University of Northern lowa

UNI ScholarWorks

Graduate Research Papers Student Work

1986

Non-traditional students: Recruitment strategies and their
effectiveness

Denise M. Fasse
University of Northern lowa

Let us know how access to this document benefits you

Copyright ©1986 Denise M. Fasse
Follow this and additional works at: https://scholarworks.uni.edu/grp

b Part of the Education Commons

Recommended Citation

Fasse, Denise M., "Non-traditional students: Recruitment strategies and their effectiveness” (1986).
Graduate Research Papers. 2324.

https://scholarworks.uni.edu/grp/2324

This Open Access Graduate Research Paper is brought to you for free and open access by the Student Work at UNI
ScholarWorks. It has been accepted for inclusion in Graduate Research Papers by an authorized administrator of
UNI ScholarWorks. For more information, please contact scholarworks@uni.edu.


https://scholarworks.uni.edu/
https://scholarworks.uni.edu/grp
https://scholarworks.uni.edu/sw_gc
https://scholarworks.uni.edu/feedback_form.html
https://scholarworks.uni.edu/grp?utm_source=scholarworks.uni.edu%2Fgrp%2F2324&utm_medium=PDF&utm_campaign=PDFCoverPages
http://network.bepress.com/hgg/discipline/784?utm_source=scholarworks.uni.edu%2Fgrp%2F2324&utm_medium=PDF&utm_campaign=PDFCoverPages
https://scholarworks.uni.edu/grp/2324?utm_source=scholarworks.uni.edu%2Fgrp%2F2324&utm_medium=PDF&utm_campaign=PDFCoverPages
mailto:scholarworks@uni.edu

Non-traditional students: Recruitment strategies and their effectiveness

Abstract

In recent years, there has been considerable change in the student population in postsecondary
education. At one time, a college campus consisted primarily of students who were 18 to 22 years of age.
A decline in this population has been occurring for several years and is predicted to continue. "There will
simply be fewer youngsters coming through grade school and high school in the 1990's. They have
already been born" (Hruby, 1984, p.4). At the same time, the number of older, non-traditional students has
been increasing on college campuses. According to Brodzinski (1980), the number of students who were
at least 35 years old increased-more than 66% between 1972 and 1978. Haponski (1983)-noted that
"(a)dults constituted 37.5%of the total college enrollment in 1978 and are expected to constitute 47% by
1990" (p. 1).
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- CHAPTER |

THE PROBLEM

In recent yeafs;‘there haé been ;onslderab1e change in the student
popUlation in postsecoﬁdary education. At oné time, a college campus
consisted’primari]y of students who were i8 to 22 years df age. A
decline in this population has been occurring for several years and
is predicted to continue. "There will simply be fewer youngsters
comipg through grééerschool;and high school in the 1990's. They have
; ajready been bornh (Aruby, 1984, plh).i’Af the same time; the number
of older, nbhfFrédiFiqna]:students;has beén‘increasing on coTlege
campuses.  Accofding;to BrodzinSki (]980);_fhé numBer’of §tudehts

who were’atvleaét‘35 years old incréééed*more’thén 66% bétween‘1972
ﬁand)l978. Haponski (1983)'noted thét V(é}ﬁultSéoﬁstituﬁed(37;5%,of
the tot;l cé]lege enroilment in 1978 and‘afe expected to constitute
K7% by 1990" (p.1). |
| With these statfgtics in mfﬁd, the recruitment’of non-traditional
sfﬁdents should be avmajor considerétion in the.minds of college
administrators. ”Aggréssive recruiting of non-traditional CO]lege
students cou]d-ameiioraté the enrollment problems caused by ‘declining

numbers of traditional students in the later 1980's and the 1990's.



Statement of the Problem ' .

It 'is important for colleges to becomé aware 6f the strategies
involved in recruiting non-traditional stqaehts. Thus far, too little
attention has been given to recruitihg tHese students. |

College studénts have reported the Vérious avenues through which
they have gained information about:¢6liege;in genera]_and»épecific in-
formation about ohe,particular ihstiﬁutiqn.k An ACT survey of 1982
freshmen revealed tHat*the’most §ommbn'iﬁfofﬁatibh‘50urcesiincluded.
high school counselors, high school yisit§ by college representatives,
high school classmateé, and high sch§o1 teé;hers. None of,fhese infor-

'matiqn sburcés~is available to non-tréditidﬁal studeﬁts;_ |

The central questions that ﬁnderly £his~$thy aEé:'(])fWHat‘strat-
egies are béing used,tb recruit)non—tkéaifional studénfs?"(Z) To
,what‘gxtent are various recruftment strategies being ﬁsed? (3) Which

recruitment strategies appear to be most effective?

