McCoy () examined
the predictive validity of the Graduate Record Examinations
(gre) and the graduate grade point average (ggpa) for subgroups
of students in different disciplines and found variations in the
coefficients of correlation between gre components and ggpa
for different disciplines. Twenty years earlier in a study by
Madaus and Walsh (), differing Beta weights for regression

equations were determined for students in different areas. Later
investigations found that the area of study was itself a predictor
of success for at-risk students in graduate work (Nelson and
Nelson ; Nelson, Nelson, and Malone ).

How does one measure success in graduate school? Some
studies have utilized ggpa to determine success in a graduate
program (Carlson ; House and Keeley ; Kingston ;
Madaus and Walsh ; Monahan ; Morrison and
Morrison ; Rhodes ; Vaseleck ). Other researchers
have examined the completion of the graduate degree program
(Case and Richardson ; House and Johnson ;
Mitchelson and Hoy ; Thompson and Kobrak ). More
recent studies have used both ggpa and degree completion as
measures of success in graduate school (Nelson and Nelson
; Nelson, Nelson, and Malone ). Thus, two criteria
may be utilized for measuring success: ) completion of the
degree; and ) ggpa. While these two measures are positively
correlated (a student must maintain a minimum grade point
average to remain in a graduate program), a high grade point
average does not ensure that a student will complete the degree
requirements. For graduate programs that have spaces for stu-
dents, but do not want to admit students whose probability of
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In this study, models were constructed for seven academic areas to predict whether or not an at-risk graduate student will be successful

in obtaining a master’s degree. Predictor variables were combined in both compensatory and conjunctive models in an attempt to find

the best predictors for each academic area. At-risk students, compensatory, and conjunctive are defined fully in the article.

Abstract



completing the requirements is low, a prediction of the completion
of the degree is appropriate. For graduate programs where the
number of students that may enroll is restricted, ggpa may be
the better criterion.

Thompson and Kobrak () suggested that the primary
variables that predict success in a graduate program are per-
ceived to be intelligence and commitment. Mitchelson and Hoy
() labeled these variables as intelligence and motivation.
Madaus and Walsh (), in noting the coefficient of multiple
determination (the R-squared statistic) as being quite low in
their study of predicting ggpa from gre scores, suggested that
“other factors probably include differences in student motiva-
tion, in previous training and in personality factors” (p. ).
Obviously, the problem is to find ways of assessing the variables
of intelligence and motivation. Two such measures are the vari-
ables of undergraduate grade point average (ugpa) for motiva-
tion and gre scores for intelligence.

Mitchelson and Hoy (), in considering measurements of
intelligence and motivation, suggested that additive or compen-
satory models, i.e., intelligence � motivation, might not be ade-
quate. If gre scores are considered as a measurement of intelli-
gence and ugpa a measurement of motivation, motivation alone
may not compensate for a lack of innate ability. In the additive
model, high motivation may compensate for low intelligence
and vice versa. Einhorn () described a conjunctive model,
which may be more appropriate. In this model, standardized
measures were multiplied instead of added. In the application of
the conjunctive model, intelligence � motivation, high motivation
could not compensate for a weak intelligence factor, nor could
intelligence compensate for a lack of motivation. In the current
study, both conjunctive and compensatory models were utilized.

One assessment of previous training is the Carnegie classifica-
tion of the college or university from which the student received
his/her undergraduate degree. Under the Carnegie classification
scheme, institutions are classified as research, doctoral degree
granting, master’s degree granting, and baccalaureate degree
granting. Nelson, Nelson, and Malone () found that the
type of institution from which at-risk students earned their
bachelor’s degree was a factor in program completion. In their
study, students from master’s level institutions had the highest
graduate rate (. percent). In contrast, only . percent of the
students from baccalaureate institutions earned the master’s degree.

This study was conducted at a medium-size Midwestern uni-
versity with an average total enrollment of , students,
including a graduate enrollment of , students. The subjects
in the study came from those students who applied for master’s
level graduate study for the years – who were defined as
at-risk or probationary, and were United States citizens whose
first language was English. International probationary students
were not included because these students were not required to
take the gre, one of the criteria used to determine whether or
not a probationary student could be granted full admission to a
graduate program. A graduate student was considered to be at-
risk if the undergraduate grades did not meet the minimum
admission requirements of the university, i.e., the cumulative
ugpa was less than . and the latter-half of baccalaureate
work was less than . on a four-point grading scale. All proba-

tionary students, if supported by their academic departments,
completed a nine-hour directed plan of study. Departmental
admissions committees used the grades from those three
courses and gre scores to determine if full admission to a grad-
uate program was warranted.

Procedures and Methodology
Eight general areas of study were considered and are listed
below. The number of students granted probationary status to
the specific areas for which complete records were available is
provided in parentheses:

! Applied sciences ()
@ Communication sciences ()
# Education ()
$ Humanities and arts ()
% Life sciences ()
^ Physical sciences ()
& Psychology ()
* Social sciences ()

Two dependent variables were analyzed in this study. The
first dependent variable was completion or non-completion of
the degree. A student who had not completed the master’s
degree and had not taken coursework within one year of this
study was assumed to be inactive and was placed in a non-com-
pletion category. Students who successfully completed the mas-
ter’s degree were coded as a “” and those who did not complete
the degree were coded as a “.” The second variable was ggpa
calculated a�er nine semester hours of graduate coursework.
The choice of nine hours was based not only on institutional
requirements for probationary students, but on previous
research that discovered no significant difference in ggpa in a
student’s first nine semester hours or first year of graduate study
and the student’s ggpa at the completion of the graduate course
of study (Kingston ; Nelson and Nelson ; Nelson,
Nelson, and Malone ; Rhodes ; Thompson and
Kobrak ; Vaseleck ). Since most of the grades earned by
students in graduate work are either “As” or “Bs,” there is a nar-
row variance in the ggpa. Therefore, the ggpa was
dichotomized. A ggpa of . or higher was coded as a “,” and
a ggpa of less than . was coded as a “.” While the categories
may be somewhat arbitrary, it should be noted that a ggpa of
above . indicated that the graduate student earned more “A”
grades than grades lower than “A,” while a ggpa of less than .
indicated a somewhat weaker academic record.

The predictor variables fell into two categories: ) continuous;
and ) categorical. The continuous predictor variables included
ugpa, the gre verbal (grev), the gre analytic (grea) and the
gre quantitative (greq) scores. A linear transformation was
performed on the gre scores to put these scores on the same
scale as ugpa. The products ugpa � grev, ugpa � grea and
ugpa � greq were included as the conjunctive part of the model.

The categorical variables included gender, race, and the
Carnegie classification of the institution from which the stu-
dent earned the undergraduate degree. The institutions were
categorized as research, doctoral level, master’s level, baccalau-
reate, and other. Deviation contrasts were constructed to com-
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pare the research, master’s level, baccalaureate, and other insti-
tution category with the doctoral category.

The backward stepwise logistic regression procedure of spss,
release ., for a dec Alpha computer running vms version .
was used to predict the dependent variables for each of the aca-
demic areas from the predictor variables described above. The
criterion for removal of a variable from the model was the
change in significance of the log likelihood ratio when the vari-
able was eliminated from the model.

Findings
Table  displays the Beta weights and the significance of these
weights for each of the academic areas for predicting comple-
tion of the master’s degree. No entry in a particular cell indi-
cates that the variable was not a significant predictor of
successful completion of the degree. Such variables were elimi-
nated when the stepwise regression was performed. The regres-
sion equations whose weights are given in Table  produced the
percentages of success displayed in Table .

For each academic area, the model created for the area was at
least  percent accurate in predicting the number of students

who would finish the program and obtain the master’s degree.
The accuracy in predicting those students who would not com-
plete the degree was particularly weak in communication sci-
ences and education.

The second set of analyses was performed to predict the
dichotomized grades (“” ggpa < ., “” ggpa >= .) from the
same predictor variables. Table  gives the Beta weights and the
significance of these weights for each of the academic areas.

The area of humanities and arts was not included in Table 
since the significance of the Beta weights was weak. This aca-
demic area does not admit many probationary students.
Furthermore, it is difficult to compare student grades for private
lessons in music, one of the disciplines included in this category,
with student grades in a classroom setting, e.g., English or his-
tory. The results of applying the logistic equations to the
remaining academic areas are presented in Table .

Except for communication sciences, the models were more
than  percent accurate in predicting the number of students
who would have a ggpa of . or above. The accuracy in pre-
dicting ggpa below . was highest for communication sciences.
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Table 1: Stepwise Logistic Regression for Successful Completion of the Master’s Degree

Predictor variable
Applied
Sciences

Comm.
Sciences Education Humanities

and Arts Life Sciences Physical
Sciences Psychology Social

Sciences

Beta Sig Beta Sig Beta Sig Beta Sig Beta Sig Beta Sig Beta Sig Beta Sig

Race -3.96 .02

Gender -0.47 .21 1.97 .12 -1.67 .04

Institution type .09 .24 

Contrast 1 -1.55 .55 2.38 .05 

Contrast 2 -0.31 .90 -0.74 .61 

Contrast 3 -1.41 .59 .51 .61 

Contrast 4 5.09 .62

UGPA -19.35 .07 217.21 .01

GREV -0.08 .01 -0.26 .15 .16 .01 .05 .10 .06

GREA .0045 .06 .08 .01 -0.30 .05 -0.17 .01 -0.04 .11 .29 .08

GREQ -0.05 .08 .58 .02 .01 .00

GREV*UGPA .54 .04 9.42 .01 32.83 .12 -20.46 .01 -5.34 .11 -38.41 .06

GREA*UGPA -0.55 .00 -9.32 .00 36.17 .05 20.65 .01 5.00 .11 -32.55 .09

GREQ*UGPA 6.43 .09 -69.93 .02

Constant 2.45 .39 26.43 .07 0.25 .88 -4.70 .49 -0.26 .91 .11 .95 -313.05 .01 -3.75 .00

.32

Table 2: Logistic Regression Results for Prediction of Completion

Completions Observed Non-Completions Observed Overall
Prediction

Accuracy (%)
Area of Study Predicted

Completion
Predicted Non-

Completion
Observed as

Predicted (%)
Predicted Non-

Completion
Predicted

Completion
Observed as

Predicted (%)

Applied Sciences

Communication Sciences

Education

Humanities and Arts

Life Sciences

Physical Sciences

Psychology

Social Sciences

136 7 95.10 12 57 17.39 69.81

128 2 98.46 3 35 7.89 77.98

146 3 97.99 5 48 9.43 74.75

17 3 85.00 14 3 82.35 83.78

40 8 83.33 14 15 48.28 70.13

34 10 77.27 19 21 47.50 63.10

43 10 81.13 17 17 50.00 68.97

18 4 81.82 12 5 70.59 76.92



Summary and Conclusions
No model can predict with  percent accuracy which graduate
students will be successful and which graduate students will not
be successful. Students may have to discontinue their graduate
studies for non-academic reasons. Health, financial, or family
situations may influence students’ decisions to complete their
degrees. Also, candidates who show great potential may lose
interest in their studies and drop out or perform poorly. However,
we do have measures of performance, when analyzed collec-
tively, that can help in predicting success and give an academic
advisor some basis for either admitting or rejecting a candidate.

In predicting whether or not a candidate will complete the
master’s degree, the grev was a predictor in five of the eight
academic areas under study, while the grev combined conjunc-
tively with ugpa as a predictor in six of the eight areas. The
conjunctive combination of the grev with ugpa predicted
variance that could not be predicted by the grev alone. While
ugpa was a significant predictor of success in only two of the
eight areas, the conjunctive combination with one or more of
the gre scores with ugpa was a significant predictor in seven
of the eight areas. It may be the case that students in communi-
cation sciences enrolled in that area because they possess com-
munication skills and the grev or the conjunctive combination

of the gre with ugpa does not predict a significant amount of
the variation among these students. Certainly, writing skills are
important to success in graduate work, and this accounts for the
fact that the grev, either alone or in combination with the
ugpa, is a significant factor in predicting degree completion.

The type of institution from which the student received the
undergraduate degree was a significant predictor only in applied
sciences and humanities and arts. One argument may be that in
the other academic areas, the undergraduate preparation may be
uniform among the types of institutions, while in applied sci-
ences and humanities and arts, the curricula may differ among
institutions. For example, the undergraduate curriculum at a
music conservatory may be more intense than the music cur-
riculum at a comprehensive university.

An evaluation of Table  does indicate that since there are
some factors that are not common among the eight academic
areas, a different model should be created for each area. In fact,
a refinement of the model for physical sciences should be done
for a specific discipline within the area, for example mathematics.

The logistic models presented in Table  produced the pre-
diction percentages given in Table . The overall accuracy
ranged from a low of . percent for the physical sciences to a
high of . percent for humanities and arts. For those students
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Table 3: Stepwise Logistic Regression for Prediction of Dichotomized GGPA

Predictor variable
Applied Sciences Communication

Sciences Education Life Sciences

Beta Sig Beta Sig Beta Sig Beta Sig Beta Sig Beta Sig Beta Sig

Race .79 .05 .58 .03 1.36 .04

Gender .34 .03 .30 .07

Institution type .38

Contrast 1 7.11 .78

Contrast 2 -1.97 .82

Contrast 3 -1.71 .84

Contrast 4

UGPA -18.96 .03

GREV .0061 .00 -0.045 .06 .15 .01 .0057 .07

GREA -0.08 .03 .0060 .03

GREQ -.15 .01 .07 .04

GREV*UGPA 6.50 .03 .47 .02 -17.41 .01

GREA*UGPA 10.03 .03

GREQ*UGPA 17.48 .01 -8.67 .04

Constant -1.83 .01 21.08 .06 -2.60 .06 -0.58 .80 -6.82 .00 2.15 .80 -5.43 .00

Social SciencesPsychologyPhysical
Sciences

Table 4: Logistic Regression Results for Prediction of GGPA

Area of Study
GGPA of � 3.5 Observed GGPA of � 3.5 Observed Overall

Prediction
Accuracy (%)

Predicted
GGPA of � 3.5

Predicted
GGPA of � 3.5

Observed as
Predicted (%)

Predicted
GGPA of � 3.5

Predicted
GGPA of � 3.5

Observed as
Predicted (%)

Applied Sciences 119 16 88.15 18 59 23.38 64.62

Communication Sciences 38 33 53.52 78 20 79.59 77.98

Education 142 6 95.95 6 48 11.11 73.27

Life Sciences 45 4 91.84 8 20 28.57 68.83

Physical Sciences 33 11 75.00 24 16 60.00 67.86

Psychology 24 1 96.00 5 9 35.71 74.36

Social Sciences 29 15 65.91 29 14 67.44 66.67



who actually completed the degree, the accuracy ranged for .
percent to . percent. However, the prediction accuracy was
lower for students who did not complete the degree. This accu-
racy extended from a low of . percent to a high of . per-
cent. Thus, the prediction error is in the right direction: it is
better to admit a student who does not complete the degree,
than to deny a student who would complete the degree.

It is important to note that if success is measured by the
dichotomized ggpa, as opposed to completion or non-comple-
tion of the degree, the predictors differ and the Beta weights for
the same dependent variables differ. This is evident by compar-
ing Table  with Table . The overall prediction of success as dis-
played in Table  ranged from . percent to  percent, which
is not greatly different from the success rate shown in Table .
For students who were in the higher ggpa classification, the
accuracy of the prediction ranged from a low of . percent to
a high of  percent. The poorest prediction for students who
were in the higher ggpa classification was in communication
sciences. However, of the students who actually were in the
lower ggpa category, the prediction was the highest ( per-
cent) for students in communication sciences.

While admission of a student to a graduate program should
be a decision that rests with the department, the overall model
suggested by Nelson, Nelson and Malone () may be appro-
priate for screening students who should not be admitted to any
graduate program. A�er initial evaluation by the graduate
school with the overall model, the department may then make
a selection among prospective students utilizing the discipline-
specific model established in this study.
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Background
Because of an increase in consumer sensitivity, an intensification
of competition, and an ever-increasing emphasis on accounta-
bility by the governing bodies of colleges and universities, pro-
fessional service quality in higher education has emerged as a
subject in need of investigation. Meeting or exceeding the cus-
tomer’s expectations in the delivery of services has been shown
to increase market share and can be a key factor in maintaining
a competitive business advantage (Berry ). A long list of
successes, credited to tqm and tqs, in the business sector has
prompted institutions of higher education to imitate the busi-
ness model of measuring service quality (e.g., Boulding et al.
; DiDomenico and Bonnici ; Hampton ; Kearney
and Kearney ; Schwantz ).

Quality Improvement (qi), Total Quality Management
(tqm), Continuous Quality Improvement (cqi), or any num-
ber of other titles and acronyms have been used to describe the
principles that have evolved from W. A. Shewhart’s work at Bell
Telephone Laboratories in the early s on statistical quality
control (Seymour ). Shewhart developed the concept of
improving quality by improving processes. All of the quality
improvement acronyms listed above evolved from “total quality
control,” originally coined by A. V. Feigenbaum in  (Sherr
and Lozier ). Seven decades a�er Shewhart developed the
concepts that helped transform businesses around the world,
rapid change has again brought opportunities and special chal-
lenges to people who seek to help their organization perform
better. During the past two decades, a demand for better qual-
ity in products and services has caused a rebirth of interest in,
and a renewed appreciation for, Shewhart’s work. Organizations
are learning how to standardize processes, solve problems, elim-
inate waste, and reduce variation in order to make significant
gains in quality and productivity ( Joiner ).

Because of his successes in Japan and throughout U.S. indus-
try, W. Edwards Deming is considered the preeminent th

Century authority on quality and quality improvement in both
the manufacturing and service industries (Stamatis ).
Deming’s contributions are important for two reasons. First,
Deming was an early practitioner of total quality, and much of
the work in the field is directly or indirectly influenced by his
ideas. Second, Deming’s Fourteen Principles provided the foun-
dation for a philosophy of quality improvement that has trans-
formed American business (Deming ). The theories of Juran,
Crosby, and Taguchi have also made notable contributions to
the application of quality concepts to the service industry.

Two premises that emerged from the research and literature
on service quality improvement formed the underlying ration-
ale for the current study: () customers do evaluate service
encounters and the process of service delivery to form percep-
tions of service quality and, ultimately, organizational quality;
and () services are definable, measurable, and improvable
(Parasuraman, Zeithaml, and Berry ).

