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The Integrated Marketing Task Force Subcommittee on Admissions and Enrollment met on four occasions during the period, June-October 2006.  Committee members included:


David Burgess, OIRP

Scott Herrin, ATH


Jennifer Cardenas, ARR

Agnes Hoffman, ARR (chair)


Duncan Carter, CLAS

Maureen O’Connor, SBA


John Eckman, AUX

Maureen Orr-Eldred, OGS


Marcia Fischer, MCECS

Bee Jai Repp, XS


Therese Graner, OMC

John Reuter, ENV


Paula Harris, ARR


David Santen, OMC

Subcommittee Charge
The Integrated Marketing Task Force charged the Admissions & Enrollment subcommittee to:

1. Review the University’s recent “Message on a Page” and its creative brief and to identify pertinent areas of focus for the University’s recruitment audiences;

2. Define and prioritize recruitment audiences;

3. Review and provide input to the University’s recruitment strategies and campus visitation experience.

Outcomes
1.  Message on a Page and Creative Brief
The Subcommittee reviewed these documents and determined that University recruitment strategies are typically consistent with central messaging and the creative brief.  
Key messages of location and urban engagement, diversity, quality and breadth of programs are integrated into core recruitment messaging.
2. Recruitment Audiences
The subcommittee defined priority recruitment audiences as:


a) Undergraduate freshmen


b) Undergraduate transfer


c) Students of color


d) High Achieving undergraduates


e) Out-of-state undergraduates


f) International students


g) Extended campus and distance education students


h) Student athletes

i)  Graduate students
The subcommittee examined existing recruitment practices relating to these audiences.  Findings are summarized below.

Domestic Undergraduate Recruitment Presentation
New Student Programs’ staff presented recruitment strategies and individual communication plans targeting undergraduate freshmen and transfer students, students of color, high achieving undergraduates and out-of-state students.   Publication messaging and targeted correspondence was reviewed.  A calendar of outreach activities supported by separate messaging for each audience target, campus visitation programs, direct mail vehicles, electronic correspondence, telephone, blog and online chat sessions are among the regularly scheduled communication components that occur throughout the year.  
Jennifer Cardenas described the data base of information which stores prospective student demographics, academic interest areas, GPA and test scores.  This prospective student data is available to departments who seek to augment central admissions’ recruitment activity.

New Student Program challenges include lack of professional staff to supervise the student-run campus visit program, lost outreach opportunities due to limited staffing as well as reduced scholarship funding for high achieving students.  The use of student employees to manage campus visit programs and counsel students about admission decisions is outside the CAS standards of ethical practice.  This is of great concern.
International Recruitment Presentation

International admission data and programming was presented by Paula Harris.  Primary audiences include students in India, Japan and Korea.  Outreach in Asia combined with electronic follow up is the primary communication vehicle.  International admissions staff also supports alumni and student receptions in the Middle East and Asia.

International admission yield is positively correlated with the speed of admission decision, and particularly, the speed of I-20 delivery.  Paula expressed continued challenges in meeting swift turn-around of the admission decision.  Other challenges include ongoing development of effective communication plans for international students as well as continued outreach to changing graduate selection committees to help them understand how international transcripts are equivalent to the US GPA scale.
Off-Campus and Distance Education Students

Extended Studies’ outreach programs were presented by Bee Jai Repp, Bill Prows, Olivia Alcaire, Bob Shrunk and Felix Oliveros.  Recruitment and outreach is conducted at all PCC campuses, as well as Chemeketa and Mt. Hood Community Colleges.  Recruitment is done in collaboration with the Office of Admissions, Registration & Records (ARR).  It was recognized that there is some overlap and duplication of recruitment and outreach work being done by the offices.  The decentralized staffing arrangement poses challenges for ongoing communication of recruitment information and academic program changes between the Extended Campus office and central university departments.
Bill Prows presented support for continued integration of Extended Studies’ program messaging with the core Brand messaging.  For example, under his management, the Extended Studies’ web and graphic design professionals will more closely work with Marketing Communications to integrate University design elements and messaging will more thoroughly. 
Student Athletes
Highly individual athletic recruitment is done in accordance with NCAA regulations.  Scott Herrin presented the separate and specialized branding of Portland State athletics.  Consistent with the integrated marketing goals, Scott presented ideas for closer collaboration with the Campus Visits and Orientation Office functions.  Challenges include training of student tour guides about athletics as well as ongoing promotion of student attendance at athletic events.

Graduate Students 
Business and engineering graduate recruitment presentations by Marcia Fischer (MCECS) and Maureen O’Connor (SBA) illustrated the extent to which research and ranking information affects enrollment.  Both professional schools’ key messages relate to quality research opportunities, niche focus study, industry connection and supportive learning environments.  Publication development is becoming increasingly congruent with integrated marketing messaging and design.  

Graduate recruitment is challenging because it is conducted in a decentralized way by individual faculty.  It is expensive to target qualified prospects.  Further, recruitment follow up to graduate prospects often requires time-consuming faculty engagement.  
3.  University recruitment strategies
The Subcommittee focused on areas of best practice and identified these recommendations for improved recruitment and outreach.

a. The University’s primary and secondary messaging should be better incorporated in admission acceptance letter copy, high school and community college visitation posters as well as housing publications.

b. ARR should develop a “How to Succeed in College” program for students in their junior year of high school.  This targeted and personalized program across all academic majors is suggested to be a variation of the SBA program for entering high achieving freshman.

c. More comprehensive Banner coding to track communication to prospective students and to track extended campus interest is needed.

d. Marketing Communications should participate with input to individual school/college website design, print and broadcast advertising as well as program brochures for two reasons.  First, to promote integration of branding elements and second, to coordinate efficient purchase of broadcast and print media.  
e. To increase admission yield, the University should find ways to foster faculty engagement with prospective students at both the undergraduate and graduate level.

f. Orientation and campus tour guides should have more training about Athletics.  Promotion of student involvement and support for athletic events at these early introductions to Portland State will help “imprint” prospective students interested in athletics with “Viking spirit.”
g. A graduate brochure is needed that provides prospective students with a “sense of place.”  It would give prospects an idea of the graduate experience at Portland State.  Messages included would focus on graduate enrollment and demographics, opportunities and examples of community engagement, Portland’s livability as well as information about housing and resources for graduate students.  In addition, a comprehensive listing of graduate program offerings, departmental web links and information about application to the institution as well as the department would be included.  
h) The University would benefit from an assessment of possible graduate student recruitment methods, techniques and practices.  Seminars and training programs are available by organizations such as AACRAO and Graduate & Professional School Enrollment Management Corporation.
i) The committee acknowledged the University’s resource challenges.  It lamented the funding disparities such as self support programs’ ability to employ outside research firms (Eduventures) and place print and broadcast advertising for non-core University programs when such valuable tools are not funded for central academic support. 
In general, faculty and staff expressed surprise to learn the extent to which the strategic and targeted University recruitment occurs.  The committee members support continued integration of messaging as well as continued communication across enrollment sectors to maximize outreach and recruitment yield.