'Imporfance of the Study

Because non-tfaditfonal stUdent§ have only recently been considered
a potentially signiffcant>segment of the student populatioﬁ, relatively
:Iittle attention has beeﬁ given to this aspect of student recr@itment;
fb date, there'havé,beenylimited efforts to évéluate the extent to which
~colleges across the,UfS;'are»takihg action to implement new recruiting
-~ programs for non-tfaditfcnal students.
:Not onlykwiﬂﬂ? colleges.benefit from an increase in the non-traditional

student population, but adult learners constitute an important*national



resource. In the woras of Hruby (l98h):

| Adult access to‘further education and retraining
has become imberative because we are simultaneously
eXperiencing a risiﬁg’ave}age age of the American
work force and accelerétingfchahge in actual
employment fequiremehtg:f'Adﬁléfléarnefé ére”a
key tOuthe future of the United States. The
pursdif ofiiéarniné b§:aduifs'thrOQgH their;Yeérs:
of competence is no iénger a luxury. :It isn
essential to the public,fnterest and-requisfte

to the good life for all citizens (p.6).

Limitafioné of the’Study

- The eight institutions thét wéfe surveyéd jn this study were all
from Midwest states continguous to Iowa;’ali were pﬁblic; four-year
institutions of medium:size in terms ofétotaTVsfudéﬁt»enrollment.
Théreforg, caution must be exerciséd~in~generalizing the results of
this study to colleges and universities with different characteristics

and?or from different areas of the United States.

Definition of Terms

Non-traditional students: Each of the eight institutions was
requested to give its definition of the non-traditional student. The
criteria provided by the institutions were: (1) off campus and/or

weekend enrollees; (2) age, marital status, and employment status



especially part-time student status; (3) ageA25 or older; (L) above
usual age, part-time community person; (5) evening and part-time,
non-degree seeking, (6) age 25 or older;f(7) age, and (8) age 25 6r
older. | k
The definitioné given indicate’thafvage—-épecfficayiy; age 25’.
or older--is the primary criterion in the definition of non-traditfonal
student. -Six of the eight universities listed agekas’one-ofkseveral
criteria, and four of ‘the “institutions used age as the sole criterion.
Marketing/Re;ruitfng:‘ Berner (1980) defined marketing/récruiting
aé ""...the ‘process of letting the proépective student‘kndw about thé
services avéilable;‘ Thé techniduevthét iﬁyolves‘idéntifying the -
potential student (cﬁétomer) and.informing‘him thét thencéllégeﬁhas'thé

class or‘program‘he'needs (selling thg.pdeuct)“;(p.57).



CHAPTER 11

REVIEW OF RELATED LITERATURE

A review of the literature reveals that Some.strategies'used in
the recruiting of non-traditionalVétudents’indludek(l) welcome-back-
seminars, (2) use of the media, and (3) use‘of communi ty agencies/re-
sources. These all repfesen£ wayé-of reaching ndhftfagitionél students

which differ frbm‘strategies employed to recruit traditional students.

Weléome—Back-Seminars
Researéhefs'haVejhoted that non—tradftiona\ students typica\\y
experience mdrekanxféty'jh abbroachﬁng cdllegektﬁan their younger
A coun;érﬁarts. Haponski (1983), for examp1é, stated: “Aduits‘exhibif
a high level of:ahxiety over their ability to compete at coliegeg
 théy are concerned about how to pay for college; and they wonder how
they are going to be ablé to balance work, family, apd college demands''
(p.2). One appréach t6vai1eratihg $ome ofvéhevfgar; ahd an;ieF{eéiofj
non-t{aditional students ig thé.béck?to-sghpol orientét%oﬁ pfogfam Whieﬁ
provides prospective studénts,wffhlthé fnforméfibnwﬁhkéh allows fhem to
feel more comfortable about atfending college. A back?to-schdoT'brienta-
tion may give then)_the?heeded reassurance that théy'have the botentfai
to compete succeséfu}ly. The criteria of a good back-to-school ﬁrégramb
include the fol]owing (Haponski, 1983): |
1) High visibility in the community;

2) Attractiveness for a sufficient number of participants;



3) Provision of detailed and accurate information,
assurance’énd assfstance in oyefcoming
qbstacles; | \
k) Inspifation for students to act.