G A P  A N A LY S I S  M E T H O D O L O G Y
The one factor that can distinguish competitors in a service
environment is service quality. Quality has always been an
important consideration in the purchase of goods and services.
Although the quality of goods can be measured objectively by
using indicators such as durability and defects, because of fac-
tors unique to services and to the delivery of services, the meas-
urement of service quality has proven to be more difficult
(Falzon ). However, proven service quality measurement
methods are beginning to emerge as more research occurs in the
field (Parasuraman, Zeithaml, and Berry a, b, ).
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Doctoral Students

Jim Lampley is the Director of Institutional Research and an Assistant
Professor of Education at King College in Bristol, Tennessee.  

Despite the importance of measuring service quality in today’s educational marketplace, little empirical research has been conducted in

the delivery of professional services to doctoral students in higher education. This research employed gap analysis to gain insight into the

service quality expectations and experiences of doctoral students at state-supported universities in Tennessee.

Abstract



Parasuraman, Zeithaml, and Berry’s () original service qual-
ity research, based on focus group interviews in , found that
consumers defined service quality as meeting or exceeding what
customers expected from the service. Such gaps, or differences,
between the customer’s expectations and what is actually expe-
rienced, is the basis for the gap analysis methodology. The
servqual model (Zeithaml, Parasuraman, and Berry ) for
measuring consumer perceptions of service quality was a product
of the three authors’ early research. servqual is a multiple-
item scale for measuring consumer perceptions of service qual-
ity (Zeithaml, Parasuraman, and Berry ). The instrument is
a two-part questionnaire, with  items measuring expectations
of customers and  similarly worded items measuring percep-
tions or experiences of customers. Assessing the quality of service
involves computing the difference between the ratings customers
assigned to the paired expectation/perception statements.

Methodology

I N S T R U M E N T
This instrument was a questionnaire composed of two scales,
“Expectations” and “Experiences,” each with  questions, which
were grouped into seven dimensions. The questionnaire con-
tained four sections. The first section gave the purpose of the
study and directions for completion of the questionnaire. Section
two of the instrument contained questions concerning demo-
graphic and professional information. The third section contained
response items about students’ expectations of service quality at
their institutions of higher education and response items about
students’ actual experiences with the same services. A Likert-
type scale (–Strongly Disagree; –Disagree; –Neither Disagree
nor Agree; –Agree; –Strongly Agree; and Don’t Know) was
used to generate responses for each of the expectation and experi-
ence items. Section four of the instrument contained five ques-
tions about the respondent’s overall satisfaction with his or her
university. All respondents completed identical questionnaires.

The researcher designed the questionnaire used in this study.
However, it was adapted, with permission of the authors, from
the servqual questionnaire (Zeithaml Parasuraman, and
Berry ). A panel of individuals knowledgeable in educa-
tional assessment reviewed the questionnaire. The panel con-
sisted of  doctoral students enrolled in a terminal research
course in the Department of Educational Leadership and Policy
Analysis at East Tennessee State University. This panel evalu-
ated the instrument for content and face validity. The panel
reviewed the initial items and suggested revisions and content
areas that were omitted. Revisions were made and items
reflecting this content were then added. The final version was
then reviewed and approved by the panel (DeVellis ). A
pilot study of the instrument was administered to  East
Tennessee State University doctoral students, who were then
excluded from the study. To test for face validity, this group of
respondents was asked to mark any item that seemed irrelevant
for a survey of service quality in higher education. A review of
comments confirmed that the instrument and each item seemed
appropriate for this survey.

To increase the reliability of the instrument, respondents to
the pilot instrument were also asked to mark items that were
unclear or ambiguous. Internal consistency reliability of the
measures for the study was determined using Cronbach’s
coefficient alpha (Cronbach ). The resulting coefficients
were . for the Expectations scale and . for the Experiences
scale of the instrument.

P A R T I C I P A N T S
This research asked doctoral students to compare their experi-
ences with their expectations, thereby giving a measure of gaps
in educational service quality. Gap scores were computed by
subtracting a respondent’s experience score on an item from his
or her expectation score on that item. Doctoral students
enrolled in a graduate degree program leading to a Doctor of
Education (Ed.D.), a Doctor of Arts (D.A.), or a Doctor of
Philosophy (Ph.D.) degree and attending one of the six partic-
ipating universities were chosen as the target population. The
accessible population was designated as doctoral students cur-
rently enrolled in coursework or otherwise readily accessible to
the participating departments (e.g., graduate assistants, doctoral
fellows, lab assistants, research assistants, teaching assistants).
This study did not generally include doctoral students enrolled
in the dissertation phase of their programs at the time of data
collection because most dissertation students were not readily
accessible. A total of  usable questionnaires were returned
from the accessible population of  doctoral students, a return
rate of . percent.

The researcher asked doctoral students to answer six demo-
graphic questions regarding their gender, age, ethnicity, number
of semester hours currently enrolled, and type of degree. Over
 percent of the respondents were female, and the overwhelm-
ing majority of the respondents (. percent) were white. A
majority of the respondents (. percent) were seeking a Ph.D.
degree; . percent were seeking a D.A. degree; and . percent
were seeking an Ed.D. degree. The age of the respondents
ranged from  to , with a mean of . Semester hours enrolled
ranged from  to , with a mean of . semester hours. Thirty-
one departments from the six participating universities were
represented in the data.

Cross-tabulations for gender to ethnicity and type of degree
to ethnicity show that males were in the majority within all eth-
nic groups, with the exception of White respondents (for White
respondents, . percent were female). Students seeking the
Ph.D. degree were the most prevalent across all ethnic groups,
with Asian students showing the highest percentage of Ph.D.
students for any group (. percent). Slightly more male stu-
dents (. percent) were seeking the Ph.D. degree than female
students (. percent). However, a clear majority of students
seeking the Ed.D. and D.A. degrees were female (. percent
and . percent, respectively).

Scale Dimensions
To verify the dimensionality of the  items in the adapted scale,
gap scores (Expectation minus Experience) for each of the items
were factor analyzed. The original servqual scale consisted of

10 c & u  j o u r n a l  f a l l  2 0 0 1



five dimensions. However, researchers doing replication studies
have found anywhere from one to seven dimensions for the
servqual scale (Parasuraman, Zeithaml, and Berry b).
Factor analysis was used to extract the components of the
adapted scale, a procedure that was followed by a varimax
(orthogonal) rotation. In interpreting the rotated factor pattern,
an item was said to load on a given dimension if the factor load-
ing was . or greater for that item and was less than . for the
others (Hatcher and Stepanski ). As a result of this proce-
dure,  of the  items were placed into seven dimensions. One
item, question # (highest factor loading � .), was dropped
from the analysis. Seven items were found to load on the first
dimension, which the researcher subsequently labeled
“Responsiveness/Caring.” Five items loaded on the second
dimension, which was labeled “Records/Paperwork.” Four items
loaded on the third dimension, which was labeled “University
Services.” Three items loaded on the fourth dimension, which
was labeled “Accessibility/Safety.” Two items loaded on each of
the final three dimensions, which the researcher labeled
“Knowledge/Scheduling,” “Facilities/Equipment,” and “Public
Relations,” respectively. The seven dimensions that emerged as
a result of the factor analysis and associated items are presented
in Table .

Data Analysis and Findings
Doctoral students were also asked to answer five questions
regarding their overall satisfaction with their university.
Respondents answered the overall satisfaction questions on a
five-point scale (strongly agree to strongly disagree). A compos-
ite mean of these five questions was calculated to form an over-
all satisfaction score.

As shown in Table , the composite mean for the overall sat-
isfaction portion of the scale was .. Overall satisfaction ques-
tion #, “satisfaction with business and support staff,” displayed
the smallest mean (.) of the five questions. Question #, “sat-
isfaction with department faculty and staff,” displayed the
largest mean (.) of the five questions. This finding generally
indicated that, as a group, doctoral students seemed to be very
satisfied with the services provided by their departments.

A paired-samples t-test was used to determine if differences
existed between the expectations and experiences of doctoral
students. This analysis revealed a statistically significant
difference between the means of all paired scores (p � .),
except those of question # [t () � .; p � .]. The val-
ues for all pairs and means for Experiences, Expectations, and
Gaps are presented in Table . The mean for the Expectation
scale and the Experience scale was . and ., respectively.
The composite mean for the gap scores was .. An analysis of
gap scores revealed that question #, “University possesses
modern facilities and equipment” (gap � .), was the only
question exhibiting a gap score of . or greater. Question #,
“Course scheduling reflects the needs of students” (gap � .);
question #, “Flow of required paperwork” (gap � .); ques-
tion #, “University possesses up-to-date technology” (gap �
.); and question #, “University records are maintained error-
free” (gap � .), also exhibited relatively large gap scores (see
Table  for a complete summary of gap scores). The gap scores

for the other questions, although statistically significant, were
considered to be of limited practical significance. However, all
questions of the scales exhibited positive gap scores.

The relationship between the overall gap score for each dimen-
sion (Responsiveness/Caring, Records/Paperwork, University
Services, Accessibility/Safety, Knowledge/Scheduling, Facilities/
Equipment, and Public Relations) and the stated demographic
variables of age, gender, ethnicity, type of degree, or class load
was analyzed by using multiple regression. A significant regres-
sion equation (p � .) was found for six of the seven dimensions
[Responsiveness/Caring, [f (, ) � ., p � .]; University
Services, [f (, ) � ., p � .]; Accessibility/Safety,
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Table 1: Scale Dimensions

Responsiveness/Caring

Q1. Department faculty and staff show a willingness to help students 

Q3. Advisor and/or chair of committee provides adequate guidance to
ensure meeting program requirements

Q5. Faculty give individual attention to students when necessary

Q7. Department faculty and staff respond in a timely manner to questions
and requests

Q9. Department staff show a sincere interest in students

Q11. University personnel deal with students in a caring fashion

Q12. Department faculty and staff have the best interest of students at heart

Records/Paperwork

Q15. Required paperwork that flows to Department/School/College/Grad
School is handled efficiently and in a timely manner

Q23. Services are provided as promised by Financial Aid Office

Q24. University records are maintained error-free

Q25. Services associated with the registration process are handled in an
efficient and effective manner

Q26. Services associated with the admission process are handled in an 
efficient and effective manner

University Services

Q2. Business and support staff resolve students’ problems in an 
equitable manner

Q6. University personnel are consistently courteous

Q8. Admission requirements are clearly stated and well documented in the
graduate catalog 

Q22. Business and support facilities (library, registrar, bursar, bookstore,
etc.) provide services as promised

Accessibility/Safety

Q18. University computers are accessible and available for students’ use at
convenient hours

Q20. University campus is safe and secure

Q21. University libraries have convenient hours

Knowledge/ Scheduling

Q10. Department course scheduling reflects the needs of students 

Q13. Department faculty and staff are knowledgeable when asked questions
about program requirements by students

Facilities/Equipment

Q14. University possesses modern facilities and equipment 
(buildings, classrooms, fixtures)

Q17. University possesses up-to-date technology 
(computer hardware & software)

Public Relations

Q16. Materials associated with the university (catalogs, brochures, etc.) are
visually appealing

Q19. University campus is clean and visually appealing



[f (, ) � .,p�.]; Knowledge/
Scheduling, [f (, ) � ., p �
.]; Facilities/ Equipment, [f (, )
�., p � .]; and Public Relations,
[f (, ) � ., p � .)]. Analysis
of the findings of the multiple regres-
sion revealed that for the University
Services and Accessibility/ Safety
dimensions, “type of degree” was the
only demographic variable that dis-
played a significant beta weight (p �
.); for the Responsiveness/Caring
dimension, “age” and “type of degree”
displayed significant beta weights (p �
.); for Knowledge/ Scheduling,
“age,” “ethnicity,” and “semester hours”
displayed significant beta weights (p �
.); for the Facilities/Equipment
dimension, “gender” and “type of
degree” displayed significant beta weights (p � .); and for the
Public Relations dimension, “age” and “type of degree” dis-
played significant beta weights (p � .).

The researcher also used multiple regression to determine if
a relationship existed between students’ stated overall satisfac-
tion score and the demographic variables of age, gender, ethnic-
ity, type of degree, or class load (semester hours). A significant
regression equation was found (f (, ) �., p �.), with
an R of .. The analysis revealed only one predictor variable
(age) was significantly related to overall satisfaction (p � .).
However, age displayed a relatively small beta weight of ..
This analysis revealed that although older students tended to
display higher overall satisfaction scores, age was not a major
factor related to satisfaction.

The researcher analyzed the data using a Pearson product-
moment correlation to examine the relationship between subjects’
composite gap score and stated overall satisfaction with services. A
moderate negative correlation was found [r () = -., p � .],
indicating a significant linear relationship between the two vari-
ables. Subjects with large composite gap scores tended to be less
satisfied with the services provided by their university.

The researcher also conducted an analysis of the relationship
between the dimensions (Responsiveness/Caring, Records/
Paperwork, University Services, Accessibility/Safety, Knowledge/
Scheduling, Facilities/Equipment, Public Relations) and overall
satisfaction using a Pearson product-moment correlation. As a
result of this analysis, a statistically significant relationship was
found between overall satisfaction and six of the seven dimensions
of the scale [Responsiveness/Caring [r () � -., p � .);
Records/Paperwork, [r () � -., p � .); University Services,
[r () � -., p � .); Accessibility/Safety, [r () � -.,
p � .); Knowledge/Scheduling, [r () � -., p � .);
Facilities/Equipment, [r () � -., p � .; and Public
Relations, [r () � -., p � .]. The analysis revealed a
weak to moderate negative correlation between six of the seven
dimensions of the scale and overall satisfaction scores.

Conclusions
As a result of the findings, the following conclusions were
drawn regarding doctoral students’ perceptions of service qual-
ity at their institutions of higher education.

The researcher concluded that gaps between the expectations
and experiences of doctoral students do exist. The practical
value in identifying expectation/experience gaps at specific uni-
versities lies in the use of this information in quality improve-
ment initiatives. Continuous improvement techniques suggest
that the first step in improving service quality is to identify
problem areas. Universities wishing to improve the quality of
services delivered to their doctoral students would do well to
address those items exhibiting the largest gaps at their univer-
sity (e.g., “Course scheduling reflects the needs of students”;
“University possesses up-to-date equipment”; “University pos-
sesses up-to-date technology”; University records are main-
tained error-free”; “Business and support staff resolve students’
problems in an equitable manner”).

As a result of this study, the researcher also concluded that
knowledge of a doctoral student’s age, gender, ethnicity, type of
degree, or number of semester hours currently enrolled is of lit-
tle value in predicting overall satisfaction or in predicting the
size of gap scores for that student. There seems to be very little
practical difference between the gap scores or overall satisfac-
tion scores of Ph.D., D.A., or Ed.D. students or between male
and female students. There also seems to be very little practical
difference in either of the two areas based on the age or ethnic-
ity of doctoral students. Because the gap scores were inversely
related to the overall satisfaction scores of doctoral students, this
would seem to indicate that university initiatives designed to
reduce the size of gap scores, and thereby improve service quality,
would also improve the overall satisfaction of doctoral students.

Hampton () found a statistically significant negative cor-
relation between the gap scores and overall satisfaction of
undergraduate and graduate students (p � .). Findings of
the present study upheld Hampton’s hypothesis that as gap
scores increase, overall satisfaction decreases. Mean gap scores
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Table  2:  Overall Satisfaction: Means and Standard Deviations

Questions N M SD

O1. Overall, I am satisfied with my university 254 3.82 0.83

O2. I am satisfied with the services provided by my
department faculty and staff at my university 

294 4.12 0.86

O3. I am satisfied with the services provided by the
business and support staff at my university

293 3.75 0.91

O4. Overall, I am satisfied with the services my uni-
versity has provided to me

294 3.93 0.8

O5. Based on services, I would recommend my uni-
versity to others

294 3.88 0.97

Composite Mean — 3.9 —

Note: Question O1’s large number of non-respondents could be due to its position on the questionnaire.
Question O1 appeared as the first question on a two-page questionnaire, whereas Questions O2–O5 appeared
as the last four questions.



for the Hampton study ranged from a high of . to a low of
. (-point Likert scale). Gaps for the present study ranged
from a high of . to a low of . (-point Likert scale).
Expectation scores exceeded experience scores for all items in
both Hampton’s study and the present study.

The scope and nature of the variability in the Expectation
scale for the present study was of particular interest. Other
servqual-type studies have displayed much less variability in
their expectation scales (Zeithaml, Parasuraman, and Berry
). An important question for a university to answer would
be why doctoral students are entering their graduate schools
with such a variety of expectations. Perhaps a change in the
admission or orientation process could address unrealistically
high or low expectations of entering doctoral students and
thereby improve their overall satisfaction.

Discussion
There are several prevailing factors that may force institutions
of higher education to take a closer look at how they operate in
the future. Colleges and universities are facing decreasing fund-
ing and are experiencing slow enrollment growth. At the same
time, they are dealing with escalating costs and increasing com-
petition, calls for more accountability, and an increasing sense of
consumerism from students and parents. To help meet these
internal and external demands for change, institutions of higher

education are increasingly turning to the principles, techniques,
and methods of tqm and tqs (Berry ). The benefits of
applying quality improvement principles and techniques to
products have been well documented; however, proven service
quality improvement methods, especially in higher education,
are still emerging as more research occurs in the field.
Consequently, this study was an effort to develop an instrument
that could be appropriately applied to the measurement of serv-
ice quality in higher education.
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4.57 3.82 0.73



Hampton, G. M. . Gap analysis of college student satisfaction as a
measure of professional service quality. Journal of Professional Services
Marketing. (): –.

Hatcher, L., and E. J. Stepanski. . A Step-By-Step Approach to Using SAS
System for Univariate and Multivariate Statistics. Cary, NC: SAS Institute.

Joiner, B. L. . Quality, innovation, and spontaneous democracy. Quality
Progress. (): –.

Kearney, G. W., and T. J. Kearney. . Transfer Student Expectations and
Satisfaction: Predictors for Academic Performance and Persistence. Paper pre-
sented at the Annual Meeting of the Association for the Study of
Higher Education. ERIC Document Reproduction Service, No.
. (University Microfilms No. ).

Parasuraman, A., V. A. Zeithaml, and L. L. Berry. . A conceptual model
of service quality: Its implications for future research. Journal of Marketing.
(), –.

———. a. The service quality puzzle. Business Horizons. (): –.

———. b. SERVQUAL: A multiple-item scale for measuring con-
sumer perceptions of service quality. Journal of Retailing. (): –.

———. . Refinement and reassessment of the SERVQUAL scale.
Journal of Retailing. : –.

———. . More on improving service quality measurement. Journal of
Retailing. : –.

Schwantz, G. D. . Service Quality in Higher Education: Expectations and
Perceptions of Traditional and Non-Traditional Students. Unpublished
doctoral dissertation, Texas Tech University.

Seymour, D. T. . On Q: Causing Quality in Higher Education. New York:
MacMillan.

Sherr, L. A., and G. G. Lozier. . Total quality management in higher
education. In L. A. Sherr and D. J.Teeter (Eds.), Total Quality Management
in Higher Education. San Francisco: Jossey-Bass.

Stamatis, D. H. . Total Quality Service Principles, Practices, and
Implementation. Delray Beach, FL: St. Lucie Press.

Zeithaml, V. A., A. Parasuraman, and L. L. Berry. . Delivering Quality
Service: Balancing Customer Perceptions and
Expectations. New York: The Free Press.

14 c & u  j o u r n a l  f a l l  2 0 0 1



f a l l  2 0 0 1  c & u  j o u r n a l

T
here have been many efforts by researchers in recent
years to understand the college choice process.
Efforts include the development of general theoret-
ical models that depict the college choice process
and the examination of various factors that

influence this decision (Chapman ; Hossler and Gallagher
; Litten ; Moore and Elmer ). Most of this research
centers on establishing general theoretical tenets that apply to
all prospective college students. Few studies have targeted
specific market segments to determine whether influences vary
in importance among different groups of students. Moreover,
college choice models are based almost entirely on the results of
quantitative surveys in which students choose those factors that
most influenced their decision from among a predetermined list
of possible influences. There is little qualitative research in this
area that allows students to articulate in depth the various fac-
tors they considered when choosing a college campus. This
study describes the nature of the college decision-making
process of high achieving high school seniors.

Initially, the study of high achieving students might appear to
be an overly narrow focus, given the expanding size and com-
position of the overall prospective college student population.
Nevertheless, this specific cohort is highly coveted by colleges
and universities across the country as evidenced by the expand-
ing proportion of merit-based scholarships targeted at these
students (McPherson and Schapiro ). The importance of
high achieving students is further magnified given that legislative
support and institutional funding levels are increasingly being
tied to student outcomes (Martinez ; Richardson et al.
). From a practical standpoint, the extent to which a cam-
pus can attract the most academically talented students speaks
directly to the campus’ ability to successfully navigate legislative
and public demands for accountability and assessment outcomes
that center on student success. In short, high achieving students
increase a campus’ local and national prestige, which directly
and indirectly leads to an increase in funding opportunities.

Given the importance of this segment of students and an
over-reliance on quantitative methods to assess college choice,
this study uses qualitative methods to focus on the college
choice decision-making process of high achieving students. The
findings should add detail to the theoretical models that focus
on all prospective students generally. Given the unusually high
level of academic preparation represented by this sample, these
students may experience a different set of pressures and/or
weight college choice factors differently than other groups of
prospective students. The paper begins with an overview of the
literature on college choice from multiple perspectives and then
presents and discusses findings from this study.

Understanding College Choice
There has been a considerable amount of research on college
choice in the past three decades. Interest in this area began in
the s within sociology. This early research focused on stud-
ies examining the process of social mobility and occupational
attainment (Alexander and Eckland ; Sewell and Shah ).
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Other areas of interest during this period include examining
college choice as an example of complex decision-making
(Lewis and Morrison ) or within the context of deciding on
major purchases within families (Wright and Kriewall ).

The nature of this research changed in the s and s, in
part because of the pressing challenges facing institutions of
higher education. Campuses became more interested in deter-
mining the factors that influenced college choice in an effort to
identify marketing strategies that would be most effective with
students who are predisposed to attend college. Most of this
research centers on three general areas. These include an exam-
ination of factors that influence college choice, stage models
that depict the decision-making process, and the study of col-
lege decision-making from a cost-benefit perspective.

F A C T O R S  T H A T  I N F L U E N C E  
C O L L E G E  C H O I C E
Determining influential factors in the college choice process has
occupied a great deal of the literature over the past two decades.
Several authors have reported similar findings in this area.
Moore and Elmer (), for example, report that students and
parents determined that majors available, academic reputation,
cost of tuition, financial aid available, and job placement are key
factors influencing college choice. Other authors previously
reported similar findings identifying academic reputation, pro-
grams, availability of financial assistance, and location of insti-
tution as key influencing factors (Chapman ; Discenza,
Ferguson, and Wisner ; Hossler ; Hossler and Gallagher
; Jackson and Chapman ; and Murphy ).

Despite these consistent findings, there is some evidence that
surveys inquiring about college choice factors may not elicit
responses that are especially predictive of the final institutional
decision. For example, using The College Board’s Admitted
Student Questionnaire (asq) with a database of over ,
respondents, Chapman () was unable to find strong corre-
lations between self-reported and statistically derived relative
importance weights at the aggregate and disaggregate levels. In
other words, this study raised questions about whether surveys
could be used to accurately predict college choice. Despite this
concern, there is ample evidence that students, in general, do
consider some factors more important than others in selecting
an institution.

One influence that has generated interest is the role that par-
ents play in the college choice process. A study by the Carnegie
Foundation () reported that  percent of college-bound
students reported that their parents had some influence on their
decision to attend college. Among this group,  percent
reported that their parents had a great deal of influence on their
decision to attend college. Several other studies have reported a
similarly important role that parents play in both the decision
to attend college and the final college choice (Chapman ;
Discenza, Ferguson, and Wisner ; Hossler ; Hossler and
Gallagher ; Jackson and Chapman ; Murphy ).
Consistent with these findings, Sanders () found a high
degree of correlation between parent and student opinions as to
important college choice factors. In fact, this study reported that
students were more likely to mirror the attitudes of their parents

throughout this process than the attitudes of their college coun-
selors. Thus, parents play a key role in influencing students first
to pursue a college degree, and second, sharing what factors to
consider when selecting an institution.

T H E  D E C I S I O N - M A K I N G  P R O C E S S
One general theoretical approach to describe college decision-
making has been to develop normative, multi-staged models
(Smith ). While the specifics of these models vary, they
typically depict college choice as a process that begins with the
decision to attend college, followed by a general search stage,
and then a final decision stage. In general, students start the
selection process in a funnel-like manner with a broad concep-
tion of higher educational opportunities open to them, and then
gradually narrow these possibilities to a few select colleges to
which they apply. They continue to gather information and ulti-
mately make the final choice based on the information they
have obtained and their ability to process the data in a mean-
ingful way (Hossler ; Hossler and Gallagher ; Litten
). These models are purported to be useful to recruitment
practitioners who desire to identify helpful interventions at var-
ious stages in the recruitment process.

C O S T - B E N E F I T  A N A LY S I S
There is a stream of literature suggesting that high school stu-
dents minimize perceived costs and maximize potential benefits
in their college choice. One branch of this research proposes
equations to explain institutional, statewide, or national enroll-
ments based on external economic factors. Such research seeks
to explain the economic circumstances under which students
will choose to delay possible earnings by attending college in
order to better position themselves in economic terms for the
future (Fuller, Manski, and Wise ). A second branch of this
research estimates the enrollment decisions of individual stu-
dents as revealed preferences among available school and work
opportunities (Chapman ). Such studies attempt to isolate
the effects of tuition, scholarships, and living expenses on the
students’ evaluation of the direct cost of schooling. They also
attempt to estimate the perceived opportunity costs of schooling
(Fuller, Manski, and Wise ). The findings of this research
are consistent with the survey results noted above. That is, the
relative cost of attending college is weighed against the expected
benefits of attending various colleges that could be selected.
Institutions that offer sufficient financial support positively
influence students to attend their institution. Thus, this line of
research also supports the notion that the availability of
financial assistance is a key influencer of college choice.

P E R S P E C T I V E S  F R O M  
C O N S U M E R  B E H A V I O R
Consumer behavior has been defined as the process wherein
individuals or groups use or dispose of products, services, ideas,
or experiences in order to satisfy their needs and desires
(Solomon ). The underlying premise of research in this area
is that business must understand consumer needs and motiva-
tions in order to successfully meet them. One notion from con-
sumer behavior that is especially useful within the context of
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this study is the idea that customers vary in their interests and
expectations of products and services. Thus, business should
segment their markets, grouping consumers with similar inter-
ests together, in order to better target products and services. The
traditional college choice literature has not fully utilized these
and other marketing concepts. In particular, the college choice
literature has failed to segment the needs of various student
markets to distinguish between those college choice factors that
matter most to different types of students.

Another marketing concept incorporated in this study is psy-
chographics. The underlying premise of this marketing concept
is that in addition to knowing what the behaviors of consumers
are, it is important to know why consumers behave as they do.
For example, are they trying to boost self-esteem or social sta-
tus by buying brand names (Solomon )? This study will
offer high achieving students the opportunity to share their rea-
soning process as they weighed various college choice factors.
This information may provide insights into the decision-mak-
ing process and help identify specific marketing tactics that
higher education institutions can employ to influence this par-
ticular market segment.

Methods

S A M P L E
To evaluate the college choice process and the relative impor-
tance of various college choice factors among high achieving
students, a qualitative investigation of this process was con-
ducted. The informants were sixteen students recently admitted
to a Carnegie Research I (cri) institution in a western state
who were interviewed by the authors the summer before they
enrolled in college. The following criteria were used to identify
high-achieving students: () a cumulative high school grade
point average of . (using a . scale) or higher, () a compos-
ite American College Test (act) score of  or higher, and ()
designation as a National Merit Scholar. Furthermore, all eligi-
ble students were between  and  years old and had never
attended college other than special pre-college educational
opportunities available to junior and senior high school stu-
dents. Finally, all eligible students planned to enroll in college
during the upcoming semester and were sharing their experi-
ences regarding the college choice process that they had recently
completed. A list of students meeting these criteria was gener-
ated, and students were called until sixteen students agreed to
participate in the study. Students living within commuting dis-
tance of the cri campus were contacted first. Among the six-
teen interviewed students, nine were female and seven were
male. One of the students was a racial minority.

D A T A  C O L L E C T I O N  A N D  A N A LY S I S  
A semi-structured interview protocol was developed from a
review of the college choice literature (Miles and Huberman
). The interview protocol for these students addressed the
college choice process in general, the decision to attend college,
various colleges considered, materials used in the search process,
people who influenced the process, the role that scholarships
played in the decision, and the effectiveness of the cri in the

recruiting process. An effort was made to elicit students’
responses relative to their reasoning as they proceeded through
the college selection process. Interviews took place in an admin-
istrative office at the cri campus. Each of the interviews lasted
between  minutes to an hour. In an effort to triangulate the
data, each interviewer took notes during the interview.
Additionally, audio recordings were made of all interviews.
These audio recordings were transcribed and then checked
against the taped discussions and notes of the interviewers.

We began our analysis by independently exploring all inter-
viewer notes, audio recordings, and the transcriptions generated
from the recordings. Transcriptions were analyzed qualitatively
following the procedures outlined by Miles and Huberman
(). We began by looking for themes and inconsistencies
within each student interview and between individual students.
Emergent themes were categorized and placed into a timeline
sequence. Student-identified college choice and decision factors
were coded and sorted based on the relative importance
assigned by the students in their responses. A descriptive matrix
comparing and contrasting various factors and reflections on the
college choice process was developed. Coding and analytic
induction were employed to develop themes to be presented.
The issues and themes that emerged from this analysis are dis-
cussed below. Pseudonyms are used to maintain the anonymity
of the respondents.

Findings

T H E  C O L L E G E  S E A R C H  P R O C E S S
Although all of these students articulated a sophisticated col-
lege search process, several did not consider their process to be
elaborate. All students articulated the desire to attend a college
with a strong academic program and reported using college
rankings to develop their initial list of possible schools. Three of
these students reported that they were predisposed to attend the
cri because they could live at home and save on expenses. Even
given such preconceived constraints, all respondents considered
at least five colleges at the search stage.

Interestingly, all students reported that they were influenced
to consider prestigious out-of-state colleges by their teachers,
counselors, and peers. This influence was communicated in for-
mal advising sessions, informal discussions with teachers, and
informally among their peers. These students were o�en pres-
sured to consider schools they knew they would not attend in
order to fit in with their peer group. Debbie shared:

“[The whole process for me was]…stressful, not so much
because I didn’t know where I wanted to go, but because I
knew where I wasn’t going and how that looked to other
people who knew me.”

Similarly, Janet commented:

“You know…I’ve had mixed feelings about that [the process
whereby she selected to which schools to apply]. I’ve won-
dered sometimes if I made the wrong decision. I only applied
to three places, [the CRI], [a private, in-state school], and
Harvard. …There was one girl at my school…who applied
at  different places.”
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Elena, who had predetermined to come to the cri, noted
that teachers were also a source of this pressure:

“There was a lot of pressure, particularly from some teachers
that I respect a great deal. They wanted me to go back east.
They thought that [Harvard] would be a great place for me.
So, mostly to please them, I was looking at the other places.
I never really intended to go elsewhere.”

While eleven of the sixteen students surveyed ultimately
decided to attend the cri, only six considered this campus seri-
ously at the application stage. The others referred to the cri as
their “safety school.” Even the five students who ultimately
chose other campuses considered the cri a possibility up until
they made their final decision. It is clear from the interviews
that the initial bias of these students toward prestigious, highly
selective out-of-state public and/or Ivy League institutions was
influenced, at least in part, by the expectations of teachers,
counselors, and their peers.

T H E  P R E S S U R E  O F  B E I N G  
A C A D E M I C A L LY  T A L E N T E D
Tim: “People should realize…the moment somebody says you’re
above average, the moment you get placed in the gi�ed class, [it’s] 
times the stress…”

One of the most surprising findings of this study involved
the pressure that students described in their being identified as
academically talented. This pressure came from several sources.
First, because of their previous academic success, these students
were advised to take the most challenging courses offered by
their high schools. This advice was based on the well-meaning
desire to see these students get as much out of high school as
possible in order to facilitate their getting admitted and offered
scholarships at the most prestigious universities. Accordingly,
these students were advised to take honors courses, to prepare
for advanced placement exams, and to enroll in pre-college
enrichment programs. Most of these students noted that their
schedules were challenging and that they had very little per-
sonal time. Interestingly, fourteen of these students reported
having participated in pre-college enrichment programs and
noted that these programs led them to look favorably on the
academic offerings of the cri. They reported that the pre-col-
lege programs made them feel comfortable about attending the
campus because they knew professors and had been on campus.

As if their rigorous academic schedules were not enough,
these students also were advised to involve themselves in lead-
ership activities, clubs, and other extracurricular activities.
Many students welcomed these activities as a break from the
long hours of homework. Some students, however, expressed
resentment and accused their peers of becoming involved in
activities merely to pad their resumes so that they could beat the
“competition” at the admissions/scholarship game.

Finally, these students reported being bombarded with
recruitment materials starting as early as their sophomore year.
While they reported at first paying attention selectively to var-
ious materials that arrived from colleges, they all soon resorted
to stashing their daily mail from colleges into a cardboard box
for later use as “kindling.” This strategy was seen as one way to

avoid the pressure of trying to make sense of an overwhelming
amount of formal information.

While it was clear that these students reacted differently to
the pressure associated with their academic talent, they all
reported that their academic achievement had led others to
have expectations about their future performance and these
expectations created additional stress for the students. The stu-
dents’ concern over the perceptions that others held of them
o�en manifested itself in a significant internal debate over the
college choice decision, as well as the consideration of a larger
number of institutions during the search stage. As noted above,
these students were o�en pressured to consider schools they
knew they would not attend in order to fit in with their peer
group, who were usually high achieving as well. Despite feeling
such pressures, none of these students expressed the concern
that they would not do well in college. In fact, most stated that
they were looking for colleges with competitive admission stan-
dards. They wanted to attend good colleges that would chal-
lenge them academically and prepare them for graduate or
professional school. Thus, those students who rejected “Ivy
League” schools do not appear to have avoided them due to the
fear of failure or because of added pressure.

T H E  P R E D I S P O S I T I O N  T O  A T T E N D  
C O L L E G E — T H E  R O L E  O F  P A R E N T S
Elaine: “I’ve known [that I would go to college] for all the time I’ve
gone to school.”

These students articulated that they had always known they
would go to college, and they viewed their academic achieve-
ment as a personal one. The students reflected that the influence
of their parents on their decision to attend college and on their
choice of a particular college was either non-existent or subtle.
In other words, they just “knew” they were going to college and
did not consciously attribute this to the home environment in
which they were raised. However, we deduce that the role of
their parents was quite significant due to the fact that the
majority of these students were able to devote a great deal of
attention to their academic pursuits and other school related
activities with little distraction from nuisance activities (e.g.,
significant job, childcare responsibilities, etc).

Additionally, these students’ parents were quite instrumental
in providing their students with access to colleagues, friends,
and acquaintances who were knowledgeable about colleges and
the educational opportunities they provided. This existence of
extended informal data-gathering networks is related to both
the pressure of being academically talented and the role of par-
ents in shaping the predisposition to attend college. As a result
of being identified early as academically talented, these students
were o�en referred to relatives, family friends, work colleagues
of the parents, and others who had some experience with
specific colleges. People that these high achieving students
already knew and respected influenced the students greatly. In
short, these students respect and trust the information that they
receive from people who are somehow connected to their data-
gathering network. While it is difficult to judge the relative
influence of the various sources of information they may have,
it is safe to say that the sheer volume of formal information they
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received overwhelmed many of the students. We contend that
because these students are recruited so heavily (via mail) and
their time so limited (e.g., school, extra curricular activities,
etc.), they look to these networks to help them personalize the
formal information they receive.