A back-to-school 6riéntation serves.the)broader interest\of
the community and adVahceé the institution beyond its traditional
posture. . The orientation program lets thé'people know.that the
college ihtends‘tovserve them whether orknot they decide to enroll;
such a program helps boost the college's reputation.“The program
brings the people td campus, and there theykWill begin fo féel at
home in the fnstitutioh.

Haponskf (13835 noted that ”(i)mplemgntation»of‘an dffentation
program may be as simple as a <§ne-eveniﬁ§ sehinar followed by a
social hour, extensive as a full-term credit course or somefhiﬁg
in.between“:(p.S), Regardless of format and lenéth,‘program éontent
must be solid. Adult learners themselves may be;sjgnificantly inQolved 
as paraprofessional participants. ''Peer couhSeIing gfdupé ére‘pqpular,
and successful at many institutions. The cost of your'program;wfjl be
recovered in tuition income' (Haponski, 1973, p.8). As Bauer (1981)
noted, ”(o)rientation programs could include introduction to members of
éhe édult student organization" (p.236). Members of‘tﬁe nénrtraditfonal
studént 6rgan12ation could assume peer counselor roles, and be é support
group‘for the incoming non-traditional students. These students are |
knowledgeable about the institution and have succeeded within it.

Therefore, they are in a good position to help non-traditional students



who are matrfculating.

An exempléryuback—to-séhdo1 seminér‘exists,ét;thé Uanérsft;;oﬁé
Massachusetts-Boston. The sessions. last about one houffeach; they‘
include audio-visual materials as well as oral presentation in an
informal, supportive envfronment.. Aggin,-the recurring theme of
anXiety is addressed.v "They feel less threatened by coming into tHis
type of session than walking into an admissions office because the
session allowed them to make an-intermediate, anonymou5~stép.toWard‘
school and, as some told us later, this was the pushpthey needed'
(Hartnagel 81Union, 1981; p.12). There érettangible rewards for the
institution, because 75% of those who attended the sessibns actually

were interested in attending college.

Use of the Media

Once studént needs have been-‘determined and programs ﬁa?e‘béen
‘developed to:meetﬂfhose‘needs, it is necessary to_le£ the prospective
’studeﬁts know aboﬁt the prograhs. Some methods‘used-td recfuit,
traditional students have proven to:be ineffegtive in‘recruiting non-
traditionaly;tudents. Di fferent sfrategies must be’uéed.‘ Berner (1980)
emphasized the -importance 6f the media.

{ Getfing information to the largest possible
huﬁber’of prospective students for the least
possible cost is the greatest challenge of
marketiﬁg...The recruiter can try to work through

existing communication systems, making them more



effective for his partiéular purpoges. Perhaps
the single most important principle to remember
in-marketing js to keep the program highly
visible to‘théftarget population./,A well
planned program jncludes a wéekly or monthly
time table. Eaéh month, some publicity should
be generated (pp. 60-61). |
,Berner:(1980) included newspaper announcements, advertiSeménts, radio,
and television in his.discussioﬁ of the media. He empﬁésized the
ihportance of newspapers. |
.«Newspaper annbuncements have been effective inV
reaching lérge numbers of adults;‘ Newspapers
" want to publish‘news, so the recrﬁiting;feam -
"should eﬁbhasize any bqblic servicevaspect or.
Jhﬁsuaf elément of theapfOQramiin prepéring
press‘re]eases. ‘Family sgqtfon‘editors may be
‘}QVited to interview adults who have returned
to schgol_br’faculty membefs who Eeéch coﬁrses
of inferest (p.61). |
Otﬁer»media‘hay:alsoiﬁe utilized to good advahtage. Sometimes
radio_and‘televféion énnpﬁnceménts can be~secured free éf charge,
because>sfations are required by’the Federal Trade COmmunicatjons

Commission to provide public service announcements and programming.



Use of Community Agencies/Restrcesw"