T H E  D E S I R E  T O  AT T E N D  G R A D U AT E  S C H O O L
A N D  E C O N O M I C  C O N S I D E R A T I O N S
Another common theme among the students interviewed in
this study was their desire to attend graduate school. Every stu-
dent interviewed either articulated that they planned to attend
graduate or professional school or discussed a career goal that
required graduate training. This long-term educational goal was
linked with their desire to attend highly ranked undergraduate
programs or “Ivy League” colleges. These students were very
articulate about the advantages that could be gained by attend-
ing quality academic programs at the undergraduate level and
were clearly making their plans with an eye toward the future.

This knowledge that they would attend graduate school also
affected their attitudes toward undergraduate scholarships.
Several of the students articulated that they viewed the under-
graduate degree as a mere formality before they could attain
their ultimate goal of a graduate or professional degree. Thus,
they were less willing to incur debt at the undergraduate level
because they suspected that they might have to at the graduate
or professional school level.

Consequently, the availability of financial support was a crit-
ical factor for these students. Two students referred to the fact
that their parents could not afford to pay for high-priced insti-
tutions, and all of these students were expecting to pay for a
large portion of their college expenses with merit scholarships.
Most of these students viewed paying for college as their own
responsibility and expected to receive little financial support
from their parents. It is apparent that this expectation was due
in large measure to their level of academic achievement. These
students knew that their academic credentials were such that
they could expect to receive financial support from the college
that they would select. They were actively comparing and con-
trasting the scholarship offers that they received and only
remotely considered campuses that did not provide substantial
scholarship offers.

While eleven of the sixteen students ultimately selected the
cri, all eleven of the students stated outright that if they had
not received a scholarship offer they would not have selected the
cri. Elena illustrates this point by stating:

“If the [CRI] hadn’t offered me a full tuition waiver, I would
be going to somewhere that had. I had offers from all over
the place…schools in [state], a couple back east, and one in
Texas. If I hadn’t gotten the full tuition waiver, I would be
going to one of the other schools.”

Among the five students who selected other schools, the
scholarship offers from the cri weighed heavily in their final
decision process. The amount of the offer, full tuition for four
years, was enough to be attractive. While all of the students
received scholarship offers at other schools, they relayed the fact
that given the opportunity to stay at home and commute, it was

cheaper overall to attend the cri. Thus, the scholarship offer
actually lured some students away from other schools. As Amy
put it:

“I was actually planning to go to Dartmouth, but then I got
a presidential scholarship and it was too good to pass up.”

It is clear that the scholarship offer was a very important fac-
tor in the college selection process of these students, and they
weighed short-term as well as long-term costs and benefits.

T H E  D E C I S I O N  T O  
A T T E N D  A  S T A T E  S C H O O L
As mentioned earlier, the academic achievement of these stu-
dents raised expectations from others regarding where these
students should attend college. As such, these students experi-
enced pressure to attend a campus that was private, prestigious,
and selective. The feeling was that this type of campus would
offer them the strongest level of academic preparation for the
future. The eleven students who ultimately chose to attend the
cri felt that they needed to justify this decision to the people
around them. This was the case despite the availability of data
that could empirically support the validity of their college
choice decision (e.g., national magazine rankings). Despite such
data, students expressed apprehension about not choosing to
attend a prestigious private institution.

In the end, many of the students who chose the cri did so
because of the lower upfront cost. However, before they made
that decision, they were very deliberate in collecting informa-
tion about the quality of the experience they could expect at the
cri. They called the departments and spoke to academic advi-
sors; they requested additional written materials about the var-
ious programs of study in which they were interested; they
visited the campus, toured lab facilities and were generally very
active in seeking out additional information about the cri. The
focus of these activities was to make absolutely sure that the cri
would offer them a high quality undergraduate experience. It
was as if they needed to justify to themselves and others their
choice to attend a state university. Joni expresses this need to
justify when she states:

“I don’t want to say it’s embarrassing [deciding on the cri],
but when people…act as if it’s a bad thing...whereas I don’t
think it is. For me it’s the best.”

Each of the students reported that the more they found out
about the cri, the better they felt about their decision to attend.
It is evident that state institutions do not have the image of “Ivy
League” schools that initially attract high achieving students,
but this obstacle can be overcome in the recruitment process.

Discussion

H I G H  A C H I E V I N G  S T U D E N T S ’  C O L L E G E
C H O I C E  B E H A V I O R S
The first stage of most college choice models has been described
as a predisposition stage where the initial decision to attend a
college takes place (Hossler and Gallagher ). Unlike
Hossler and Gallagher’s model, these students believe that the
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option not to attend college was never really available. In short,
each of the students had difficulty explaining how they came to
the decision to attend college in the first place. They did not
consider it a decision, but rather something they always knew
they would do. Thus, for high achieving students it appears that
there is not a clear delineation between the predisposition and
search phases as depicted in typical college choice models.

Our analysis also revealed that these students entered the
college selection process with predispositions as to the kinds of
colleges they would consider attending, not whether or not they
would attend college, and these predispositions shaped their
later activities. These predispositions included a desire to attend
a prestigious college, a desire to enroll in a highly ranked academic
program, and the expectation that they would receive significant
scholarships. Based on these predispositions, these students began
the process of examining reference materials that ranked various
academic programs. This activity gave these students a basis
from which to selectively attend to promotional materials they
received. If a campus was not on that initial list of highly ranked
campuses or academic programs, the students we interviewed
tended to ignore material distributed by those institutions.

As a result of the behavior exhibited by these students, it is
important for institutions like the cri to create opportunities to
recognize the achievements of local students. These students are
undoubtedly looking for opportunities to be recognized for
their academic achievements at the high school level and view
this positively in the college selection process. Secondly, cam-
puses should consider creating a separate orientation program
for academically talented students. These students have special
interests and like to be treated as individuals. The more they feel
that they are being treated as individuals, the more committed
they will become to specific institutions of higher education.
Further, in addition to special orientation programs, campuses
should consider developing special cohort programs for
advanced students. One thing that was evident from the inter-
views was that these students wanted to have opportunities to
interact with students who have similar academic interests and
abilities. We believe that these students desire this interaction
both to gauge their abilities relative to their peers and as a
measure of validation, supporting their decision to attend the
cri. Moreover, such opportunities would likely enhance the
first-year experience of these students from a social as well as
academic perspective.

C O L L E G E  C H O I C E  A N D  S E L F - E S T E E M
Some understanding of the relationship between the students’
college choice decision and their self-esteem can perhaps be
found by applying the notion of bounded rationality to their
college search process. The notion of bounded rationality sug-
gests that during complex decision-making, individuals will
enter the search for information with parameters which limit
their decision-making options (March and Simon ). These
parameters help individuals to target their search activities and
manage the o�en overwhelming amount of information they
receive. We believe that these students began their search with
specific parameters defining the types of institutions in which
they were interested. These parameters were shaped by their

desire to use the college search process as a means of increasing
their social status.

The fact that these students used the college search process
to enhance their self-esteem and increase their social standing is
supported by their preference for applying to “name brand”
institutions. While searching for the preferred institution, these
students spent time evaluating possible schools based on rank-
ings they found in various publications. They compared these
various institutional and departmental rankings in an effort to
establish which schools and departments were the most highly
ranked. Even when the students found that the cri was ranked
fairly well in the academic areas they were considering, they still
considered other schools which they perceived to be more pres-
tigious. In short, we contend that these students used the col-
lege choice process to explore colleges which provided them
with an enhanced social standing. This is consistent with many
other complex consumer decisions depicted in the marketing
literature in that it is an example of self-esteem buying (Solomon
). It appears that many of these students wanted to be asso-
ciated with those “name brand” institutions even if they knew
they would not get a chance to actually attend.

These findings suggest that universities should promote their
institutional rankings to this market segment of students. Clearly,
these students did not seriously consider colleges that did not
have high rankings. Secondly, these students, in deciding to
attend a public research I institution, continued to look for vali-
dation that they were making a sound decision. Thus, institutions
of this type would be well advised to provide ample opportuni-
ties for these students to get more targeted information about
departments, programs, and the quality of the undergraduate
experience. In addition, these students appear to be very inter-
ested in graduation rates, graduate school admission rates, and
other indicators of undergraduate student success.

T H E  I M P A C T  O F  S C H O L A R S H I P S
Our data reveal that for these particular students the decision-
making process was not as neat as stage models of college choice
depict. In some cases, even a�er the student had “made” the
decision to attend a campus, they changed their mind. For these
high achieving students, the final decision o�en hinged on the
scholarship offer. These students ultimately seemed to be
weighing the costs versus the benefits of attending school out-
of-state (Fuller, Manski, and Wise ). In the end, most of the
students based the decision on what was most advantageous to
them financially in the short-term, but in the context of long
range strategic planning. For example, these students took very
deliberate actions in an effort to better position themselves to
undertake a graduate and/or professional degree. They also
maintained high gpas, completed ap courses, became involved
in enrichment activities and were active in student clubs at the
high school level, all in an effort to better position themselves
for scholarship consideration. In short, these high achieving
students were focused on receiving scholarships because they
wanted to limit their short-term costs at the undergraduate level
(i.e., tuition, housing, etc.). These students had been advised
that less money (i.e., scholarship opportunities) would be available
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at the graduate level and that they would probably have to
invest a significant amount of money in their graduate careers.

The implications of these findings are that institutions of
higher education should be prepared to court the interest of
these students early in their high school career. In this way, an
institution could capitalize on the desire these students have to
be treated individually. In addition, the campus could go far in
increasing the students’ social standing within their high
schools. This early intervention could help students’ develop an
appreciation of the inherent value of attending a public cri
institution and be less likely to consider low cost as equivalent
to poor quality.

It is critically important to make scholarship offers early in
the recruitment process. It is also important to ensure that the
amount offered is sufficient to minimize the cost that students
will need to meet from other sources. These students are clearly
looking to meet the majority of their expenses through scholar-
ship programs. This reality, along with the reality that these stu-
dents are being offered scholarships from other institutions,
places a key importance on the overall value of the offer and the
time at which the offer is made. We also suggest that recruit-
ment staff maintain a personal relationship with those students
who accept early offers from their institution and continue to
court high achieving students who have accepted offers else-
where well past the traditional college decision date of May ,
with the awareness that these students o�en change their minds.

T H E  R O L E  O F  P A R E N T S  I N  
C O L L E G E  C H O I C E
It is clear that the parents had a very real and influential role in
this whole planning and decision-making process, even though
the students failed to articulate the significance of the parental
role. The character of this role is different, however, than what
is suggested in the literature (Boyer ). For these students,
the role that their parents played was most influential in their
setting the stage for these students to be successful in the edu-
cational process. The parents played more of a supportive than
a directive role. In short, the parents filled the role of helping
these students to value education, helping them to learn to use
their time wisely, and helping to structure the students’ lives so
that the students could make a concerted effort to excel in
school. Once the students reached the college selection process,
the parents continued to play a supportive role, likely because
their students had earned their trust based on previous achieve-
ment. Students reported that their parents were willing for
them to attend any school that they chose, as long as they could
afford it. Many of the students suggested that their parents sup-
ported their high school careers fully expecting the students to
receive academic scholarships at the collegiate level.

The role that parents played in this process was also evident
through the students’ desire to attend graduate school. Several
parents were instrumental in providing their students access to
people who held advanced degrees. Thus, the students’ goals
were not simply for an education, but for a career and an adult
identity that included a high amount of social status.

Conclusion: Institutional Positioning
In the end, most of these students opted to attend the cri, but
they characterized this decision with respect to the cost some-
what negatively. The campus was thought to be “cheap” rather
than “affordable.” In this way, they revealed a bias common to
many consumers in that lower cost is considered a positive
influence on a consumer’s purchasing choice up to a certain
point. Beyond that, if a product is too cheap, this has a negative
effect on the consumer’s willingness to make a purchase
(Solomon ). In fact, it would be interesting to see what
impact increased price would have on the way these students
perceived the prestige of the cri. Based on these interviews, we
would predict that the effect would be a positive one.

At the core of the students’ college-going decision was a desire
to attend a high quality college or university. Even those stu-
dents who entered the search process perceiving the quality of
the cri’s programs to be somewhat good felt the need to check
this perception with additional data. The students who entered
the search process with neutral or negative attitudes toward the
cri’s programs made the assumption that the quality of the
programs were lacking compared to the more expensive, more
prestigious campuses they were considering. How they derived
these notions of quality is unclear, even to them. They looked at
brochures, called departments, spoke with people whom they
trusted, and visited the campus. Even a�er doing all of these
things, students were unable to articulate why they believed the
cri to be a lower quality option. Unlike other consumer prod-
ucts, higher education is a much more difficult product to mar-
ket and for that matter, for consumers to effectively evaluate
(Solomon ). Winston () refers to education as a “trust”
market, whereby the seller has much more knowledge about the
product for sale than does the consumer. As a result, the con-
sumer must trust that the producer is honest and forthright
about the virtues and benefits available to those who purchase
the product. Additionally, quality in higher education is a broad
concept that includes many things students do not necessarily
value. More research into what exactly communicates quality to
students in this market segment would be of enormous value in
the marketing of higher education institutions.

By being aware of institutional images, a campus can learn to
target effective recruitment messages to specific cohorts of stu-
dents. In this age of enrollment-based funding, campuses like
the cri may be focusing too much attention on messages tai-
lored to average students. These messages may give the wrong
impression to high achieving high school students in that they
may be using these messages to support the idea that the cri is
an average campus that doesn’t have much to offer elite stu-
dents. More targeted marketing would help to get the appro-
priate message to the right group of students. Along these lines,
it is important to emphasize concurrent enrollment programs
that require advanced preparation and offer high achieving stu-
dents incentives and challenges for completion. Moreover,
when students participate in such programs and have a per-
sonal, positive experience, they are more likely to have a positive
impression regarding the institution’s quality. We believe that
these types of institutional messages can be marketed to high
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achieving students while simultaneously downplaying low
admission standards and other messages aimed at different mar-
ket segments.

Potential allies in this area are high school counselors and
teachers. Our study revealed that these people are playing a key
role in persuading students to seriously consider prestigious
out-of-state schools. A concerted effort should be exerted to
cultivate the support of these constituent groups. The primary
goal of this effort would be to promote improved awareness of
the quality of the university’s programs and to better relations
between these constituents and the cri. In addition, these high
achieving students feel a great deal of pressure from several
different constituents. Savvy recruitment professionals will be
aware of the pressures these students face, thereby designing
recruitment strategies that help ease these students’ stress levels,
while at the same time helping them navigate an educational
course that takes advantage of the students’ preferences, abili-
ties, needs, and aspirations.
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A
n effective telemarketing campaign can enhance
recruitment and enrollment goals while address-
ing the informational needs of potential students
through personal one-on-one contact. While a
conversation with a university representative can

have a positive effect on all students, the greatest impact can be
made on those students who are more ambivalent regarding
attendance. Although many studies have stressed the need for
personal contact, few have incorporated assessment of the
impact of such strategies. A positive contact with a university
representative can have a significant influence on enrollment of
those who are reluctant to commit or those who do not list the
university as their first choice.

Even though telephone calls were used by  percent of all
institutions in a  Carnegie study, little has been done to
examine the effectiveness of telemarketing in recruitment
efforts. Determining the efficacy of marketing techniques such
as telemarketing is essential for market planning.

Marketing strategies must be evaluated and assessed for
efficacy and to determine optimal timing. Recruitment efforts
should target students who apply six months to one year in
advance of attendance (Wesley ). Personalized contacts are
more effective than direct mail for high ability students with
special emphasis on campus visits (Wanat and Bowles ).
The individual campus visit was most influential, with the
organized group campus visit, telemarketing contact by a stu-
dent team, and direct mail also rated highly (Kellaris and
Kellaris ). Form letters were deemed of little significance by
high ability students; they were more motivated by personal
contact by mail or phone, and were especially influenced by
telephone contacts from alumni (Wanat and Bowles ).

According to Young (), telemarketing can be utilized to
address a myriad of needs associated with enrollment manage-
ment. Young provides an explicit definition for telemarketing in
the context of enrollment management and college recruitment:
“To put this definition in terms of enrollment management,
telemarketing is the planned use of the telephone as a recruit-

ment, follow-up, and retention medium in conjunction with
traditional recruitment programs to increase the yield rate for
inquiries to admits to enrolled students in the most cost
efficient and timely manner” (p.). A defined purpose for the
telemarketing campaign is imperative. Further, Young concedes
that the use of telemarketing in the recruitment process must be
considered in the larger context of the entire enrollment man-
agement process, whereby students who are most likely to suc-
ceed are prioritized and targeted for the telemarketing
campaign. This differs from the mass calling techniques utilized
by industry.

Miles () suggests the importance of making telephone
calls to admitted students to gain insight on what might be
causing doubts about their decision to attend. Telemarketers
must first and foremost convey a sense of concern for the well-
being and best interest of the prospective student (Young ).

Johnson and Sallee () promote a personalized approach
to recruitment stressing the importance of the campus visit and
a well-executed telephone recruitment campaign. “Student
callers are the embodiment of the quality of the student body at
a particular institution” (p. ). Thus, careful attention must be
paid to the selection and training of those students selected to
represent the institution. Telemarketers must be well-trained,
enthusiastic, responsible, and knowledgeable of general infor-
mation concerning the school (Young ). Both students and
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alumni can also play the role of telemarketer during a telephone
campaign, and use multiple messages to convey to the student
that he or she is important (Sevier ).

The management of student workers begins with the recruit-
ing process (Blackburn-Smith and Lembo ). The recruit-
ment process for telemarketers should include a telephone
interview to assess those skills vital to the success of the tele-
marketing campaign. Training begins during the interview and
should be well-planned, comprehensive, and ongoing. Student
supervisors are especially effective in facilitating feedback.

Johnson and Sallee () urge a great degree of standardiza-
tion of recruitment processes including standardized anecdotal
information prescribed to augment facts and figures in a per-
sonal manner. Training should incorporate four major concepts:
marketing the university as a tangible product, differentiating
the institution from the competition, conveying accurate and
realistic expectations, and providing concrete evidence in sup-
port of facts and figures ( Johnson and Sallee ).

Yost and Tucker’s () evaluation of telemarketing as a
recruitment strategy suggests that telemarketing could be uti-
lized in a timely manner to create a sense of excitement and
urgency in the admissions process, with students receiving tele-
phone calls in advance of receiving their acceptance letter. A call
from a department chair, dean, or faculty member is most
effective in the recruitment of higher caliber students.

On the other hand, Young () points out the pitfalls of
telemarketing campaigns that have not been well-organized and
for which the telemarketers have not been thoroughly trained.
Follow-up by telemarketers with the customers is crucial
(Young ). Young stresses the need for a properly arranged
workspace, and resources to include phones with headsets, scripts,
tally and response forms, an information handbook, computer
terminals for data entry, and a monitoring system. Providing a
professional and positive work environment promotes corre-
sponding attitudes (Blackburn-Smith and Lembo ).

Computer database accessibility is critical to the success of a
telemarketing project. As an example of how a campaign can be
enhanced, Young () suggests that a student who cannot be
reached by telephone be subsequently sent a letter indicating
the attempts made to do so. Further, he asserts that a database
which is accessible to all constituencies involved in recruitment
will provide for a concerted marketing effort indicating to
prospective students that the institution is not only interested in
them personally but has effective internal communication.

Although their study focused on the importance of the cam-
pus visit as a recruitment tool, Yost and Tucker () evaluated
telemarketing as a promotional device in the recruitment
process. They found telemarketing to be of increasing impor-
tance in the later stages of the choice process, rating telemar-
keting as having highly significant weight in assuring the
prospective student that the institution could meet their educa-
tional objectives and close the deal.

Young () provides a detailed analysis of the cost per call
based on the ability of a telemarketer making  calls in four
hours and derived that the average cost per call to be  cents.
Young delineates the costs associated with a telemarketing cam-
paign as the initial cost of equipment, personnel, printing, use

of terminals for data entry, and telephone costs. In summary,
telemarketing can be cost efficient and valuable if well-organ-
ized, carefully managed, and assessed.

Purpose of the Study
A decline in enrollment provided the impetus for the establish-
ment of an enrollment management process at a regional com-
prehensive university serving a predominantly Hispanic student
body. One of the university’s short-term strategies was the ini-
tiation of a telemarketing campaign. Because admission records
indicated that less than one-half of the students who applied
and were admitted to the institution usually matriculated, the
telemarketing campaign targeted admitted students for the fol-
lowing Fall semester. As a result of the first campaign, an
increase in enrollment of approximately five percent was expe-
rienced for that Fall semester. The project was duplicated for
students admitted for the following Fall semester. However, the
institution experienced a  percent decrease in enrollment.

Data were derived from a pilot study utilizing institutional-
specific questions appended to the Cooperative Institutional
Research Program (cirp) survey of incoming freshmen at the
institution a�er the first campaign. Results indicated that 
percent of matriculating, first-time freshmen students received
a telephone call from the university and, of those who received
a call,  percent of students rated the contact as somewhat
important to very important in their decision to attend the uni-
versity. Further,  percent of those students who matriculated
in Fall  made their decision to attend prior to the beginning
of the summer, the period of time during which most telemar-
keting calls were attempted. As a result of this information, the
telemarketing project was initiated earlier for the next cohort of
admitted students.

The need for long-term planning to address enrollment
management issues at the institution and to assess the efficacy
of the telemarketing strategy led to this study. This study sought
to determine if there were differences in demographic traits and
matriculation rates of those admitted students who were contacted
through the telemarketing campaign and those admitted stu-
dents who were not contacted through the telemarketing proj-
ect, and if the responses with regard to intention to matriculate
were accurate predictors of matriculation. The study was descrip-
tive in design, and data analysis was limited to a cohort group
of first-time, freshmen applicants who applied for admission for
the Fall  semester. The generalization of data from this study
may be limited to institutions serving similar student populations.

Methodology
The target population for this study was first-time freshmen
applicants who applied for admission and were accepted to a
regional comprehensive institution with a target matriculation
during the Fall  semester. The number of first-time fresh-
men students admitted for Fall  was ,, and of those
first-time freshmen students,  (or  percent) matriculated.
The entire population was utilized for this study.

Application and enrollment records were used to assemble a
database of student characteristics for first-time freshmen
admitted. A statewide database tracking matriculation into
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public institutions was accessed to determine the matriculation
outcomes for those non-matriculating students. First-time
freshmen who received a call from telemarketers were identified
and the synthesized data were analyzed to develop demographic
profiles and to test the research questions. Students were cate-
gorized as () having matriculated to the institution, () having
matriculated to other public four-year and two-year institutions
in the state, and () those whose
matriculation outcome could
not be determined.

The majority of admitted
students took the act test.
Therefore, actual act scores
were utilized where available
and the sat-act Concordance
Table for Recentered sat I
Scores was utilized to convert
sat scores to act equivalents
to derive one set of college
entrance scores for comparison purposes.

Students who received a telemarketing call were noted along
with their intention to matriculate. Telemarketing calls were
completed to  students. Of those,  were first-time fresh-
men and those records were merged with the admissions and
enrollment database and utilized for this study. Chi-square
analysis was utilized in determining frequencies and means.
Logistic regression was used to determine variables which pre-
dict admissions yield.

Results
Only  percent of first-time freshmen were successfully con-
tacted via a telemarketing call from a student recruiter and, of
those, only  percent enrolled. This compares to  percent of
those who were not called who enrolled. Only  percent of
those students who indicated their intention to attend actually
matriculated. The matriculation outcomes for those students
who indicated they planned to enroll but did not matriculate
were distributed equally among those who enrolled in another
public four-year institution in the state, enrolled in a two-year
public institution in the state, or their matriculation outcome
could not be determined. Matriculation outcomes for Hispanics
and Whites did not vary significantly. Only one-third of admit-
ted Hispanics received a telemarketing call as compared to 
percent of admitted Caucasians. Students who received a call
had higher act scores and higher percentile class ranks. Thirty-
five percent of those called were from outside the service region,

as compared to  percent of those who did not receive a call,
and  percent of the sample population.

Table  delineates the results of the chi-square analysis of the
expected and observed matriculation of admitted students cat-
egorized by those who were contacted by the telemarketing
project and those who were not contacted. The observed num-
ber of those contacted who matriculated fell short of the

expected number, while the observed number of those who were
not contacted exceeded the expected number.

When logistic regression analysis was performed for the
group who received a telemarketing call, the predictors of
matriculation were identified as early application, residency sta-
tus within the service region, and intent to matriculate to the
university as indicated in the telemarketing phone call. The
degree of accuracy was . percent. Those students who
received telemarketing calls who applied early, resided within
the service region, and indicated their intent to enroll were most
likely to enroll. Tables  and  summarize the results of the
logistic regression analysis of those called.

The results of this study are inconclusive. Sixty-two percent
of those who were not called matriculated to the institution
while only  percent of those who received a telemarketing call
matriculated. It is postulated that those called were not totally
representative of the sample population. Those who were called
were comprised of higher ability students based upon average
college entrance scores and high school percentile rank.
Although the telemarketing campaign attempted to call each
admitted student, many students could not be reached for rea-
sons which cannot be explained within the scope of this study.
Many attempts were thwarted due to the lack of a valid tele-
phone number. Because many of the students admitted to this
institution were from underserved, low-income and/or migrant
families, telephone access was not always possible.

Sixty-four percent of students contacted planned to attend
the institution but only  percent of those students actually
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Table 1: Chi-Square Analysis of Matriculation Stratified by Telemarketing Contacts 

Not Called Called
Outcome

Observed Expected Observed Expected

Unknown 132 140 82 74

Other 4-Year 138 165 115 88

2-Year 132 137 78 73

Professional 2 2 1 1

Matriculants 653 613 286 326

Table 2: Logistic Regression of Those Who Received a Telemarketing Call
Identifying Predictors of Matriculation (N=562)

Variable — SE Wald df Sig R Exp (_)

Timing -0.1658 0.0412 16.1684 1 0.0001 -0.135 0.8472

In/Out -0.2681 0.107 6.2756 1 0.0122 -0.0742 0.7648

Intent 1.2198 0.1146 113.3357 1 0 0.3784 3.3864

Constant 0.6787 0.3118 4.7364 1 0.0295



matriculated. The matriculation outcomes for the non-matricu-
lants were equally distributed among students who enrolled in
other public four-year institutions, public two-year institutions,
and the category for whom matriculation outcome could not be
determined. Information regarding matriculation plans was
only moderately reliable, particularly for those students who
planned to attend.

Discussion
The implication for telemarketing derived from this study is that
the telemarketing calls must begin earlier than the Spring semester
preceding the Fall semester of enrollment. To maximize
effectiveness, the telemarketing calls should commence in
advance of the anticipated date of matriculation. Initial contacts
should be made soon a�er admission to ensure a valid phone
number.

Although this study suggests the telemarketing calls may
have had a negative impact on student recruitment, longitudi-
nal analysis of the program is needed. Enrollment increased
during the year of implementation of the telemarketing project
with data derived from the Cooperative Institutional Research
Program (cirp) survey. Because other members of the campus
community, in addition to the telemarketers, made telephone
calls, the effect of the telemarketing calls may not be fully
detailed in those findings. The literature clearly suggests the
merit of telemarketing as a recruitment strategy. An extensive
examination of telemarketing should be conducted to include
qualitative assessment of both matriculants and non-matricu-
lants. Students who intended to enroll but did not matriculate
should be surveyed to ascertain the underlying reasons for their
reconsideration and the effect the telemarketing project had on
their decision. Ongoing quality assessment should be instituted
with follow-up calls to assess the perception of the students
completing telemarketing calls.

Current literature supports the effectiveness of telemarketing
campaigns. However, a defined purpose for the calls is impera-
tive. Careful selection and training of telemarketers is crucial
since these students will represent the character of the student
body to the prospective student. Telemarketers must be pro-
vided with an efficient workspace equipped with telephones,
headsets, scripts, tally and response forms, an information
handbook, computer terminals for data entry, and a monitoring
system. Telemarketers at the institution had all the necessary
resources suggested in the literature with the exception of com-
puter terminals allowing for ease of data entry and shared access
to all recruitment constituencies campus-wide.

Database access would allow for ongoing col-
lection of information that could be used to ana-
lyze in real-time the efficacy of telemarketing.
This study justifies the critical need for an enroll-
ment management database that can be utilized
by all constituents involved in the recruiting
process. Access to records that track all contacts
made to students will allow for a cohesive
approach to recruitment.

Because Spanish is the predominant language spoken in 
percent of Hispanic homes, recruitment strategies targeting
Hispanics must address the need for bilingual communication.
All callers in this telemarketing campaign study were bilingual.
Institutions should consider engaging parents of current
Hispanic students to serve as bilingual telemarketers. The cur-
rent telemarketing report form does not collect information on
the use of Spanish for communication. This information should
be added to the form to provide information regarding the inci-
dence of use.

Multiple contacts are urged, especially for higher ability stu-
dents who should also be contacted by representatives from
their academic discipline. Specific marketing strategies should
be employed to ensure increased admissions yield for higher
ability students. The telemarketing project should focus on
improving the admission yield through earlier contact with
those admitted. Ongoing quality assessment is needed to ensure
that telemarketing efforts are maximized, and supervisors of the
telemarketers should make follow-up calls to determine the
efficacy of the calls.

Every effort should be made to contact all admitted students.
Those students admitted to the institution for whom telephone
contact cannot be established should receive a follow-up letter
or postcard providing a toll-free number for the telemarketing
project should they have questions.

Articulated goals for the telemarketing project must be for-
mulated and updated each year. Goals must be aggressive yet
attainable. Because campus visits have such a positive impact on
the college choice decision for many, the telemarketing calls
could be utilized to invite potential students for a campus visit.
The cost per call should be ascertained and accurate data col-
lected for such analysis. To aid in coordination of telemarketing
efforts, institutions should utilize a database accessible to all
recruitment constituencies. An enrollment management mod-
ule compatible with the institution’s current student informa-
tion system is recommended to maximize efficiency, to share
information, and to present a coordinated effort.

Assessment of the design of any marketing strategy or tele-
marketing program should address the effectiveness of the workers’
training. The pros and cons of using students versus utilizing
faculty, staff, alumni, or parents as telemarketers should be
addressed. Qualitative research is needed to augment statistical
data and to fully assess the efficacy of any telemarketing project.

In summary, although the findings of this study were incon-
clusive, evidence exists which supports the use of telemarketing
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Table 3: Classification Table for Predictors of Matriculation for Timing,
Service Region, and Intent to Matriculate

Predicted
Observed

Not Enrolled Enrolled
Percent Correct

Not Enrolled 180 96 65.22

Enrolled 43 242 84.91

Overall 75.22



in recruitment efforts. Telemarketing and the use of the Internet
and e-mail provide cost efficient avenues for personalizing the
recruitment process.
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I
recall a visit some years ago from a classification special-
ist assigned by the Personnel Department (now Human
Resources) to visit our office to review individual job
descriptions in order to assign numbers in a hierarchy
developed by an outside consultant. A�er a number of

interviews and a�er having examined the descriptions, the
classifier came to visit me, somewhat perplexed. Said he, “I just
don’t understand all of this. I thought you were just like a
county recorder. Someone buys some land; they make a record
of it. Someone registers for class; you make a record. A faculty
member turns in a grade; you record it.”

As those of us in the profession know, the job of registrar is
far more than that of a recorder of data brought to us. I refer
readers to David Lanier’s excellent article, “The Mission of the
Registrar Today,” which appeared in the Winter  issue of
College & University. Mr. Lanier, Registrar at the University of
North Carolina at Chapel Hill, traces the job history of the reg-
istrar in European universities of the thirteenth century to today
and beyond. At Indiana University, the Office of the Registrar
was created in .The only offices of the academy which existed
earlier are those of the president, treasurer, and librarian. This is
the case at most American institutions of higher education.

In earlier times, when the academy was smaller and where
roles were more comprehensive, it was not unusual for the reg-
istrar to be involved in many academic functions. As time pro-
gressed, institutions became larger and more complex,
specialization increased, and additional offices of administration
were created. Thus, the trend was for the registrar to be less
directly involved in all academic matters. Yet, even into the
middle of the twentieth century, it was not uncommon for reg-
istrars to be members (and o�en secretary) of the faculty coun-
cil or senate and to have academic appointments in appropriate
departments. Indeed, it was not unusual for the registrar to be
chosen from the faculty ranks. However, as specialized skills,
particularly those involving what we now refer to as information
technology, became more critical to job performance and suc-
cess, hiring directly from outside academic departments became

more common. Although terminal degrees have become more
essential for an appointment as a registrar at a research univer-
sity, the connection to the faculty through an academic appoint-
ment is less common now than it was thirty years ago.

One challenge for registrars that persists in the present is to
ensure fulfillment of the traditional role of that as proxy for the
faculty. A�er all, the fundamental aspect of any registrar’s office
is to be the repository of the faculty’s record of student per-
formance. This is reflected in the mission statement developed
at Indiana University:

The purpose of the Office of the Registrar is to support the
instructional mission of the University and, to a lesser
extent, the missions of research and professional service by
coordinating, supplementing and facilitating the activities
of the faculty who are responsible for fulfillment of the
instructional mission. This is accomplished in accordance
with institutional academic policies and practices as well as
with rules of other external regulatory or accrediting agen-
cies. This is an office of the faculty. We act as proxy for the
faculty in maintaining an accurate and complete academic
record of courses offered, teaching assignments, classroom
facilities utilization, class enrollments, personal student
demographic information, grades awarded for student aca-
demic performance, and degrees conferred. These records are
assembled and maintained using centrally constructed

C o m m e n t a r y
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information systems which enable departments and school
personnel and students to conduct their business in a decen-
tralized electronic environment.

The Faculty Constitution assigns to the faculty the author-
ity to offer courses; determine the curriculum; determine
academic policy; set the calendar; establish degree require-
ments; and establish the grading system. This authority
forms the basis of the work of the registrar on behalf of the
faculty. Through its elected representative body, the Faculty
Council (and its committees), and in conjunction with the
various academic officers, the registrar is charged with
implementing, administering, and monitoring academic
policy. The registrar also provides analyses, alternatives,
options, conclusions, and recommendations as a result of reg-
ular or special reviews of academic policies, procedures, and
operations. The faculty depends upon the registrar to iden-
tify functions which can be improved, to identify and
resolve problems, and to identify and define issues through
the systematic application and analysis of the academic and
student data maintained by this office.

While some aspects of the role of the county recorder are
clearly present, one also can see how much more there is. The
purpose of this essay is to describe the scope of the office and to
suggest in some specific ways how registrars today may fulfill
the ideals of their profession as active and contributing mem-
bers of their academic communities.

A prerequisite to being an academic officer is to understand
faculty governance. There are some great books to read on the
subject and that clearly is the way to start. Roger Geiger, on the
faculty at Penn State, has written two books on the rise of the
American research university, a type of institution where faculty
governance is particularly strong. The books are To Advance
Knowledge: The Growth of American Research Universities.
‒ and Research and Relevant Knowledge: American
Research Universities Since World War II. J. Victor Baldridge’s
classic volume is also enormously useful: Academic Governance:
Research on Institutional Politics and Decision Making. While
Baldridge himself has written about faculty activism, campus
conflict, and academic organizational pressures, he has assem-
bled essays by a large number of higher education authorities on
topics of organizational features, administrative processes, fac-
ulty governance, student activism, and the external environ-
ment. Another classic, recently updated, is Frederick E.
Balderston’s Managing Today’s University. Balderston, a business
school professor on strategic planning, served in major univer-
sity administrative positions and blends theory and experience
together to address topics of university organization, resource
allocation, programs and quality, and managing change. Robert
Birnbaum’s work for the National Center for Postsecondary
Governance and Finance is titled: How Colleges Work—The
Cybernetics of Academic Organization and Leadership. One may
also want to refer to Birnbaum’s How Academic Leadership
Works. The Carnegie Foundation for the Advancement of
Teaching supported Burton Clark’s report on The Academic Life:
Small Worlds, Different Worlds. In a parody of anthropological

analysis is Hazard Adams’s study of academe titled The
Academic Tribes. Organizational theory and analysis forms the
basis for Collegiality and Bureaucracy in the Modern University:
The Influences of Information and Power on Decision-Making
Structures by James L. Bess. A massive research study over two
decades resulted in William Berquist’s The Four Cultures of the
Academy. Additionally, an excellent new book by the former
president of the Association of American Universities is Robert
Rosenzweig’s The Political University: Policy, Politics and
Presidential Leadership in the American Research University.
Finally, I recommend Grady Bogue’s Exploring the Heritage of
American Higher Education. In particular, review the chapter on
“Faculty Role and Responsibility.” Co-authored with Jeffery
Asper, Bogue was a registrar in the first decade of his career,
later a state higher education commissioner, then a campus
chancellor, and now on the faculty at the University of
Tennessee. Well written and insightful, this book in many ways
reads like the capstone of an outstanding career.