There are other strategles to make the programs and institutions
more visible tovprospectlve'students. As Berner (1980) |nd1cated, a
‘co]lege weuld be wiSevto Werk-with the communlty in which it is Iocated.
Annoencements’ot,coflege programs for adults
may be sentkto direetorsvof personnei_orvtraihing
in‘ﬁefgthrhoed agencies andvbuSineSsvorganizations.
‘If‘they print:in—Heuse bul]etias or hewsletters,‘tr
they may be willing to lnclude lnformatlon about
_college programs - for adults, especially lf these
‘serve to upgrade their employees (p.60).
This strategy‘|5'also urged by.Redburn~5 Buss (]978) who advotated
a dlrect survey of the bu51nesses -and organlzatlons in the college s
market area. Such a survey would ‘Include a brief written questlonnaire
to e]icit'the*edqcat|onal_needs and goals of the business or organizatlon.
The questionnaire could also elicit intormation concerning barriers
'whicH prevent commuhity hembers from enrolling in college courses. Llocal
employers and cdmmunity ]eaders cah also provide a fihk between the
potential students and the institution;, Other resources within the
community‘that, eoeld be‘tapped include libraries; community centers,
employment'agencies, chambers of commerce, churces;:service’organizations,; =,
etc.
Another inhovative idea to help non-traditional students become
informed about a college is a eall~in telephone answering system. St

is essentially a 'hotline' which a:person may utilize to get the



‘information he/shefwants.v Such auéerQicé,gCompact for Lifelong

Education Opportunities (CLED), exists in Delaware Valley. It is

an information center as well as‘a;télephone‘hotlfhe; CLEO provides

information abbutﬁthécseQeraT péfticipating colleges, and it also
offers counse]ing_for'those QhoiWaht éxtré heip in making decisions
about'college. The'djrectof of ;CLEO'descfibed the 'success of the
program: |

Moreover just as ﬁhe leVelgof éooperation, of

Sharing,‘has gquﬁ,'thé‘level of our‘public‘

vfsibilfty,has gqun, 50 thaf we have become

for significanf,ﬁumbers Of;adults ih the rég?dn

tHe'ffot'step onftheirVWay back to school, é |

blaée to Whjch they come for,infbrmétion,

' encouraéémenf, discussion of programmatic

" alternatives, academic and career counseling

(Journal of Career Education, 1983, p.269).
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CHAPTER I11

DESIGN OF THE STUDY

The samplefand the survey‘instrument for this study are described

below.

~The Sample

‘The insfituﬁiéhé»ggked;fo pérticfpaté %n thlé‘study were uhiversities
with Characfefistics éimilar‘to the‘University of Northérh flowa. Eight
»uﬁiversities were surveyed. All were medium-size ranging from approxi-
mately 8,500 to ]5,000; four-year pub]ICvUniyefsities located in‘Midwest

states contiguous to |owa.

" The  Survey Instrument

The surveykinstrument (Appendika) Qsed,in this<§tudy was designed
to (l)’aécértainbwhatrrecfuiting‘techniques,have been. implemented to
recruit'non-fréd{tfdnél stUdénts;and to’(?) assess the eFféctiVeness of
tﬁe various recruitment strategies.'fThé survey‘instruméht contained a
list of‘22 hohftraditibnaitfeéruitihg*tethniques_- For eéch technique,
respohdenfs,indi¢atéd,if'it-was.”nevef cqnsideredV; "'"considered but
Eejected”; “under  consideratioh“; or "already implemented.' For
each techhique already implemented, a Likert-type scale was used by
respondents to rate its effectivenéss.:vThe'sca]e ranged from 1 (Very
fneffectiVe) to 5 (véry effective); in addition, respondents were

requested to list any strategies already implemented at their institution



but not included among the 22 listed. ‘Finally, respondehts were
invited to offer general comments about~sfrategies that were partf?
cularly effective or ineffeétive{ |
The survey iﬁstrumeht‘was mailed’toftHe'Dfré¢tqrxof Adhfﬁsiéhs
at each university. sevéral pfocedqres wéfe taken to ensure a méXimum
number of respbnses;~ - |
1) A cover letter (Appendix I) was’fnc1udéd with
“each survéy. |
2) The cover letter émphasized the_impoftanceVof
_the survey and the'need to have each unfvérsity9s
response. | |
3) 'A'préferred response date was included.
The rate of resﬁonsé was IOOZ...AII e?éht‘univefsffies/cohpleted‘

and returned the survey instrument.
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CHAPTER 1V

RESULTS

Results of the sufveylaré reported in Table 1. The median number
of strategies implemented was 12.5 out of-22. The range was from only
four stfétégies implemented at one university td aé mahy as 17
strategies implemented at two‘unjVersities{ The sfrategieé that were
implemented.by,at‘1éést;§ix inSéftutioﬁs; wifh effeciiveneés fatingéf‘
~in parenthesés; included the‘following;:?;": ‘  l |

T 1) Advertise throﬁgh néWsE;befs‘(ﬂle) V&
2) Place litératurevat community‘libfarfes (3.60)
3). Néws releasés’to local radiq,fT;V;;‘and neWspapers
_ (3.57) o | |
h)’ Have cdllege representatfveé speak at clubs/
'6rganizations (2.83)
5)‘“Contact prospective studénts through local
business/industry (3.71)
6) ‘Mailings to former partFtime students (3.43)
7) Mailings to your universit?'é gmployees (3.29)‘
'8)1:Pub|ic service announcémenfs thfough radio/
‘television (2.83)
Strategies that were rated 3.5 or higher in terms of effectiVehésss
were: | |
1) Advertise through newspapers (4.10)
2) D}stribﬁte a back-to-school guide éimed at non-

traditional students (4.0)



3)
k)

5)

6).