Much can also be learned from case studies of what has not
been successful. A new book this spring is Travis Jacobs’s study
of the four-year Dwight Eisenhower presidency at Columbia
University and his difficulties in understanding academic culture
and governance. Jacobs’s research shows that success is not always
transportable to a different circumstances even though one was
a hero of World War II and later a successful u.s. president.

Another approach, meritorious by itself, is to join aaup, the
American Association of University Professors. Their journal,
Academe, is a very good source of articles and issues involving
faculty governance. It is well worth getting a copy of aaup’s
Principles of Shared Governance for studying the relationship
between faculty and administration.

The objective for a registrar is to understand the nature of the
academy. One needs to acquire the ability to think like an aca-
demic, to emulate an academic. Graduate work and a research
degree will help toward this goal, and qualification for an aca-
demic appointment is also effective. However, close reading of
these works about academic culture and values will provide the
theoretical scaffold to support best practices in the field.

It may be helpful to extract certain key principles implicit in
the literature. Based on my experience, there are five to cite.

Principle #1. The role of an academic officer is not about
status but about perspective.
I suggest that for the registrar to achieve this perspective
requires that one must see what the faculty sees. That can be
achieved through involvement with the faculty senate or coun-
cil, attending their meetings or, at least, carefully being up to
date on each agenda and the minutes of each meeting. It also
means being in regular contact with faculty to hear what they
are talking about and what their issues are. Some of these con-
tacts can be through formal means, but informal opportunities
are of equal, and sometimes even more, importance. What are
the policy committees addressing and how can the registrar be
helpful by providing data to sharpen the focus of the discussion,
to contribute illumination and insight, to identify what will and
will not work practically, and to forge alliances where appropri-
ate. In short, the registrar can become an enabler, a facilitator, if
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one has developed that faculty perspective. The opportunity is
always there for the one who has the broadest perspective to
help the faculty realize their hopes and dreams for academic
policy and process.

Some of you may have read about the Expanded Grade
Context Record at Indiana University. This academic record
provides for the following information in addition to the tradi-
tional transcript elements of course department, number, title,
hours of credit and grade:

■ Index. An index showing the number of students in each
course section who received a given grade or higher grade
compared with the total number of students receiving a
grade with credit point values (gpa grades).

■ Grade Distribution. Complete distribution of all grades
awarded in each class section, including those grades that
do not have credit point values (e.g., I, P, S, R, NY).

■ Class GPA. The mean grade average of all grades awarded
in the course section.

■ Average Student GPA. The mean average of the cumula-
tive grade point averages of all students enrolled in the
course section.

■ Majors. The percentage of students in the course section
whose major school (or major department for College of
Arts and Sciences/Graduate School students) is the same
as the school or department offering the course.

■ Course Withdrawals—1st Week. The number of students
who withdrew from the course section in the first week of
the term (WX).

■ Course Withdrawals—Through the Term. The number of
students who withdrew from the course section beyond
the first week of the term (W).

■ Pass/Fail or No Credit Enrollees. The number of students
who chose pass/fail or who chose noncredit enrollment (NC).

■ Instructor Name. The name of the instructor of the course
section.

■ Context Effective Date.

This record was almost exclusively created by critical exami-
nation and involvement of all forces brought to bear by numer-
ous faculty in the debate over the existence (or lack thereof ) of
grade inflation and what needed (if anything) to be done about
it. An article last year in the Spring  issue of College &
University details the registrar’s role in providing information
relevant to the debate, furnishing honest comparative data,
articulating current practices at peer (and other) higher educa-
tion institutions, and channeling the energy into an effective
result through helping to sharpen the focus of the various
related faculty initiatives and proposals. It can be valuable to
develop and use the critical skill of listening when issues move
from debate to conclusion, divergence to consensus.

Principle #2. To help realize the hopes and dreams of the
faculty, today’s registrar has to know about national trends in
the profession.
This supports the case for professional development, for putting
a priority on the development of people, for being a part of elec-
tronic listserves, for visiting peer and other campuses, and for

being an active participant of the registrar profession. To be a
proactive academic officer as registrar, one must position one’s
self to lead; to lead means to be ahead, to be ahead means to be
in front of the edge or the curve as it is usually stated. One must
avoid falling prey to being “in-basket driven” and “directed by
the details of crisis.” In effect, while one may have the title of
registrar, it is critical to remember that with that role goes the
title of director. It is through the role of directing that one can
focus on the greater picture.

Just as personnel offices are now called human resources, it is
now customary to talk of human capital rather than people.
However it is stated, the development and growth of people’s
capacities and skills are not always emphasized in most systems
of budgeting in higher education institutions. Usually, it is cat-
egorized under the label of “travel.” As we all know, travel is
usually a very sensitive budget item, particularly when funds are
limited and new financing is in short supply. Significantly, much
of the actual expense charged to this category is not travel at all;
professional development fees, meals, even lodging all support a
person in acquiring professional education. The exact travel
involved, usually an airplane ticket fare and expense to and from
the airport, is a small part of the total cost of an educational event
designed to keep professionals current and knowledgeable.

I have o�en found it curious that budgets require  percent
or more of the salary total to fund fringe benefits. Health insur-
ance, retirement, life insurance, Social Security, and Medicare
are all valuable fringe benefits that must be allocated in each
year’s funding of an operating budget. Social Security is in
excess of  percent and retirement contributions are usually in
the  percent range. All of these benefits accrue only if you get
sick, retire, or die. The question to pose is: What percent of each
person’s salary do you allocate each year to keep your most valu-
able investment, human capital, mentally alive, professionally
alert, and up-to-date in their profession?

To answer that question, examine your department budget for
the year and calculate the percentage spent on the budget category
of travel (registration fees, lodging, meals, airfare, etc.) com-
pared with the salary budget for all positions. My guess is you’ll
be astounded because it will not even equal the smallest of all
your typical fringe benefit percentages. Then rank those benefit
percentages and ask yourself: Is that the priority of spending
that really makes sense in terms of performance dividends?

Today, the solution to understanding and comprehending the
benefits and applications of huge numbers of new products, new
vendors, other institutional initiatives, and advances is not just
to deal with the dilemma of where to go to spend one’s time but
how to effectively broaden one’s exposure to the greater profes-
sional universe in which we live and operate. As salaries increase
in order for us to recruit and retain great people, we must com-
mit to keeping those persons up-to-date professionally. The
annual cost of this when calculated as a percentage of annual
salary, small as it usually is, becomes even smaller when one
compares annual expense with the total dollar investment in a
person given their total years of service. It is not uncommon for
total fringe benefits and retirement benefits to be budgeted as 
percent to  percent of the salary. Hence, for a , profes-
sional person, this represents roughly , to , annually.
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Does it not seem reasonable to allocate an additional  percent,
or , each year, to keep the person professionally alive and
active while on the job? And note that the annual dollar amount
expressed as a percentage shrinks when calculated on the total
cumulative salary paid over time, a reflection of an institution’s
total investment in any given person.

O�en, when funds are short, travel is first to be cut or frozen.
Yet, cutting off the idea and creativity lifeline to your currently
employed staff is exactly the wrong thing to do for it restricts or
eliminates their ability to know their profession. Further, it’s
probably the least costly expense to protect your total and con-
tinuing human capital investment.

Hence, for a broader role, one has to have broader exposure
for oneself and one’s staff. To have broader exposure, it’s going
to cost and this is the case for that expenditure allocation.

Principle #3. To successfully adopt or transplant what is going
on elsewhere requires that you be part of a professional network.
Jack Sheehan was a professor of radio and television at Indiana
University; I distinctly remember, as an undergraduate in his
course on broadcasting, his saying that “all creativity is selective
thievery.” I can still recall my immediate reaction of being shocked
at such a blunt statement. My second and somewhat delayed
reaction was, given the track records of the radio and television
industries, where copycats seem to prevail, that even forty years
later, maybe his view was understandable. But as his course
unfolded over the semester and, I suppose, as my professional
life began and also unfolded, I came to see in a larger and deeper
sense of what he meant. That message really is that we do not
become creative or create anything in a void or vacuum. We are at
our best when we are engaged and subject to external stimulation.
It is that engagement in things unique, unusual or in different
locales that serves as the springboard to our own creative processes.

Nelson Rockefeller, even before he became Governor of the
state of New York, was dedicated to the proposition that a big
secret to success was to always hire people smarter than your-
self. Of course, Rockefeller could always end up looking great
because he had the ability to acquire and retain the best staff
money could buy. But the corollary is that we can all observe
what people smarter than you have already accomplished or
what they are currently doing to make for lasting achievement.
While imitation can be said to be the sincerest form of flattery,
there is no shame in professional emulation. That’s what role
models are for and that is why it is so essential to seek them out.
Be where they are. Visit them at their home institutions.

In almost all instances with which I am familiar, the imple-
mentation of successful policies, processes, systems, or other
applications can be traced to thorough research on what others
are doing, what their experiences have been, what factors con-
tributed to their success, what local circumstances existed that
would parallel our own, what events may have prevented greater
achievement, and then providing for the time and opportunity
to si� through the parallels and differences to result in a plan of
action that is appropriate for a given local circumstance. Being a
part of, and a contributor to, a network of professionals allows you
access, candor, intelligence, and gestation time for your own cre-
ative endeavors necessary for personal and professional success.

Mortimer Adler, in his second autobiography, A Second Look
in the Rearview Mirror: Further Autobiographical Reflections of a
Philosopher At Large, talks about his formula for original writing
and the need each day for “idling time.”

“Human idling is like the idling of an automobile engine
when it is turned on, but not put into gear to move in some
determined direction. We idle when we are awake, but do no
purposeful thinking, thinking driven by some aim or goal.
If one has done highly concentrated and purposeful work in
the morning, such as writing a chapter, that concentration
and purpose cause things in the fringe of your conscious
mind to be shunted into your unconscious. Then when you
relax in the a�ernoon to spend an hour or two idling, those
things, buried in your unconscious, come alive in your con-
scious mind.

Sometimes they are phrases or sentences to use in the
chapter you are going to write the next morning or on some
subsequent day that week. Sometimes they are an addition
to the thinking process that you had assumed was completed
before you started writing.

The writing of the chapter in the morning did not
include the thought or two that pops into your mind while
idling that a�ernoon. It was shunted out of your conscious
mind into your unconscious because your attention was so
concentrated in the morning on the task of writing.
Knowing this, I never sit down for my a�ernoon hours of
idling without paper by my side on which to take note of the
words or thoughts that idling always produces.

The usefulness of idling in the process of writing a book is
not peculiar to that process. It will occur in the busy life of
professional persons, such as lawyers, physicians, or engi-
neers, as well as in the busy life of top executives in com-
merce and industry.

It will occur, but only if they allow it to occur, which
means they must avoid being busy all the hours of their
waking life. Especially if they work hard in the morning,
they should manage to find an hour to two for idling in the
late a�ernoon or evening of the very same day. Postponing
it for some other day or later in the week will not do. What
was buried in the unconscious by concentrated attention to
the tasks of the morning must be permitted to revive in the
a�ernoon or evening of the same day. Idling delayed is
idling deprived of its efficacy.”

Seeing what is done elsewhere, hearing what someone else is
doing, reading about what is happening in your profession or
even others, provides the stimulation for creative endeavor;
idling time provides the time for the creative moments to occur.
It is the essential time for synthesis and re-application.

Principle #4. To put in place today the hopes and dreams
of the faculty is probably—almost certainly—going to require
the support of information systems technology.
And, I think it’s safe to say that technology, as evidenced by
people, so�ware, and machines o�en costs quite a bit. Because
large amounts of money are involved, issues of information
technology are among the most critical on campuses today. This
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challenge is further ratcheted up the priority scale by the ubiq-
uitous nature of information technology in almost all facets of
today’s academy.

I came to the Registrar’s Office from the academic program
of Instructional Systems Technology. It was the belief of my
mentors that much benefit would accrue from the integration of
a systems approach to the creation and implementation of units
of instruction. The concept was to use a development model,
directed by an instructional developer, focused on learning objec-
tives that incorporated contributions made possible by the collab-
oration between a content specialist and a technology specialist.
This was forward-thinking for thirty-five years ago, but that
was understandable since it was led by some forward-thinking
people like L.C. Larson, Mendel Sherman, and Gene Faris.

This approach explains in large part how my view of registrar
technology application success was formed. The goal was to have
successful applications that mirrored the goals set by the faculty
for their academic programs. Trow describes the systems
approach as implying “a careful study of the kind of treatment
(input) required…in order to attain the objectives sought.”
Benathy describes the design model in six steps: determine objec-
tives; develop test for success; analyze components; create pro-
grams; system implementation; and evaluation and modification.
The faculty were the content specialists as they set the objec-
tives, outcomes, and results to be achieved. It also seemed per-
fectly reasonable to have technology personnel in the Registrar’s
Office to ensure that the applications developed reflected exactly
the outcomes and specifications dictated by the faculty. Because
technology resources were highly prized, expensive, and scarce,
it made sense to have direct access to those professionals by
allocating some of our own resources to this function.

It has become a commonly accepted rule in the registrar pro-
fession that one has to say “yes” to the faculty far more than one
can ever say “no.” Part of that is because of the registrar’s unique
relationship with the faculty due to its origins, and part is sim-
ply a reflection of the faculty governance system. Direct access
to, and control of, information technology resources makes it
possible to honor this principle and increases the likelihood of
success. While other instructional systems models exist, the for-
mulas are similar and parallel those for business processes.

Put another way, today, more than ever, but certainly for the
last thirty-five years, information technology is the coin of the
realm. It is appropriate and imperative that the registrar have
access to and direction of these resources in order to fulfill expe-
ditiously the faculty expectations for academic policy and process.

A few years ago, individual or o�en groups of faculty came to
us with problems regarding class registration. In particular, the
numbers of closed courses were increasing, course demand
could never quite be ascertained, first week of class course
changes totaled over , (nearly  percent of all enroll-
ments); and the exchange process was still done by hand in a
fieldhouse arrangement.

Together, as detailed in chapter  of Breakthrough Systems, our
faculty, registrars, and technology professionals totally re-engi-
neered the process beginning with an articulated set of faculty
goals and desired outcomes. A�er many outside visits, investi-
gation of industry parallels (such as airline and hotel reservation

systems), and focus group testing, we created together some-
thing totally unique in higher education and registrar systems
today: the automated course exchange. It allows each student to
register for what is available, and for what courses are not. This
is possible because every course has a waitlist, the registration
for a waitlist is fixed (as a stock buy order), the drop course (if
there is to be one) is also identified, and the computer files are
reviewed and updated daily making room changes, increasing
student enrollment allocations, and making additional sections,
all of which make it possible to maximize enrollment in avail-
able offerings, achieve  to  percent of student demand and,
where not possible, offer guaranteed raincheck enrollment in
the course of choice the next semester.

EDUCAUSE, the association for managing higher educa-
tion information technologies, awarded Indiana University one
of their three Best Practices awards in  for this application.
It reflected faculty policy, was created through extensive
research of systems elsewhere, was produced a�er discussions
with peer institutions nationwide, and leveraged innate benefits
of information technology to achieve institutional success. The
central role of information technology in this project, the
indexed record cited earlier, which also won an educause Best
Practices award, and many others through the years, was an
essential component of success.

Principle #5. The role of the registrar as an academic officer
comes down to a unique blending of ideas, people, and technology.
Ask yourself: What unfulfilled academic need does your insti-
tution have and what can you do to provide it? My guess is that
there is more than one such need and I also suspect that most
registrars can be particularly effective at providing the means to
achieve results. In large part, that opportunity is permitted
through the pivotal role that each institutional registrar occupies
with regard to the ideas, people, and technology triumvirate.

Registrars are o�en judged by the success of their operational
systems and processes and by the ability to maintain integrity of
the data entrusted to their custodianship. Yet the opportunity
exists for registrars to help solve academic problems or meet
academic needs through the conception, design, development
and implementation of unique and creative service applications.
Further, as the curator of a vast amount of critical institutional
data, the opportunity also exists to assemble and apply those
bits of data into a cohesive arrangement to illuminate problems,
frame options, and offer solutions. It is the challenge to lever-
age what data and perspectives we have in informational and
insightful ways no one would expect so that the quality of aca-
demic decision-making is significantly improved.

Earlier this year, Indiana’s president established an Enrollment
Capacity Task Force for the Bloomington campus. Our enroll-
ment has increased by over , students in the last five years
and the question that has been raised frequently is: What is the
limit to growth on our campus? All of us in the office who work
so hard each fall in producing for campus administrators and
faculty leaders the almanac of enrollment and related registrar
information were so pleased that copies of this  page report
formed the basis for deliberations this year at the very first
meeting of the committee. Extra copies were provided as needed,
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assignments for reading sections of this document accompanied
nearly every meeting, and further information requests and analy-
ses were prompted by data, tables, and information narratives
contained in a publication already sent to over  recipients.

The role of a registrar as a proactive academic officer requires
that we adapt, modify, enhance, and even re-create our sys-
tems—and sometimes ourselves—in order to make a difference
in department, school, and institutional decision-making and in
the faculty process.

To do this clearly requires efforts beyond the business of the
moment. How o�en do we find ourselves governed by and
focused upon deadlines, correspondence, problem resolutions,
reports required, and unexpected demands?

To do this will require efforts to prioritize one’s activities and
control one’s time. It’s almost trite today to talk about time
management and yet time is the great equalizer for all of us.
How then is it that some are able to get so much more done?

I suggest that to get more done requires to take time away
and time apart—for it is this that fulfills a quest for perspective
and goal setting and creativity that will not come from a day off
or a weekend away.

We all need the stimulation from others who have faced,
mastered and won the battle. And, these winners will be the
first to say that academic status is not conferred or bestowed;
rather, it is earned by deeds and achievements.

John Malloy, the author, twenty years ago of Dress for Success,
postulated that one should dress for the job they want rather
than the one they have. More broadly stated, a professional
should exhibit qualities for greater responsibility before one
might actually get greater responsibility. Or, assume greater
responsibility before greater responsibility is awarded.

The role of a contributing academic officer may be the one
role that is most uniquely that of the registrar. But the registrar
must make available the time and commit to the prerequisites
and principles in order to effectively assume this role on the
stage of ideas. My most important message is that this role must
be broadly defined in order to achieve results and become an
essential, valued contributor to the academic enterprise. This
opportunity exists for every registrar who is willing to separate
him/herself from the demands of the day and who is willing
then to chart his/her own institutional course. That’s the route
to earning status as an academic contributor by using registrar
information and technology resources to help academic policy
formulation and evaluation. In the tradition of European uni-
versities, the American registrar has in place the history and the
academic officer linkage; the challenge today is whether one can
live up to that past and rise to the challenge of the future.
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Five Truths of Marketing Colleges to Teens

W
hile today’s teens (called Millennials, not
Generation Y) are indeed a very focused
group of individuals, they are also a very
fickle group—changing their minds for the
oddest reasons. As a focus group moderator

of teens for many years, I am very surprised when I hear people
say they consulted with an “expert” in teen marketing. The real-
ity is that there are no experts in teen marketing. Some of us
stay on top of trends and try to anticipate new ones, but this is
by no means an exact science.

When marketing higher education to teens, the five “truths”
listed below will help you streamline your process and get your
message across. Many of the observations are supported by data
from the Stamats National College-Choice Survey of College-
Bound Teens and observations from focus groups of high school
students over the past several years.

The Truths

! B R A N D  M A T T E R S
From Tommy to Nike to the Gap, this generation is very label
conscious. This brand awareness is not just for clothes, shoes, and
other products, but for higher education as well. One critical and
o�en overlooked fact is that your brand matters. Be very conscious
of how you are perceived by the teen marketplace, and realize
that your brand can and will change if you do not manage it.

Initially, as students begin to think about what college they
plan to attend, they think about programs first. “Do you have
the program in which I am interested?” A�er they have deter-
mined the best schools for their program, they make a list of the
top eight to ten schools. This list includes programmatic schools
(offering their major), local schools (near student’s home), and
finally the brand schools (the name schools). The brand schools
are significant in that they are the schools that stick out in the
student’s mind as a place that “I really want to attend.”The impor-
tance of the school may be regional, or it may deal with parental
or peer influence, but these are the key brands to the individual.

As they progress through the decision process, they narrow
this list to the top three to five schools. Typically the schools
that make this list have a few things in common (all of which
will be assessed later). These schools are almost always from the
first group. It is this simple fact that causes institutions to waste
millions of dollars each year chasing phantoms. A phantom is a
prospect that will never come to your school no matter how
hard you pursue them…you didn’t make the student’s initial
list. The only good way to make the first list (and in reality the
final list) is to romance the brand. Create a brand that makes
prospects say, “I’ve got to go to XYZ University, and I will make
sacrifices to do so.” The only way is to be consistent in your
branding effort, and to start early. Brands are built with teens in
the pre-teen years.

@ K N O W  W H AT  T O  S AY  A N D  W H E N  T O  S AY  I T
Messages get lost for two key reasons. First, they are misunder-
stood. Make sure the message is clear and understandable to the
target audience. Second, the audience never hears the message
because of poor timing. Don’t let your message get lost because
of poor timing. Be sure to talk brand (environment) early and
price/outcomes/programs later. You need to build brand aware-
ness early in the process. Early in the actual cycle emphasize the
“collegiate experience.” Items such as residence halls, academic
facilities, and campus life all are very important to the younger
teen. As they move through the cycle three very important ele-
ments arise—outcomes, pricing, and programs. During the
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early stages of information dissemination, have some fun detail-
ing and creating a picture of the institution and the overall col-
legiate experience. As you move through the communications
flow, become more focused on what you offer (programs), how
much it costs (price), and what becomes of graduates (outcomes).

# L E A N  O N  T H E  I N F L U E N C E R S
When dealing with teens, it is crucial to remember the
“influencers”—those individuals providing counsel or advice to
the teen. Parents are by far the biggest influencers. They will be
critical throughout the process, although their importance
seems to increase with the progression of the recruiting cycle.
Keep them in the information loop and you will see rewards.
The key with influencers is remembering when they are likely
to have the greatest amount of influence. Below is a table that
details several other influencers and when they tend to be the
most influential.

The table below shows the early importance of friends and
high school contacts. Keep the information flowing to these
audiences as they can play a critical role in your brand and in
your position on the initial list of eight to ten schools.
Throughout the recruitment/application cycle, prospects begin
to look to different individuals for insight. The closer they get
to “reality,” the closer they get to collegiate influencers. Parents
and peers are the influencers that will play a role throughout the
cycle. Indirectly marketing to peers can and has worked for sev-
eral institutions. Ask your early-decisionmakers for the names
of friends that may be interested.

$ G E T  R E A L  A N D  G E T  I N T E R A C T I V E
Be cool, but don’t act like a fool. Remember that you represent
a higher education institution. Try not to be too trendy, and
avoid phrases that are cool now but may be out of style in the
near future. Be honest in what you say about your institution. Is
what you say truly reflective of who you are? Is it your brand? In
dealing with institutions that are experiencing enrollment
issues, o�en it is retention-related and not recruiting-related.
Many times it is a matter of expectation not meeting reality.
Schools create an image of themselves using publications,
advertising, or their Web site. This image is the one the student
grasps onto as an expectation. When they get to your campus,
they o�en find the image they had in their mind doesn’t meet
the reality. When expectations do not meet reality, students will
leave your institution. Test your marketing messages with cur-
rent students to make sure that you are who you say you are!
This includes, and may in the near future rely on, your Web site.

Because of the rise in importance of Web sites, it may well be
the first time a student comes in contact with your institution.
Is it reflective of the greater institutional message you are trying
to portray? Students are now using institutions’ publications
and Web sites in conjunction; do they have a consistent look
and feel? Remember that your marketing messages now tran-
scend normal promotional methods. Using fun and new
approaches to reach the teen market will be the norm very soon.
Be willing to be a trendsetter and try some new interactive
approaches. At the very least be willing to cross conventional
lines by using one or more promotional mediums together. For
example, use an e-mail message that drives them to your Web
site (with an embedded url address). A cd-rom offers the
opportunity to use several mediums together. First is the cd
itself. Second is the paper insert that accompanies the cd.
Finally, have the cd offer a direct launch to your Web site.
Three mediums, one message…Brand Consistency!

% D O N ’ T  F O R G E T  T H E  F E A T U R E S ,  B E N E F I T S
A N D  O U T C O M E S  ( F B O S )  O F  M A R K E T I N G
What is the common denominator in all of the following
questions?
■ What do you have for me? 
■ Why is it important to me? 
■ What will happen to me if I use it?

Me, me, and me. How can you make messages personally rel-
evant for the individual you are trying to influence? Most
schools are very good at telling about their features. We have

this, offer this, do this, etc.
Where schools fall short is the
next two critical steps. Why are
your features of benefit to me,
and what will your education do
for me? These are your benefits
and outcomes. Students want to
see what you have to offer and
what it means to them. These
are the points that need to be
made with your efforts.

■ Features: What are your features? They may include items
such as: caring faculty, athletics, small class size, spiritual
environment, personal attention, friendly campus, the ability
to get involved in activities, and cost or financial aid packages.

■ Benefits: What are the benefits of attending this institu-
tion? The key in outlining your benefits is making a fea-
ture into a benefit. “How is small class size a benefit to me?
What does a friendly campus mean to me? Why are campus
activities important to me?” Again we see the focus on me.
Your ability to turn your features into benefits is your ability
to make them personally relevant to the target audience.

■ Outcomes: The final and most important area is out-
comes—what are your graduates doing, what will this edu-
cation lead to? While there are many different types of
outcomes on which you could focus, here are a few critical
items to consider: graduate school and job placement
rates, starting salaries, and the companies that “recruit”
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Influencers Pre-Junior Early Junior Late Junior Early Senior Late Senior

Parents ● ● ● ● ● ● ● ● ● ● ● 

Peers/friends ● ● ● ● ● ● ● 

HS counselors ● ● ● 

HS teachers ● ● ● 

Admissions counselors ● ● ● 

College students ● ● 

College professors ● ● 



your students. Also, keep in
mind that it’s important to focus
on outcomes to which the tar-
get audience can relate. If you
are trying to reach teens, focus
on more recent alumni, not the
 year-old ceo of a major inter-
national corporation. Although
they may aspire to attain this
level, they currently have no
concept of how to get to that
position. By focusing on alumni
one, two, or five years out, you
can create a picture to which
today’s teen can relate.

Given an adequate budget, the
fbos should be done by all the
specific programs and divisions at
your school, and not just as an over-
all institutional plan. We know that
students view schools based on their
programs; give them the information
in this manner.

Conclusion
While these five truths are key in
marketing to teens, keep in mind
that any quality marketing effort
takes time, perseverance, and a good
budget. To get the most out of your
marketing dollars, research your own
teen prospects. Following these
guidelines can offer you an advan-
tage when marketing to teens: first,
remember your brand; second, know
what to say and when to say it; third,
lean on the influencers; fourth, get
real and get interactive; and finally,
remember features, benefits, and
outcomes in your efforts. These five
truths should help you reach your
ultimate goal of building stronger
relationships with your prospects
and enrolling more quality students.
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F
or decades, universities have dabbled in information
and communications technologies (ict) to aug-
ment—and in some cases, supplant—traditional
classroom education. Extraordinary improvements
in the memory and processing speed of personal

computers ushered in the era of computer-based training (cbt),
whereby users could access educational material on their own
computers and on their own time. But the cbt market really
took off in response to the explosive growth of the Internet in
the mid- to late-s. Today, cbt providers are increasingly
abandoning older, non-interactive technologies such as cd-
rom applications and turning to the World Wide Web to dis-
seminate knowledge. The quality of applications, content,
hardware and bandwidth has reached the point where they can
support the delivery of customized, cutting-edge, multimedia
courseware to virtually anyone with a computer and an Internet
connection. Today, the market for Web-based training, or “e-
Learning,” seems at the cusp of reaching critical mass.

A number of colleges, universities, and business schools are
pioneering the use of e-Learning in higher education.These range
from leading “bricks and mortar” universities such as Stanford,
mit, Columbia, and Wharton School of Business, to virtual uni-
versities such as the University of Phoenix, to numerous voca-
tional and managerial training programs by firms such as DeVry
and Sylvan. In addition to increasing enrollment and slashing
overhead costs, distance learning provides higher education insti-
tutions with a number of exciting opportunities to create and
disperse knowledge where it would not otherwise be available.

According to idc, the Internet research and consulting firm,
“the number of colleges and universities offering e-Learning
will more than double, from , in  to more than , in
. Student enrollment in these courses will increase  per-
cent annually during this time” (December , ). In most
cases, universities work closely with e-Learning specialists to
define and implement an e-Learning strategy that best suits the
university’s objectives. E-Learning providers offer content,

hosting, delivery, administrative and development tools, real-
time communication, streaming video, and much more.

But before jumping on the bandwagon, however, idc (April
, ) advises higher education institutions to look to e-
Learning vendors who:

■ Partner with reliable content, hardware, administrative,
and application-development providers.

■ Offer higher education institutions efficient licensing and
individual program design.

■ Provide onsite and offsite suites of training and product
support.

■ Ensure real-time, synchronous class interaction.
■ Support multiple third-party applications and platforms.
■ Create unique value propositions to students and institu-

tions (e.g., speed, comprehensiveness, cost, ease, and supe-
rior content).

While the e-Learning industry is still in its infancy, we have
learned a great deal from the early adopters. Here are some
aspects of the e-Learning implementation lifecycle that must be
considered in any project.

C o m m e n t a r y
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Look before you leap.
Prior to any e-Learning engagement, it is critical that you “look
before you leap.” Careful planning of an e-Learning project is
critical to success. Too o�en organizations implementing e-
Learning solutions concentrate too much on the technology itself,
losing sight of the core educational and organizational objec-
tives that the solution is intended to facilitate. At the most basic
level, the development of a training plan should include a train-
ing needs and skills assessment and identification of organiza-
tional and end-user performance objectives. The training plan
should then consider the training strategy—ranging from instruc-
tor-led training, to pure technology-based training, to a blended
approach. Further thought should be given to what supporting
measures the organization will need to carry out in order to
ensure an optimal e-Learning experience for users of the tech-
nology. Users cannot simply plug in an e-Learning application
and expect a rewarding educational experience; students still
require the direction of professors and interaction with fellow
students. Universities implementing e-Learning strategies must
consider these and other issues and plan accordingly.

Develop a technological solution that best suits
your organizational objectives. 
The e-Learning components can be divided into three broad
categories: () Content, () Management, () Delivery.

■ Content. E-Learning content, the courseware used by the
student, is available in many forms from leader-led or lec-
ture-lab training, to self-paced, Web-based training. The
actual choice of courseware type depends on many factors
(developed in the planning phase), including the type of
course being taught, the level of remediation required, and
whether the course is informational or conceptual.

In selecting courseware, there are two options: () buy
off-the-shelf content or () build custom courseware con-
tent. In either case, the implementation team must con-
sider whether the courses are based on sound instructional
design principles. Some issues to consider are:

� Pedagogy: Is the courseware appropriate for the type
of learning?

� Subject Matter: Are goals and objectives, organiza-
tion, and sequence appropriate or relevant?

� Language and Style: Are audience characteristics such
as reading skills and cultural issues addressed?

� Look & Feel: Do the control features help with the
learning objectives?

� Remediation: Is user interaction with the so�ware
questions and answers appropriate?

■ Management. At the core of an e-Learning project is
learning management. In an e-Learning system, the learn-
ing management is provided by a so�ware package called
a Learning Management System (lms). The lms links
courseware delivery to the organizational performance
objectives by managing the student experience and track-
ing and measuring the organizational outcome or perform-
ance objectives. There are many learning management
systems available. It is important to choose an lms that is
flexible and compliant with existing and emerging standards
from organizations such as aicc, ieee, ims, and adl.

■ Delivery. Finally, how do you put all these pieces together
and deliver the e-Learning solution to your end-users?
While one option is to develop the required infrastructure
“in-house,” this can be tremendously time consuming and
expensive. Following the trend in data center and Web
application outsourcing, the e-Learning community also
follows the application service provider (asp) model to
provide fully outsourced solutions.

Conclusion
E-Learning is a growing trend in the higher education commu-
nity. Given all its merits, however, institutions considering this
option should be aware of the intricacies of Web-based training.
With proper planning, implementation, and maintenance, you
can create an optimal e-Learning environment at your institu-
tion that benefits both the host and user.
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T
he concept of accreditation can be very “foreign” to
people who are not familiar with the u.s. system of
education. In many countries, the Ministry of
Education recognizes institutions of higher educa-
tion, and accreditation does not exist. However,

even in the most regulated of countries, this system is changing
due to the rise of private universities and the world-wide
demand for higher education. What does accreditation mean in
the United States?

In the United States, accreditation is a voluntary process, but
is essential for a number of reasons. Accreditation by a regional
accrediting agency means that students may receive federal gov-
ernment financial support through loans and other means.
Those who graduate from regionally accredited institutions are
eligible to continue on to graduate study at prestigious institu-
tions. Americans generally accept accreditation as a means of
validating a specific educational institution.

“Accreditation is a means of self-regulation and peer review
adopted by the educational community. The accrediting process
is intended to strengthen and sustain the quality and integrity
of higher education, making it worthy of public confidence”
(Middle States Commission on Higher Education). It is a
process by which a group of educational institutions establish
criteria for the assessment of the quality of degree programs or
institutions. When a school or educational program is “accred-
ited,” it says that the institution has met quality standards estab-
lished by a peer group. The two major types of accreditation are
“institutional,” and “specialized” or “professional” accreditation.

There are six major institutional, regional accrediting agen-
cies in the United States, which are responsible for different
geographic areas of the country. They are the New England
Association of Schools and Colleges, the Middle States
Association of Colleges and Schools, the North Central
Association of Colleges and Schools, the Northwest
Association of Schools and Colleges, the Southern Association
of Schools and Colleges, and the Western Association of

Schools and Colleges (Middle States Commission on Higher
Education). Also, the Commission on Technical and Career
Institutions and the Accrediting Commission for Community
and Junior Colleges should be included in this list, as these are
commissions within the six organizations. The addresses for
these organizations are included at the end of this article. The
accredited colleges and universities in each region make up the
membership of the regional accrediting agencies.

How do colleges get accredited? Before an institution can
even apply, it must show that it has met certain conditions for
eligibility. Among other requirements, it must show that it has
sufficient financial resources, physical facilities, library facilities,
faculty, academic programs, and student services. It must have a
charter, a mission statement, and a governing board.

Each of the regional accrediting agencies has a Commission,
such as the Middle States Commission on Higher Education.
Colleges and schools must apply to the Commission. This is a
two-step process: first, an institution completes a self-study of
its own academic programs and submits the self-study to the
Commission; second, the Commission sends a team of evalua-
tors to the school to review the institution. If the Commission
approves, the school is accredited. The team of evaluators issues
a report to the school, and the institution has the opportunity
to respond to the report. The Commission reviews all the doc-
uments submitted to it. While this is a very truncated version of
the accreditation process, which can take years, the entire
process is designed to improve the quality of education.
Colleges and universities, at least in the Middle States area, are
generally evaluated every five years, with a comprehensive eval-
uation every ten years. While colleges and universities in the
United States are not ranked as to quality, an institution can
lose its accreditation if it does not continue to meet the require-
ments of the Commission.

In addition to institutional accreditation, there is “specialized”
or “professional” accreditation of individual programs at a uni-
versity or college. This professional accreditation sets standards
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in specific fields of study, such as education, law, nursing, or
medicine. Some schools seek this additional accreditation to
further validate their programs of study. Professional accreditation
is usually associated with professional boards in various fields.