14

Advertise through T.V. (3:75)
Contact prospective students through local

business/industry (3.71)

Place literature at community libraries (3.60)

News releases to local radio, T.V., and

newspépeks (3.57)

When respondents were requested to list recruitment strategies

already implemented at their university, but not included in the

‘A,survey_list of 22, the following strategies were cited:

Strategy " Effectiveness Rating
1) Adult education fairs........ 5.0 |
>Schedu1es and letters to

)

)

5)

‘pub]ic.schools ....... P .5.0

Production and distribution
of public service guides to

area businesses, agencies,

“health institutions, and

real estate‘agencies ......... Too\hew'to rate effective-
. l ness | |

WOrkshOps for counselors

and personnel officers who

refer aduft student

cliente]e to the University.;Too new to rate effective-

ness
Career development seminars

open to the general



6)

7

9)
10).

15

community; offered'eyery*

semester, includiﬁg

summer..... ;;,..,..;} ........ 5.0

Advertisemenf ih Chamber

of Commerce NeWsle;ter.;.H.;.S.O

Day-long career/life

planninngOkahops at

area two-?ear (éommunity’

college and technical-

Schoois) campuses for

adult students..... e .....Too new to rate effectivé-
| ness.

Circuit of personal visits

~ to personnel officers........ 5.0
OpenAhouse days;..f.;...f,...h.o’
Telethon. .e..veieenesivnss 23,0

Some of the ovefall comments made ‘about particularly effective

strategies  include the following:

1)

)

3)

"currently evaluating efforts and considering

- increasing recruitment"

"'workshops, adyertisements in 10cal_shopper,
library‘exposure, word-of-mouth, phone-in
registration, central one-stop'shopging place"
""tapping newspapers in small communities around‘the

college"



L) Vcontacts with area businesses and agencies'

16
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CHAPTER V.

SUMMARY, CONCLUSIONS, AND RECOMMENDATIONS

-There has been limited investlgatl0n of the’varlous aspects of non-
traditional student recruitment.\‘Thlshstudy’has provided information
_ ’helpful,to universities in the selection of strategies for recruiting
non-tradltlonal_students; It is recommended that universities take
a close look at the following strategies, because theytare the strategies
that were rated high in terms of effectlvenessﬁ‘ 1) advertise through
local newspapers; 2) place literature at communlty l|brar|es, 3) news
releases to’ local radio, T.V., and newspapers, 4) contact prospectnve
; students ‘through local busnness/lndustry, 5) d|str|bute a back -to- school

‘gU|de almed at non- tradltlonal students, 6) advert|se through T.V.

'Some other recruitment strategles,'not as hlghlyvrated as the pref
v ceding but still deemed “effectlve,” were:A,l) contactkcommunity clubs/
organlzations, 2) contact,YMCA/YWCA, 3) malllngs to former part-time
students, and 4) mailings to unlversitv employees.

0ne surpr:snng finding was that the survey lnstrument was completed
by not only adm|55|ons d|rectors but also by such staff members as a
kdlrector of women 's center, coord|nator of adult opportunlty, or
assoclate dean of contan|ng educatlon H|stor|cally, contnnutng
educatlon programs have dealt Wlth evenlng and weekend courses, corres-
'rpondence courses, and courses offered through the. college at off-campus
.llocatlons The students who - enroll for courses that are coordinated by

the continulng educatlon office are most often non-traditional; therefore,

e
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it would seem especially beneffcié1 for thatAoffice to be actively
invleed in thé recruitment of non-iraditional'studeﬁts for the
entire univeréity.i -

Obviously, some uniVersjties have afready implemented several
‘measures to recruit nonFtraditiqnal students. ‘Because there is a
predicted decline in the population of fraditionaikaged students, there
could aﬁd‘ShouId be a continuation of the chrent’trend to place an

emphasis on non-traditional student recruitment.
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Denise: Fasse

501 Schneider

RR 1 =

Denver, !A 50622
Business ‘Phone: . 273-2700

Edward Pierce, Director of Admissions
SOUTHWEST MISSOURI STATE UNIVERSITY
901 South National '

. Springfield, MO 65804

Dear Mr. Pierce:

! am a graduate student at the UnlverSIty of Northern lowa and a
candidate for the M.A.E. Degree in College Student Personnel Services.
In partial fulfillment of the requirements for the Masters Degree, | am.
researching the strategies used to recruit non-traditional students.