Just as there are colleges and universities that are not legiti-
mate, there are accrediting agencies that are not legitimate. The
following words do not mean accredited:
■ pursuing accreditation
■ chartered
■ licensed or registered
■ recognized
■ authorized
■ approved

How can you find out if an institution is accredited in the
United States? The American Council on Education (ace)
publishes a book which lists the accredited institutions of higher
education and which accrediting agency accredits them. It is
called Accredited Institutions of Postsecondary Education. The
Higher Education Directory produced by Higher Education
Publications (hep) also gives the same information. Widely
used is Transfer Credit Practices of Designated Educational
Institutions, which is online for aacrao members but can also
be ordered as a print publication. Also, the regional accrediting
agencies can be contacted directly. Recognition for the regional
accreditation organizations is through two organizations, the U.S.
Department of Education’s Office of Postsecondary Education,
and the Council for Higher Education Accreditation, both of
which are located in Washington, D.C.

Nothing is more difficult than telling an American or inter-
national student that the program he or she has completed or is
about to attend is not recognized by your institution. O�en,
these students will cite an accrediting association for the school
that is false. For this reason, it is important to make every effort
to assist students in determining legitimately accredited colleges
and universities.

The u.s. system of accreditation can be extremely confusing,
especially to international students, because it is not run by our
government and because we do not have a centralized Ministry
of Education or other governmental body overseeing our edu-
cational institutions. u.s. institutions need to be able to identify
which educational institutions are “recognized” in other countries.

Some publications commonly used to determine which insti-
tutions are “recognized” in other countries are the International
Handbook of Universities, The World List of Universities, the
Commonwealth Universities Yearbook, Post-Secondary Institutions
of the People’s Republic of China, and the Universities Handbook—
India, just to name a few. (For further reference, see College &
University, Volume , No. , “The Myth of the Big Book.”) Up
until a few years ago, accreditation did not exist in most other
countries and the single most common way of institutional
recognition was through the Ministry of Education or other
governmental body of a particular country.

Now, some countries have newly established forms of accred-
itation due to a number of factors:
■ More and more people are seeking higher education as a

means to advancement.

■ Countries are under pressure to provide education to
larger groups of individuals who may want to attend
school in their home country.

■ The cost of education has become a major issue in many
countries. This has led to the rise of private, for-fee univer-
sities in countries that did not have private schools before.

Since these are developing institutions, the way that accredi-
tation is established and the methods used may differ from the
understanding of accreditation in the United States.

Some of our Neighbors to the North and South
How do some other countries recognize educational institu-
tions? Jamaica is a country that did establish an accrediting
body. The University Council of Jamaica was established in
October , under the Ministry of Education. Its mission is to
“increase the availability of University-level training in Jamaica,
through accreditation of institutions, courses and programmes
for recognition and acceptability” (The University Council of
Jamaica). It also established a registry to ensure minimum stan-
dards would be met for academic institution in Jamaica, such as
physical facilities, programs offered, faculty, and administration.
In addition, it is empowered to award degrees and other aca-
demic awards to those who have completed programs approved
by the Council. Here, the accrediting body is looking at both
the specific degree programs and the academic institutions in
Jamaica. A list of recognized programs is available from the
University Council of Jamaica.

Our Canadian neighbors do not have an accreditation system
similar to that of the United States. Universities are authorized
to award degrees through a charter granted by the legislature of
the province in which they are located. Tertiary non-university
institutions receive authority to operate from the Ministry of
Education of the province in which they are located. The older
institutions in Canada received royal charters from England to
award degrees. A Directory of Canadian Universities is available,
which lists all of the universities and colleges authorized to
award degrees.

Mexico has a somewhat confusing system of recognizing pri-
vate universities and programs of study. In order to get official
recognition of a program, private institutions have to obtain
“official validity” (validez oficial de estudios), through “incorpo-
ration” or “recognition” (Villa ). Public, state, and federal
institutions may “incorporate” the programs of a private institu-
tion. In other words, they are saying that the programs come
under the umbrella of their own institution, and these programs
are accepted as the same as their own programs. Degrees are
issued by the institution that has the original “validity.”
”Recognition” means that the program itself has obtained
official validity through federal or state agencies and ministries
of education. Final documents from these programs are signed
by the recognizing agency.

As we have seen, ways of recognizing colleges and universi-
ties differ widely depending on the country and its system of
recognition. The accreditation system in the United States is
somewhat unique, in that it relies on its member institutions to
be involved in the process. In the future, many countries will be
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struggling with the question of how to recognize private insti-
tutions which are now offering programs in their countries.

Regional Accrediting Organizations for 
Higher Education

Middle States Association of Colleges and Schools
Commission on Higher Education
 Market Street
Philadelphia, PA 
() -

New England Association of Schools and Colleges
Commission on Institutions of Higher Education
 Burlington Road
Bedford, MA -
() -

North Central Association of Colleges and Schools
Higher Learning Commission
 North LaSalle, Suite 
Chicago, IL 
() -

Northwest Association of Schools and Colleges
Commission on Colleges
 NE rd Place
Bellevue, WA 
() -

Southern Association of Schools and Colleges
Commission on Colleges
 Southern Lane
Decatur, GA -
() - or () -

Western Association of Schools and Colleges
Accrediting Commission for Senior Colleges and Universities
 Atlantic Avenue
Suite 
Alameda, CA 
() -

Commission on Technical and Career Institutions
 Burlington Road
Bedford, MA -
() -

Accrediting Commission for Community and Junior Colleges
 Mendocino Avenue
Santa Rosa, CA 
() -

References
Middle States Commission on Higher Education. http://www.msache.org.
The University Council of Jamaica (pamphlet).
Villa, Kitty Maker. . Mexico, A Study of the Education System of Mexico

and a Guide to the Academic Placement of Students in Educational Institutions
of the United States. Washington, D.C.: American Association of Collegiate
Registrars and Admissions Officers.
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Increasing enrollment and workloads and decreasing budgets can
challenge the most experienced academic managers. And, day-to-day
interruptions, like degree verification requests, can test even the most
organized staff members. By outsourcing your verification requests to
the Clearinghouse, your office staff will be relieved of the burden of daily
verification interruptions.

With the Clearinghouse’s DegreeVerify and EnrollmentVerify
programs, your team receives the automated verification reporting
solutions that enable cost and workload reductions, enhance the quality-
of-service to the university and college customer, and improve the
overall integrity of student data.

• Fewer interruptions 
• Improved efficiency 
• Enhanced customer service 
• Decreased call volume and paperwork 
• Improved verification tracking procedures 
• 24/7 easy-to-use online access 
• Improved reporting accuracy 
• Facilitates degree fraud prevention
• FERPA compliant

Stay at the forefront of higher education management by
outsourcing your degree and enrollment verifications to the National
Student Clearinghouse.

A not-for-profit founded by the higher education community, the
Clearinghouse has partnered with over 2,500 colleges and universities,
representing over 85% of the nation’s enrolled students.

Sign up for DegreeVerify and EnrollmentVerify today!

NATIONAL STUDENT CLEARINGHOUSE
Services You Need. People You Trust.

2191 Fox Mill Rd., Suite 300, Herndon,VA 20171-3242
703-742-7791 • Fax: 703-742-7792

www.studentclearinghouse.org

Budget
Cuts?

We’re Like An Extra Staff Member!
The National Student Clearinghouse’s DegreeVerify Program



Assessment Practice in Student Affairs: 
An Applications Manual

By John H. Schuh and M. Lee Upcraft

Jossey-Bass 2001

510 pages

Schuh and Upcra� have written what is sure to become a “must
have” volume for student affairs professionals. Designed to be a
companion piece to the authors’ previous work, Assessment in
Student Affairs, this volume is an in-depth and thorough
instruction manual for how to design and implement an assess-
ment process for nearly every aspect of student affairs work. The
authors found a difficult and appropriate balance between con-
densing relevant research literature and putting the various
methods within the context of student affairs work. This vol-
ume is written with the practitioner in mind and is easily acces-
sible, with clear instructions and examples. Eleven experienced
student affairs practitioners served as contributors to the vol-
ume—the currency of the issues and the thoroughness in which
these are addressed is a testament to their work.

Assessment Practices in Student Affairs is organized into five
major sections: Principles and Purposes, Methods, Basic
Approaches, Programs and Service Areas, and Assessment
Issues. The authors begin with an overview of why assessment
is important and outline the necessary steps in the assessment
process. They also include a discussion of the differences
between qualitative and quantitative research methods and offer
suggestions about the uses of each in assessing programs and
practices. Schuh and Upcra� dedicate a chapter each to focus
groups, quantitative instruments, mail-out surveys, and tele-
phone surveys, as well as a timely and useful discussion of Web-
based data collection.

The authors also explore and explain the major types of
assessment approaches including needs, satisfaction, learning
outcomes, environmental, cost effectiveness, postgraduation,
etc. Within each of these basic approaches, the authors offer
examples and relevant case studies such as commuter student
concerns (needs), leadership development (learning outcome),
and quality of residential life (environment), to name a few. In
addition, they provide several sample protocols and instruments
that can serve as templates to the user and can be easily adopted
for immediate use.

A most useful section of the book is Part Four: Programs and
Service Areas. Here, Schuh and Upcra� have dedicated a chap-
ter to each of the major areas of student affairs, including: stu-
dent academic success, first-year programs, campus recreation
programs, financial aid, admissions programs, residence life
programs, college unions, health services, career services, coun-
seling services, Greek life, and student conduct. Within each

chapter, the authors detail issues and concerns, provide case
studies, and give specific examples of protocols and instruments.
Each chapter is structured in such a way that even a new pro-
fessional with limited assessment experience could follow the
steps and design an appropriate and useful assessment process.

What is most striking about Assessment Practices is the imme-
diate applicability of content. Utilizing real examples and cur-
rent issues, Schuh and Upcra� are able to walk the reader
through the various assessment options, outline the necessary
steps, and bring the process to closure through discussion of the
final written report and its distribution. Because they offer so
many options and solutions, I found myself thinking more cre-
atively about the process of assessment and seeing ways in
which I could incorporate it into my work.

Also appreciated was the honesty and directness of the
authors. They outline the pros and cons of various methods and
strategies while articulating the potential dangers of assessment
(i.e., how the results will be utilized). They realistically
addressed some of the roadblocks to, and pitfalls of, assessment.
One useful chapter, entitled “Getting Started,” specifically
addressed many of the barriers to assessment including lack of
money, lack of assessment expertise, lack of support from lead-
ership, etc. In addition, they addressed ethical considerations of
assessment and offered solutions.

The volume is a bit large and unwieldy—at  pages, it is
not something that one just carries around—but it is written in
a user-friendly style. Even the page layout and design is pleas-
ing to the eye and easy to follow. A useful resource is included
at the end of the book—a thorough listing of existing assess-
ment instruments, organized by topic, with information on
what they measure and where to find them.

What the authors may not realize is that their work will have
the additional benefit of helping its readers understand the
complexities of the work of their colleagues. In reviewing this
manual, I developed a newfound respect for the work of profes-
sionals in many other areas of student affairs. For example, I had
not been familiar with some of the issues particular to the fields
of admissions, financial aid, recreation, etc.—I believe I now have
a more well rounded understanding of the nature of our field.

Assessment Practices in Student Affairs is highly recommended
for all student affairs practitioners as well as graduate students
in higher education. No matter what your line of work, you will
find useful information and practical assessment tools.

Britt Andreatta, Ph.D., is Director of First Year Programs and Leadership
Education in the Office of Student Life at the University of California, Santa
Barbara.
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The following is an index of the articles, commentaries, book
reviews, and letters to the editor that appeared in Volume  of
College & University, Summer and Fall  and Winter and
Spring . The entries are separately indexed alphabetically
by title, author(s), and subject; and the issue in which the entry
appeared together with its page number.

Title Index
Applying Sanctions for Non-Payment, Spring , –
Be Careful What You Wish For: Analysis of Grading Trends at a Small Liberal

Arts College, Grade Inflation or Progress?, Spring , –.
(The) Beginning Impact of State “Percentage Plans” on College and University

Admissions (policy analysis), Spring , –.
Beyond The Enrollment Management Division: The Enrollment Management

Organization, Fall , –.
(A) Content Analysis of College and University Viewbooks (Brochures), Winter

, –.
Cool Colleges: For the Hyper-Intelligent, Self-Directed, Late Blooming, and Just

Plain Different (book review), Spring , –.
Diamonds in the Rough (commentary), Spring , .
Economic Affirmative Action and Race-Blind Policies, Summer , –.
(The) Effect of Academic Scholarships on College Attendance, Spring , –.
Enrollment Management as a Portfolio Investment Problem, Summer ,

–.
(The) Evolution of a Regional Association (commentary), Spring , –.
Factors Influencing Graduation Rates at Mississippi’s Public Universities,

Winter , –.
From the Free Academy to CUNY (book review), Summer , .
Give Your Resume the Electronic Edge (commentary), Fall , –.
Index for Volume 76, Fall , –.
International Q&A, Fall , , Spring , –.
I’ve Always Wanted To Be A…, But Now I’m Not So Sure: A Survey of Students’

Career Plans, Fall , –.
Managing Technological Change (book review), Winter , .
(The) Myth of the “Big Book”: Foreign Credentials Evaluation Resources (inter-

national resources), Summer , –.
(The) Perceptions of College and University Enrollment Managers on the

Relationship Between Institutional Enrollment Performance and Enrollment
Management Effectiveness, Summer , –.

Performance Management: A New Approach, Fall , –.
(The) Price of Admissions: Rethinking How Americans Pay for College (book

review), Spring , –.
Priority Registration For Athletes in the Big East Conference (commentary),

Winter , .
Re-Engineering of Enrollment Services at Carnegie Mellon, Winter , –.
Registrars and Admissions Officers Play an Important Role in Athletic

Compliance (commentary), Winter , –.
State Economic Conditions and Finances: Risk and Reward for Colleges and

Universities (policy analysis), Fall , –.
Transfer Students’ Institutional Attendance Patterns: A Case Study, Summer

, –.
(The) University of Illinois, 1894–1904: The Shaping of the University (book

review), Spring , –.
Utilizing the Internet in Education (commentary), Spring , -.
Why Are Foreign Student Records So Different? A Beginner’s Guide to Foreign

Educational Documents (international resources), Winter , –.
Working Together: Research-Driven Cooperative Strategy for Sister Colleges,

Spring , –.

Author Index
Anderson, Linda M. and John R. Papinchak, Re-Engineering of Enrollment

Services at Carnegie Mellon, Winter , –.
Baksh, Andre and Jeff E. Hoyt, The Effect of Academic Scholarships on College

Attendance, Spring , –.
Chatman, Steven P. and Kandis M. Smith, Economic Affirmative Action and

Race-blind Policies, Summer , –.
Edminster, Julie Horine. (See Smith, William R.)
Gerig, Richard L. (See Wiese, Michael D.)
Gunner, Maribeth, Give Your Resume the Electronic Edge (commentary), Fall

, –.
Hite, Robert E. and Alisa Yearwood, A Content Analysis of College and

University Viewbooks (Brochures), Winter , –.
Hoyt, Jeff E. (See Baksh, Andre)
James, David, Diamonds in the Rough (commentary), Spring , .
Johnson, Thomas L. W., Cool Colleges: For the Hyper-Intelligent, Self-

Directed, Late Blooming, and Just Plain Different (book review), Spring
, –.

Johnson, Thomas L. W., The Evolution of a Regional Association (commen-
tary), Spring , –.

Johnson, Thomas L. W., From the Free Academy to CUNY (book review),
Summer , .

Johnson, Thomas L. W., Managing Technological Change (book review),
Winter , .

Johnson, Thomas L. W., The University of Illinois, 1894–1904: The Shaping
of the University (book review), Spring , –.

Jonas, Peter M. and Alexander J. Popovics, Beyond the Enrollment
Management Division: The Enrollment Management Organization, Fall
, –.

Katz, Deborah A., Registrars and Admissions Officers Play an Important Role
in Athletic Compliance (commentary), Winter , –.

Klumpp, Karen S. (See Potter, William)
Lonabocker, Louise, Performance Management: A New Approach, Fall ,

–.
Martin, Robert E., Enrollment Management as a Portfolio Investment

Problem, Summer , –.
Nyman, Melvin A. (See Potter, William)
Papinchak, John R. (See Anderson, Linda M.) 
Popovics, Alexander J. (See Jonas, Peter M.)
Potter, William, Melvin A. Nyman, and Karen S. Klumpp, Be Careful What

You Wish For: Analysis of Grading Trends at a Small Liberal Arts College,
Grade Inflation or Progress?, Spring , –.

Pyle, Elizabeth. (See von Munkwitz-Smith, Jeffrey)
Regan, Marybeth, Utilizing the Internet in Education (commentary), Spring

, –.
Reindl, Travis, The Price of Admissions: Rethinking How Americans Pay for

College (book review), Spring , –.
Reindl, Travis, State Economic Conditions and Finances: Risk and Reward for

Colleges and Universities (policy analysis), Fall , –.
Shushok, Frank, The Beginning Impact of State “Percentage Plans” on College
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Smith, Clayton A., The Perceptions of College and University Enrollment

Managers on the Relationship Between Institutional Enrollment
Performance and Enrollment Management Effectiveness, Summer ,
–.

Smith, Kandis M. (See Chatman, Steven P.)
Smith, William R., Julie Horine Edminster, and Kathleen M. Sullivan,

Factors Influencing Graduation Rates at Mississippi’s Public Universities,
Winter , –.
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OVER 200

J oin us 
in Minneapolis for AACRAO’s 88th Annual Conference.

Talk about a full schedule, AACRAO’s 2002 Annual Meeting has ample ways for you to
bone up on timely higher education issues and increase your professional development.
Roundtables, workshops, special-interest tracks and featured speakers on a wide range
of topics promise to make our next meeting our most memorable—and make your
institution better in the process. For extra credit, spend some time in one of North
America’s most beautiful and cultural cities—Minneapolis—with amazing restaurants,
shops, clubs, museums and more. Make plans to be in Minneapolis, April 14-17, 2002. 

Visit www.aacrao.org or call 202.293.9161 for more information.

IN 4 DAYS
Professional Development 

Programs & Workshops

( talk about cramming. )
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