It is the purpose of this study to identify those strategies which are,
in fact, used and to'ascertain the effectiveness of various strategies.

All of the universities requested to provide information about their

efforts to recruit.non- tradltlonal students have certain characteristics
‘in common. All are four-year public universities, medium-size in terms
of student enrollment, and all are located in states contiguous to lowa.

Inasmuch, as only eight institutions are being surveyed, your participation
is critically important. It should take no more than a half hour--at the - °
most--to respond to the enclosed survey instrument. Please return the ‘
completed questionnaire to me "in the stamped, self-addressed envelope:
"~ provided by December 20, 1985. : o R

“

I will share the results of this-with everyone who participated. Along with
the recruitment survey, please enclose any recruitment literature for non-
~traditional students ‘that you have. Thank you in advance for your ‘coopera-

tion and assistance. S

Sincerely,

Denise Fasse
/bjh

Enclosure
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NON-TRADITIONAL STUDENTS
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PART 1. DEMOGRAPHIC DATA

Name of Respondent

Position

Institution

Telephone Number

‘Total Undergraduate Enrollment

Head Count Enrolliment (as accurate as possible) of Undergraduate
Non-Traditional Students ’

How does your University define "non-traditional'" ? (e.g., age, marital status,
employment status, etc. » ;

PART 1. RECRUITMENT STRATEGIES

Following each strategy are these three options: ''Not Being Considered,"
""Under Consideration,' and '“Already Implemented.'" |If the strategy has not

been considered at your University or is currently under consideration but

not yet implemented, place an "X in the appropriate space. |f the strategy.
has been implemented at your University, circle the number that best represents

its effectiveness.

Strategy Status
Consid-|Under
ered Consid ,
Never But eration. Already
Considered |Reject- implemented
» ed
0
>
L=~ o
+ >
3 —
W) +4
:: O
0 g &
c - Y
— + w
O
> U >
1N Y -
U Y- U
= w =
Contact community men's clubsbrganizations 12 3 45
Contact community women's clubs/organizations 1 2 3 45
Contact YMCA/YWCA 1 2 3 45
- Advertise through radio 1 2 3 45
Advertise through television I 2 3 45
Advertise through magazines 1 2 3 45
. Advertise through newspapers 1 2 3 45
Place literature at community libraries 1 23 45
News releases to local radio, T.V., &
newspaper ' 1 2 3 45




wuiun

Strategy B Status’
‘Never o
Consid} Considered | Under Already
ered | But Rejected| Consid-|implemented
. : eratiaon .
= v
o 2
1 +~
R
© 2 &
c = w
- v
> & T
Q Y O
Have college representatives speak at = W=
clubs/organizations 1 2 3 45
- Display materials in high traffic areas
(Example: shopping malls) 1 2 3 45
Contact prospective students through
local business/industry 12 3 4
Billboard advertising 1 23 |4
Send literature to local business/industry 1 2 3 4
Distribute a back-to-school guide aimed
at non-traditional students 1 2 3 45
Mailings to former part-time students 1 2 3 k5
Mailings to churches 12 3 45
Mailings to your University's employees 1 2 3 45
Inserts in bank statements 1 2°3 45
Home visitations with prospective
non-traditional students 1 2 3 45
Public service announcements through
radio/television 1 2 3 45
Provide literature for dlstrlbutlon to
local Welcome Wagon » 1 2 3 45

cher:

Please list below, and evaluate the effectiveness of, other recruitment strategies
under consideration or already implemented at your Unlver5|ty

if necessary).

(Use reverse side

1 348

1 2 3 b5
1 2 3 45
1 2 3 45
2 3 465
2.3 b9
1.2 3 45
1 2 3 .A 2
L2 .3 45
1.2 3 4g
A' 1 2 3 k45
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%% PLEASE INDICATE BELOW ANY COMMENTS YOU MAY HAVE ABOUT THE STRATEGIES THAT
YOU FELT WERE PARTICULARLY EFFECTIVE OR TNEFFECTIVE. ##%
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